National Editorial 
Assn. Speakers Tell 
of Mediums Potential 


Cuicaco, Nov. 10—The advertis- 
ing committee of the National Edi- 
torial Assn. yesterday proposed 
that weekly newspapers spend 
$100,000 annually for research 
and promotion of the weekly press. 

The committee reviewed the 
need for a continuous, aggressive 
research and promotion program 
and concluded that “eventually 
there should be representatives of 
the community press in all parts of 
the nation making contacts with 
advertisers, agencies and the pub- 
lic.” 

The board of directors of News- 
paper Advertising Service, the bus- 
iness affiliate of NEA, was sched- 
uled to discuss the proposal as AA 
went to press. 


a If the NAS board approves the 
recommendation and works out a 
satisfactory method for collecting 
the required funds via voluntary 
(Continued on Page 83) 
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THE NATIONAL NEWSPAPER OF MARKETING 


Weekly Newspaper Publishers Study 
$100,000 Annual Promotion Program 


TESTING—General Foods is conducting 

a test in South Bend for coffee-flavored 

Postum. Users who write what they think 
of it get their money back. 


CLEVELAND, Nov. 8—Seven Cleve- 
land business firms whose adver- 
tising campaigns were selected as 
winners in the Cleveland Adver- 
tising Club’s Performance Award 
project in June (AA, June 19), 
|were awarded plaques at the sec- 
jond annual advertising awards 
‘ luncheon-clinic sponsored by the 
~ club this week. 

The 1950 plaques, awarded for 
“clarity of objective and advertis- 
ing performance achieved,” were 
presented to the heads of the cited 
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Cleveland Adclub Awards Plaques 
and Analyzes Seven Best Campaigns 


companies before a sell-out audi- 
ence of club members and guests 
in the Hotel Statler. 

Receiving the trophies were 
Mervin B. France, president, Soci- 
ety of Savings; Harry W. Barkley, 
National Tool Co.; J. S. Saperstein, 
American Greeting Publishers Inc.; 
George Dively, Harris-Seybold Co.; 
Howard Eells, Basic Refractories 
Inc; Ray Ferguson, vice-president, 
Kaynee Co., and W. C. Owen, De- 
troit, president of Detroit Steel 
Products Co. 


ws Wilmer H. Cordes, club vice- 
president and general chairman of 
the awards competition, also pre- 


at sented certificates of merit to 31 
2 


Cleveland advertising men and 
women who helped prepare the 
winning advertisements. 

. Graham Patterson, publisher of 
Pathfinder and Farm Journal and 
chairman of the Advertising Fed- 
eration of America, delivered the 
program keynote, “Advertising Has 
a Job to Do.” Next came B. R. 
Prentice, Schenectady, N. Y., man- 
ager of the nucleonics department 
of General Electric Co., who dis- 
cussed “The Future of Atomic En- 
ergy—and the Business Man.” 


w Addressing the clinic audience, 
C. Rowland Collins, dean of New 
York University’s School of Com- 
merce, urged business men to in- 
crease America’s strength through 
advertising. Mr. Collins spoke on 
“Top Management’s Responsibility 
for Advertising.” 

Advertising has increased U. S. 
power with “a constant striving 
for dynamic growth,” he said, add- 
ing that “advertising’s outstanding 
economic contribution to domestic 

(Continued on Page 79) 


Network Color 
Telecasts Start 
on CBS Nov. 20 


New York, Nov. 10—Whether 
by accident or design, the public 
here will get its first opportunity 
to see color television on the same 
day—Nov. 14—that a three-judge 
federal court in Chicago starts 
hearings on Radio Corp. of Ameri- 
ca’s injunction to stay the advent 
of commercial color television. 

Meanwhile, CBS is going ahead 
with plans to start network color 
telecasting on Nov. 20, the effec- 
tive date of the Federal Com- 
munications Commission’s order 
authorizing the CBS system as 
standard for color television in this 
country. Stations already lined up 
for this initial telecast, which will 
originate at WCBS-TV, New York, 
include WMAR-TV, Baltimore; 
WTOP-TV, Washington; WCAU- 
TV, Philadelphia; and WNAC-TV, 
Boston. 


a Final arrangements for the first 
color TV sponsor had not been 
completed at press time, although 
CBS has had several requests from 
would-be pioneer advertisers on 
hand for some time. 

On Monday, Nov. 13, CBS will 
run full-page newspaper ads in- 
viting New Yorkers to the first 
public demonstration of color TV 
in this city. The network has 
leased space in a Fifth Ave. 
building for daily showings at 11 
a.m., noon, 1, 4, and 6 p.m., EST. 
Some 300 persons can be accom- 
modated for each showing. Ad- 
mission is free. These experiment- 
al telecasts will continue until reg- 
ular programming gets under way. 


= Pilot Radio Corp., which has in- 

tervened in the court dispute in 

favor of RCA after dropping a 
(Continued on Page 4) 
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Higher Taxes, Increased Controls 
Are on the Books, Despite Election 


ELEVEN CHOICES—That’s the number of 

Christmas giftware products West Bend 

Aluminum Co. is pushing in December 

ads in Better Homes & Gardens and 

House Beautiful, plus half-pages in Life, 

Nov. 27 (2 colors) and House Beautiful 
in December (b&w). 


‘Hunting & Fishing,’ 
‘Outdoorsman’ will 
Merge in February 


Cuicaco, Nov. 10—Beginning 
with the February, 1951, issue 
Hunting & Fishing and Outdoors- 
man will be combined as.a month- 
ly magazine under the name Hunt- 
ing & Fishing combined with Out- 
doorsman, and will be published 
by National Sportsman Inc. 

Before merging, Outdoorsman 
and Hunting & Fishing had approx- 
imately 600,000 and 500,000 circu- 
lation, respectively. The first print 
order for the new magazine will be 
1,100,000. The publisher estimates 
that the magazine will deliver 


(Continued on Page 8) 


Last Minute News Flashes 


Toastmaster Sets Christmas Gift Promotion 


ELGIN, ILL., Nov. 10—Toastmaster Products division of McGraw 
Electric Co. will launch a Christmas advertising campaign late this 
month with four-color page and half-page ads in the following maga- 
zines: American Magazine, Better Homes & Gardens, Cosmopolitan, 
Country Gentleman, Good Housekeeping, Ladies’ Home Journal, Look, 
McCall’s, The Saturday Evening Post and Successful Farming. B&w 
half-page ads also are scheduled in Bride’s Magazine, Electricity on 
the Farm and Modern Bride. Ads will feature four Toastmaster prod- 
ucts—toaster, waffle baker, waffle service set and Toast ’n’ Jam set. 
Erwin, Wasey & Co., Chicago, is the agency. 


Montgelas Leaves Buchanan, Joins Bates 

New York, Nov. 10—Rudolph Montgelas is quitting as president of 
Buchanan & Co..to become an account manager at Ted Bates & Co. 
The switch is effective Dec. 4. Mark Martin, named executive vice- 
president of Buchanan in July (AA, July 17) resigned “about a month 
ago,” according to officials at the agency. No announcement had been 


made. 


Pres-a-Lite Lists Dealers in Lighter Ad 


New York, Nov. 10—Pres-a-Lite Corp., manufacturer of the auto- 
matic dispenser which “hands you a lighted ready-to-smoke cigaret 
while you drive,” will use 1% pages in two colors in the Dec. 4 Life. 
The fractional page will carry names of about 250 department stores 
in 75 cities which sell the dispenser (fair trade retail price $6.95). 
As a result of the item’s success in department stores, Ford Motor Co. 
has contracted to sell the Pres-a-Lite as an accessory through its 7,000 
dealers. William H. Weintraub & Co. is the agency. 


(Additional News Flashes on Page 83) 


WASHINGTON, Nov. 9—Tuesday’s 
election results have not dimin- 
ished the prospect of higher taxes 
and increased government control 
over business. 

These unpleasant items are in- 
evitable by-products of defense 
preparations which enjoy over- 
whelming support in the ranks of 
both major parties. 

The swing toward Republican- 
ism means, however, that controls 
will be supervised by a Congress 
which, from the form sheets, 
should be very friendly to business 
(See In Washington, Page 44). It 
also means that White House mes- 
Sages notwithstanding, the admin- 
istration’s Fair Deal is on ice for 
at least another two years. 


ws Here are some of the things to 
watch: 

Taxes: Excess profits tax may 
be shelved. It’s opposed by the 
Treasury and Commerce Depart- 
ments as unfair and inefficient, but 
was forced on the congressional 
leadership by House rebels during 
debate in September. But some of 
the rebels—Huber (D., O.) and 
Jacobs (D., Ind.), for example— 
were casualties on Tuesday. The 
administration prefers an across- 
the-board hike on corporate tax 
rates. There is a lot of business 
support for this. 

PosTAGE RATES: More dangerous 
than ever. Rate legislation this 
year was tied up by Majority 
Leader Scott Lucas (D., Ill.), al- 
legedly to protect his standing 
with Chicago mail order houses. 
One of the final acts of the GOP- 
controlled 80th Congress was a 
$150,000,000 postal rate hike—the 
only increase voted by Congress in 
the six years the subject has been 
up for consideration. 


ws CONTROLS: They’ll be coming 
thick and fast, beginning with cut- 
backs in aluminum and copper for 
non-defense goods, starting Dec. 1. 
There is this much difference: Re- 
strictions will be subject to invest- 
igation by committees of a Con- 
gress friendly to business. Second- 
ly, Presidential appointees will be 
screened by an anti-administra- 
tion Senate. 

Fair DEAL: The administration’s 
“big three” plans—the Brannan 
plan, national health insurance and 
Taft-Hartley repeal—are stopped. 
Government spending for non- 
military projects faces deflation, 
though total government spending 
will still be astronomic. Civil rights, 
aid to education—it’s up to Repub- 
licans. 

RENT CONTROL: In danger. 


s The administration faces an ap- 
parently hopeless situation in the 
Senate. With the majority leader- 
ship—Lucas of Illinois, and Myers 
of Pennsylvania—massacred, new 
leaders must be found. First can- 
didates—O’Mahoney (Wyo.), An- 
derson (N. M.) and Russell (Ga.) 
—showed little enthusiasm over 
the assignments. 

Three key committee chairmen 
were defeated—Elmer Thomas (D., 


(Continued on Page 82) 
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Magazine Bureau Reports Medium’s — 


Revenues Reach New 9-Month Peak 


New York, Nov. 9—The Maga- 
zine Advertising Bureau reported 
last week that the first nine 
months of 1950 saw magazine ad- 
vertising revenue rise to a peak 
of $331,058,131. 

Further, the third quarter is the 
best in history, reaching nearly 
$102,000,000—representing 16,364 
pages of advertising in magazines 
checked by Publishers Information 
Bureau, a gain of 1,522 pages 
(10.3%) over the third quarter of 
1949. 

Here are the nine-month aggre- 
gate figures for the postwar years: 


1950 ......0000+. $331,058,131 
TGED  ....cecceree $322,323,330 
| een $328,193,982 
19ET ...ceccessve $315,355,119 
1946 ......000. $262,501,867 


a Based on this substantial in- 


crease, the bureau forecasts that 
1950 will see magazines carrying 
the highest dollar volume of ad- 
vertising in history—around $470- 
$475,000,000. This compares~ with 
$463,000,000 in 1948 and $445,000,- 
000 in 1949. 

At the same time, the bureau 
pointed out that (based on the 
combined first six months’ aver- 
age circulation of all ABC gener- 
al and farm magazines) circula- 
tion hit a new high with 146,700,- 
000. This compares with 142,500,- 
000 in 1949 and 127,300,000 in 1946 
—the first postwar year. 

Further, cost-per-thousand in 
the magazine field has dropped for 
color and b&w. In the first half of 
1950, average b&w page-per-thou- 
sand cost was $2.86, compared with 
$2.88 last year, and $4.03 for color 


pages per thousand compared with | 952 sets over Oct. 1 


Advertising Age, November 13, {gf 


$4.07 a year ago. 

The magazine bureau says that 
the 1950 first-half figure does not 
take into consideration recent rate 
increases, largely because the in- 
creases were predicated on circu- 
lation increases. The increases will 
not influence cost per thousand to 
any considerable degree, said the 
bureau. 


Canadian Admen Elect 


Howard F. Baker, vice-president 
of Baker Advertising Agency, To- 
ronto, has been elected president 
of the Canadian Assn. of Adver- 
tising Agencies. Russell C. Ronalds, 
president of Ronalds Adveriising 
Agency, Montreal, has been elected 
vice-president, and Harry M. Ted- 
man, vice-president of J. J. Gib- 
bons Ltd., Toronto, secretary- 
treasurer. 


Has 73,565 TV Sets 


The Kansas City Electric Assn. 
reports a television receiver dis- 
tribution of 73,565 sets in the Kan- 
sas City, Mo., area as of Nov. 1. 
This represents an increase of 11,- 
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Medium Devoted Solely 
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~ to Job of Selling 


- Plastics Products 


ADDS 5,000 MORE — 
RETAILERS 
who buy and sell 
plastics in volume 


PLASTICS MERCHANDISING, INC. 


A Unit of Breskin Publications — Affiliated with Modern Plastics Magazine 


122 EAST 42nd STREET, NEW YORK 17, N. Y. 


in. Result: 
circulation. 


retail outlets (Depart- 

ment stores, 

variety, 

ore volume-marketed. 
those departments handling plastics 
items (Toys, housewares, etc.). 
top plastics buying authorities there- 
Unmatched all-prospect 


Distribution is 
directed-QJTo large 


mail order, 
etc.) where plastics 
To only 
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WRITE FOR DETAILS 


UPRITE SHELF-SURFACE—Thorofare Markets, Pittsburgh food chain, has developed 


a method for stacking cans, jars, bottles 


and cartons so that all labels are visible 


to shoppers as they stroll along the displays. 


Thorofare Markets 
Devises New Vertical 
Food Store Display 


PirrsspurGH, Nov. 8—A sales and 
display fixture for food stores 
which combines front line display 
with maximum cubic content has 
been devised by Thorofare Mar- 
kets Inc. here. 

The Uprite Shelf-Surface, as 
Thorofare calls its development, 
consists of a triangular base frame 
on which a series of die cut alu- 
minum angles and bars are fitted. 
Cans, jars, bottles and cartons of 
any size may be stacked verti- 
cally against the aluminum up- 
rights by adjusting the angles or 
bars. 

The display and sales device al- 
ready has been installed in three 
Pittsburgh Thorofare food stores 


|}and has proved so popular with 
both customers and store personnel 
that the chain plans to conver 
other stores as rapidly as possible. 


w= Advantages listed for the Up. 
rite Shelf-Surface include: 

1. Every label is visible to the 
customer, so that every produet, 
in effect, is shown in a mass dis- 
play. 

2. Point of sale merchandising 
material may be used at either the 
top or bottom of the display. 

3. Stacks of separate items al- 
ways are neat, since there is no 
mixing or overlap of merchandise, 

4. Stock taking has been speeded 
up—as much as 25% in some in- 
stances. 

5. Stock clerks do not have to 
spend time lining up and balane- 
ing display items. 

6. The aluminum framework has 


little space where dust may gather. 


COUNTY 


COUNTY. 


CREASED 
RECORDS. 
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Keep Your Eyes on Charleston, S. C. 


And The 
CHARLESTON 


METROPOLITAN COUNTY AREA 


CHARLESTON IS THE 
CENTRAL CITY AND 


CHARLESTON 


CHOICE MARKET. 


CHARLESTON CO., 
PROSPEROUS AND 
GROWING, FORMS 
THE CHARLESTON 
METROPOLITAN 
COUNTY AREA. 


IN THE 10 YEAR PERIOD BETWEEN MARCH 1940 AND 
MARCH 1950 TOTAL POPULATION OF CHARLESTON 
COUNTY INCREASED 32% —AND IN THAT SAME 
PERIOD THE TOTAL COMBINED SUNDAY AND DAILY 
CIRCULATION OF CHARLESTON NEWSPAPERS 
ACCORDING TO _ PUBLISHERS’ 


In 1949, Charleston's two newspapers, THE NEWS AND COURIER and 
THE CHARLESTON EVENING POST set an all-time high in 
advertising lineage, general, retail and classified. 


SEAT OF 


TRULY A 


IN- 


THE CHARLESTON EVENING POST 


 Ohe News and Courier | 


CHARLESTON, SOUTH CAROLINA 


REP 


ESENTED BY THE JOHN BUDD CO. 
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Entertainment? 

Of course. But the good 
Comics Magazines do 
contain information and 
inspiration, too. 

Skilled writers and 

artists concentrate on 
bang-up entertainment .. . 
and weave in palatable 
and interesting themes 

of history, geography, 
biography and science .. . 
and all within the range 
of a youthful audience's 
imagination and edu- 
cation. Young people 

like to learn... . when 
information is provided 
through pictures and 
words, action and color... 
in their favorite 

Comics Magazines. 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N.Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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CBS Schedules Color TV Demonstrations in 
N. Y.; Pilot Radio Blasts Sen. Johnson 


(Continued from Page 1) 
suit it had filed separately, served 
CBS and FCC with subpoenas ask- 
ing them for all correspondence 
and other communications on color 
television with Sen. Edwin C. 
Johnson (D., Colo.), a major pro- 
ponent of the color-now school. 
Pilot charges Sen. Johnson with 
evincing “far more than a legisla- 
tive interest in the controversy.” 

This week also RCA turned 
thumbs down on FCC’s suggestion 
that it make its tri-color video 
picture tubes available to CBS for 
experimentation with its color sys- 


s 
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tem. 

“As soon as we can produce tri- 
color tubes that can form the basis 
for commercial design and factory 
production, we will, as we have 
previously said, make such tubes 
generally available,” Frank M. 
Folsom, president of RCA, said in 
a letter to the commission. 


se Charging that the FCC proposal 
was accompanied by an “implied 
threat to revoke our experimental 
licenses unless you got from us 
what you ‘requested’,” Mr. Folsom 
continued: 

“What you ask us to do amounts 
to a request that our stockholders 
bear the heavy cost of color tele- 
vision- research and transfer the 
benefits to a private interest. We 
understand, of course, how that 
company would be benefited by 
our doing what you ask... 

“Your request therefore cannot 


be regarded as in the public in- 
terest or in accordance with the 
well-established American prin- 
ciples of free competition and fair 
play... : 

“If this kind of thing goes in 
America, the Phillies certainly 
missed a bet in the last World 
Series. They should have asked the 
Yanks for Joe DiMaggio. .. 

“Your action in adopting stan- 
dards for a system of color tele- 
vision which uses spinning disks, 
instead of an all-electronic system 
which requires the use of color 
tubes, has disrupted and delayed 
our previously contemplated pro- 
gram for factory production and 
commercial sales of color sets and 
tri-color tubes.” 


JOHN MECK NOW MAKING 
COLOR VIDEO SETS 

Cuicaco, Nov. 10—John Meck 
Industries Inc. announced today 
that it had changed its mind about 
the Columbia Broadcasting Sys- 
tem’s color television system, and 
is shipping TV sets that will ac- 


commodate auxiliary units for all 
types of color reception—CBS 
color or any electronic system that 
may be approved later. 

All Meck sets built since Nov. 1 
have incorporated special design 
and circuit features for use with 
Meck add-a-color units for CBS 
color, which will be available as 
soon as production schedules per- 
mit, the company said. Receivers 
also will be ready for auxiliary 
units to show electronic color sys- 
tems of color TV, if and when 
they become available. 


as “Our engineering department 
has now had enough time,” John 
S. Meck, president, said, “to de- 
termine that the CBS system is 
practical, though it may not be the 
ultimate in color transmission. We 
believe we, as manufacturers, 
should let the public have a chance 
to decide what type of TV it 
wants.” 

Adapter kits are being supplied 
to Meck distributors and dealers 
to equip all sets built before Nov. 


IN THE INSTITUTIONS FIELD .. . 


of products used in the 

following types of insti- 

tutions: 

Hotels 

Hospitals, Sanitariums 

Colleges and Universities 

Schools 

Industrial Institutions 

Army, Navy and Govern- 
ment Buyers 

Restaurants, Cafeterias 

Dealers, Jobbers, Supply 


om. Municipal and 

tate Institutions 

Office and Public Build- 
ings 

YMCA’‘s, YWCA's and 
YMHA’ 


's 
City and Country Clubs 
Utilities 
Architects, Engineers, 
Decorators and De- 
signers 
Other Institutions 
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TO BUYERS and SPECIFIERS 


Large consumers and big buyers in both Government insti- 
tutions and Civilian institutions constitute the readers of 


INSTITUTIONS MAGAZINE and users of INSTITUTIONS 


CATALOG DIRECTORY. Faced with the same problems 
of the mass feeding and mass-housing of millions of 
people daily, they find the answers to their common prob- 

lems of food service, equipping, furnishing, maintaining, 
remodeling and expansion in these two publications. As 
sources of buying information, both publications are 
unparalleled as they are the only ones serving all seg- 
ments of the institutions field. 


Following are types of procurement offices being 
reached by INSTITUTIONS PUBLICATIONS: 


Procurement Officers, 
Corps of Engineers 


Ordnance Districts 


Commanding Officers, 
U. S. Arsenals 
Armed Services Medical 


Commanding Generals, 
Quartermaster 
Purchasing Offices 

Supply and Facilities 

visions 

Bureau of Yards and 
Docks Supply Offices 

Bureau of Ships, 


Aviation Supply Offices 


Navy Purchasing Offices 


Department of the Navy 


Air Material Commands 


Laboratory Offices, 
Contracting Division 


Officers in Charge, 
U. S. Shipyards 


Officers in Charge, 
Naval Supply 


Officers in Charge, 
Naval Air Stations 
Depot Quartermasters 
Public Buildings 
tration 
Supply Division 
Veterans Administration 
U. S. Maritime 
Commission 


Army and Navy 
Exchanges 


CONSULT YOUR ADVERTISING AGENCY 


Your Advertising Counsel can render an indispensable service 


in planning the solution to one of your most important and 


basic sales problems. . 


Ask your agency today. 


That of placing your sales story and 


product data in the hands of the individual men and women 
who specify or actually place the order for your firm’s products. 
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1 to take the add-a-color ynj 
whenever desired. Add-a-color 
units are designed so that they wij 
match the TV receiver and not be 
an eyesore, Mr. Meck said. 

“It is time for the television jn. 
dustry to stop sniping at a cop. 
structive effort by CBS to advance 
the science,” he stated. “We may 
not agree with the technical de. 
tails of the CBS system or the 
method used to publicize it, but a 
unified effort to let the publi 
determine its own interest in the 
CBS system will be far better for 
the industry and for the public, 


a “I believe all manufacturers 
should make auxiliary color units 
available. I also believe 
which has so much to gain if its 
method succeeds, should help some 
of the manufacturers of compon- 
ents absorb tooling costs on ner. 
essary mechanical parts, of which 
there is no supply. 

“We manufacturers should all be 
ready to meet any public demand 
—that is our responsibility in 4 
free economy. We should feel in- 
debted to CBS in the long run for 
having created the demand for 
color units. It’s still not too late 
to get together and present a 
united front for progress in the in- 
dustry.” 


NOTRE DAME PLEASED 
BY FOOTBALL ON TV 


Cuicaco, Nov. 8—If the Nation- 
al Collegiate Athletic Assn. gives 
its members permission to tele- 
vise football games next year, 
Notre Dame definitely will con- 
tinue with its telecasts, according 
to Edward Krause, athletic direc- 
tor of the university. 

Speaking at a meeting of the 
Chicago Quarterback Club, Mr. 
Krause said that Notre Dame is 
quite pleased with television and 
that telecasts of its games have 
made millions of friends for the 
university. 

He stressed the idea that Notre 
Dame has been helped through 
telecasts highlighting academic 
facilities in the 20-minute periods 
preceding the football games. 
“Both Notre Dame and the visit- 
ing school can emphasize their ed- 
ucational facilities, of which foot- 
ball is only a small part,” he said. 

The NCAA has limited TV com- 
mitments of its members to 1950, 
and again will discuss the subject 
at its 1951 meeting in Dallas in 
January. 
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Industrial Papers’ 
Research Should Be 
Expanded: Scribner 


Cuicaco, Nov. 6—Harvey Scrib- 
ner, president of Russell T. Gray 
Inc., leading industrial advertising 
agency, told the Chicago Dotted 
Line Club today that industrial 
publishers should expand the vol- 
ume and quality of market re 
search material which they make 
available to advertisers and agen- 
cies. 

He explained that while many 
publications provide good general 
information about their markets, 
specific data on the sales potential : 
for various products is not always 
available. In some instances, he 
added, he has been forced to g0 
to general magazines to get in- 
formation of this character. 

The Russell T. Gray agency is 
placing business in about 425 in- 
dustrial journals, and Mr. Scribner 
said that in many cases the pub- 
lishers receiving orders do not 
acknowledge them to either the 
advertiser or the agency. Even 
advertisers, he added, are human 
enough to appreciate a “Thank 
you.” 


206,500 TV Sets in St. Louis 

Union Electric Co. of Missouri 
reports 206,500 television receivers 
installed in the KSD-TV, St. Louis, 
area as of Nov. 1. 
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In the last ten years, 272,000 new family dwelling units 

Be have been established in the Chicago metropolitan area. 

er Since 1940 The Sun-Times has gained 193,000 metropol- . 
Scrib- itan area circulation. Meanwhile, the Herald-American had 

rtising a lesser gain of 88,000, the Chicago Daily News a gain of 

ustrial only 46,000 while the Tribune had a loss of 113,000 metro- 

ot re- politan area circulation. 
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Opens as R. I. David & Co. 

Robert I. David, formerly with 
David Allan & Associates, has 
opened his own agency, R. I. David 
& Co., at 510 N. Dearborn St., Chi- 
cago. 


Chambers Appoints Harshe 


Chambers Corp., Shelbyville, 
Ind., gas ranges, has appointed 
Wm. R. Harshe Associates, Chi- 
cago, to direct its public relations 
program. 


497 MAIL ORDER ADS 


in OCTOBER ISSUE of 
Profitable Hobbies! 


Count ’em...every ad 
keyed for direct, traceable 
results! If you haven't dis- 
covered the remarkable 

Even after 3 

years we still 

get orders! 

People save 


pulling power of this mail 
order magazine gold mine, 
PROFITABLB HOBBIES— 
write at once for sample 
copy and low rates. Circu- 
lation: 100,000 ABC Get 
the facts now ... write . 


PROFITABLE HOBBIES 


728 HOBBIES BUILDING, KANSAS CITY 16, MO. 


Elsa Frissell, 
Houston,Texas 


Advertising Age, November 13, 1956 


N. Y. Typographers Spurn Proposed Wage 
Agreement; Five Others Sign with Dailies 


New York, Nov. 9—Five of the; These are the International Assn. 
nine printing crafts unions which | of Machinists, independent; New 
reached tentative wage agreements York Printing Pressmen’s Union, 
with 12 daily newspapers in this| Local 2 (AFL), and the Newspa- 
city two weeks ago (AA, Oct. 30) | per & Mail Deliverers Union, in- 
have ratified the agreements and | dependent. These are expected to 
have signed two-year contracts| vote by the end of this week. 
this week. 

New York Typographical Union 
No. 6 has rejected the agreement | 
by a vote of 747 to 585 against the | 
recommendation of its officers and 
wage scale committee. Francis G. 
Barrett, president of Big Six, has 
notified the executive council of 
the International Typographical 
Union in Indianapolis of the local 
membership action. 

He said he could not predict 
what action, if any, the parent 
union might take. No further ac- 
tion will be taken by Big Six until 


s The five unions that have signed 
contracts are: New York Photo- 
Engravers Union, Local 1; New 
York Mailers Union No. 6; New 
York Stereotypers Union, Local 1, 
and Paper Handlers & Straighten- 
ers Union, Local 1, all AFL. 

The contracts provide an im- 
mediate wage increase of $5 a 
week, with an additional $2 pay 
rise next year. If the consumer 
price index of the federal Bureau 
of Labor Statistics goes up six 
points in the period between Sept. 


standing achievement in television. At left 
awards dinner, and center, Walter Howe, 
dent of the Art Directors 


TILLSTROM SPECIAL—Burr Tillstrom (right) holds the special award he and his 
puppets, Kukla and Ollie, received from the Art Directors Club of Chicago for out- 


is Milton Caniff, cartoonist, speaker at the 
art director of R. R. Donnelley and presi- 
Club. (Story on Page 78.) 


15, 1950, and Sept. 15, 1951, the in- 
crease in the contract’s second 
year will be $3 a week and it will 
go up $1 for each two-point rise 


after its next membership meeting 
Nov. 19. 

Three other crafts still have to 
act on the proposed contracts. 


beyond that. 
The proposal submitted to the 
membership of Big Six did not 


point 
integrated 
control service 
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ADVERTISING ART 


-PHOTOGRAPH 
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3. DISPLAYS 


4. MOTION 


ae 


5. TELEVISION FILMS 


6. SLIDE Fi 


KLENG studios 


CHICAGO: 601 N. Fairbanks Ct De 7-0400 


MEW YORK: 51 East Sist St. 


DETROIT: 1928 Guardian Bldg. Wo 1-2500 


PICTURES 


LMS 


El 5-7336_ 
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Art Director Mr. B 
Is Quite Upset As You Can See 
5 Campaigns...Art to Get 
Booklets, Too...Type to Set 


When This Happens to You 


Call KLING! 


Wn 


Over 172 artists, photographers, production men, writers, stylists, 
designers and account people work for Kling Studios. No mat- 
ter what your problem is . . . how tight the schedule, Kling can 
handle any part or all of it. 


And because Kling, alone, can offer all these services under one 
great roof, you can be sure of a well done job—controlled and 


unified from start to finish, economical in time and money. 


*Account Executive 


S@eeeeeeeeeeeeeeeeeeeeecreeeeseeeeeeeeeeese 


call for a straight wage increase of 
$5, but for earmarking $1.50 of 
this amount for pension purposes, 
with the $3.50 remaining to be 
added to the weekly pay en- 
velopes. 

Critics of the proposal objected 
both to the pension and wage rise 
as inadequate. They also objected 
to the length of the contract. 


GUILD STRIKES ON AP, 
‘BROOKLYN EAGLE’ OFF 


NEw York, Nov. 8—A threatened 
strike of members of the New 
York Newspaper Guild, CIO, at the 
Brooklyn Eagle has been averted 
by tentative agreement on a pro- 
posed two-year contract for new 
minimum wages meeting the scales 
of Manhattan newspapers, and a 
7% general wage increase. The 
work week will be reduced from 
37% hours to 35, vacations will be 
increased, and job security clauses 
have been revised. 

The guild had fixed 7 a.m., Nov. 
6, as a strike deadline. Final nego- 
tiations were reached with the aid 
of federal mediators at 2 a.m. 


a A procedure for selecting an 
arbitrator to dispose of a wage dis- 
pute between the American News- 
paper Guild, CIO, and the Asso- 
ciated’ Press has been reached by 
representatives of both sides with 
the aid of federal conciliators. 
Each side will have two repre- 
sentatives on an arbitration board. 
A fifth member will be chosen 
from a panel nominated by the 
American Arbitration Assn. 


Seidler Establishes 
Agency in Brooklyn 


A. M. Seidler Advertising has 
been formed by Albert M. Seidler 
with offices at 360 Lafayette Ave., 
Brooklyn 5. 

Accounts to be handled by the 
agency are: Blu-Bo Products Co., 
New York, dog foods; Coil Co. of 
America, Closter, N. J., fluorescent 
ballasts; H. B. Henningsen Co., 
New York, food products; Plant- 
spur Products Co., Jersey City, 
fertilizers; Ridgefield Seed Co. 
Ridgetield, N. J., grass _ seeds; 
Town & Country Products, Jersey 
City, lawn seeds, garden special- 
ties and fertilizers, and Otto H. 
York Co., East Orange, N. J» 
chemical and petroleum process 
equipment. 


Prints New Packaging Book 


Macmillan Co., New York, has 
ublished a new book on packag- 
ng design and merchandising, 
“Planned Packaging,” by Harry 
Jones. In part a history of pack- 
aging in Great Britain, and in part 
a survey of modern problems and 
developments in the field, the book 
contains 96 halftones illustrating 
successful package designs. Price 
is $7.50. 


Jetron to Cramer-Krasselt 


Jetron Co., Milwaukee, sales and 
marketing engineer, has appoin 
Cramer-Krasselt Co., Milwaukee, 
to promote its new T. V. wax, de- 
signed to eliminate glare from 
television screens. 
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to a sales-minded ad manager 


to an ad-minded sales-manager 


The new KATE SMITH SHOW 


—costs you less than %¢ per sales 


demonstration inside the home 


—costs you less per 
thousand women viewers 
than the average full page 
ad noted in leading 


women’s magazines 


—reaches over 10 times more 
homes than the average daytime 


woman’s program 


THE KATE SMITH SHOW 
on NBC Television 


(Source: The U. S. Television 
Audience, American Research Bureau, 
October 1-8, 1950) 
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‘Hunting & Fishing,’ 
‘Outdoorsman’ will 
Merge in February 


(Continued from Page 1) 
from 950,000 to 1,000,000 undupli- 
cated circulation. This would give 
an indicated circulation larger 
than any other publication in the 
outdoor field. 


However, until net circulation) sell C. Johns, formerly g. m. of West Coast representative has 


is definitely known, 
rates will be based on a guarantee 
of 850,000 copies. 

The b&w page rate will be 
$2,760, or $3.25 per thousand based 
on the 850,000 guarantee. 


@ Personnel of the new magazine 
include: Publisher, L. F. McClure, 
who has been publisher of Out- 
doorsman; general manager, Rus- 


advertising | 


CHURCH PROPERTY 4 


ADMINISTRATION 


Published bi-monthly at 20 West Putnam Ave., Greenwich, Conn. 


Outdoorsman; advertising mana- 
ger, B. J. Parsons, formerly west- 
ern ad manager of Hunting & Fish- 
ing; sales manager, Clarence T. 
Engdall, formerly sales manager of 
Outdoorsman. 

Sales representatives include: 
Thomas Verschuur, from Out- 
doorsman (Minnesota, Wisconsin, 
Iowa, Nebraska, the Dakotas); 
Martin V. Halloran, from Hunting 
& Fishing (Michigan, Ohio, Indi- 
ana, Kentucky); Edward J. Bren- 
nan, from Outdoorsman (Illinois, 
Missouri, Arkansas, Mississippi, 
Louisiana, Texas, Oklahoma, Kan- 
sas, Colorado); O. H. P. Rodman, 
from Outdoorsman (New England 
states); Arthur W. Wilson & Asso- 
ciates (Middle Atlantic states). No 


| been named as yet. 

This makes the second merger 
within one year for Outdoorsman. 
Last December it merged with 
Outdoors (AA, Dec. 26, 49). 


Weill Leaves Dorland for 


Doyle Dane Bernbach 


Robert Weill, formerly vice- 
president in charge of promotion 
and sales development at Dorland 
Inc., New York, has moved over 
to Doyle Dane Bernbach Inc., 
where he will be an account ex- 
ecutive. He took with him the fol- 
lowing accounts: American Fideli- 
ty & Casualty Co., Manchester Ho- 
siery Mills, Joselli Suits Inc., B. 
E. Cole Co., footwear, Ginsburg 
Machine Co. and American Safety 
Table Co. : 


XY) 
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Cushion yourself against the possibility of diminishing 
volume in other markets by increasing your effort in North 
Dakota-—still the land of big farm incomes and better-than- 
average spending. To gain quick acceptance for your prod- 
uct, use the NORTH DAKOTA DAILIES, covering 90% of all 
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wHH se 
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ae 


\\ 


rural, small town and city homes, 


yew 
inde 


DAILIE sg 


Mite 


JAMESTOWN suN 


MINOT DAILy NEWS pt 
VALLEY City TIMES-RECORD ‘4 
BISMARCK TRIBUNE 
DEVILS LAKE JOURNAL f 


a ke) 


THE FARGO FoR UM 


_ THE NORTH DAKOTA DAILIES” 


GRAND FORKS HERALD 


Advertising Age, November 13, 1959 


Newspapers are 
‘Indispensable’ 


Medium: Bell 


New York, Nov. 9—The only in- 
dispensable advertising medium js 
the newspaper, according to 
Franklin Bell, for 25 years direc. 
tor of advertising and public re. 
lations for H. J. Heinz Co., Pitts. 
burgh. 

Mr. Bell, who told the New York 
chapter of the American Assn. of 
Newspaper Representatives that 
his company has invested an aver- 
age of $1,200,000 annually in news- 
paper advertising for the past 14 
years, said the public hunger for 
details makes the newspaper 
unique. 

“Radio may provide the head- 
lines,” he said, “but the public is 
never satisfied with headlines. The 
newspaper, on the other hand, 
reaches into the public’s intimate 
spheres of interest.” 


ws He said the newspaper strike 
in Pittsburgh had proved that 
“people’s wants and needs are met 
solely by newspapers,” and that the 
public there felt that radio and TV 
failed to fill the gap. According to 
Mr. Bell, small businesses in Pitts- 
burgh have suffered a lot because 
“people aren’t coming downtown 
now that they can’t read the adver- 
tisements of the big department 
stores.” 

Mr. Bell predicted that tele- 
vision, as an ad medium, would not 
seriously hurt newspapers. “If TV 
hurts anyone,” he said, “it hurts 
the movies. It has hurt radio thus 
far and will hurt it more in the 
future.” 

He said the time which TV now 
takes away from magazine read- 
ing would be regained by the latter 
medium. 


Pushes New Washing Machine 


Brantford Washing Machines 
Ltd., Brantford, Ont., is using 
newspapers, direct mail and point 
of sale material to introduce its 
new line of Locomotive washing 
machines. Tandy Advertising 
Agency, Toronto, handles the ac- 
count. 


it pays to 
STANDARDIZE on 


FALPACO 


COATED DISPLAY BOARD 


for all types 
of Silk Screen Jobs 


For Car Cards, Calendars, Cutouts, 
Posters, Novelties, Window Displays, 
Point-of-Sale Displays, etc. 


Stocked in White, single coated two 
sides. In the following weights: 40- 
50—.060—80 pt. 28”x44”—grain long 
—grain short. 30” x 40”—grain long— 
grain short. 40” x 60” grain long only. 
Extra strong grade for displays that 
are to be cut-scored and folded. Stocked 
white coated two sides. 60 and 80 pt. 
Same sizes as above. 


Consult your Paper Merchant 
for Samples and Prices 


Distributed by 
Authorized Paper Merchants 
from Coast to Coast 


PAPER COMPANY 


NEW YORK OFFICE ¢ 500 FIFTH AVENUE 
NEW YORK 18, N. Y. 
MILLS—FITCHBURG, MASS. 
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Covering Catholic Schools, Churches, Convents, Rectories, Institutions 
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B’AR GREASE WON’T DO TODAY 


Animal fat served all the lubrication needs of an earlier America. 
Not so today. The machine age brought a demand for special lubri- 
cants for different uses. 

Products and operations vary greatly in the field of industrial 
lubricants, yet the firms engaged in it agree on one important phase 
of their operations. They consider Business Week an outstanding 
display window for their products and services. 


REASON: Business Week . . . sold by subscription only .. . reaches 
a highly concentrated audience of Management-Men. They are 
executives who make or influence buying decisions for their firms. 


RESULT: Business Week regularly carries more pages of industrial 
lubricants advertising than any other general business or news 
magazine. All because advertisers agree— 


YOU ADVERTISE IN BUSINESS WEEK WHEN 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 


Petroleum Products Advertisers* 
in Business Week 1950 


Cities Service Co. 

Gulf Oil Corp. 

Phillips Petroleum Co. 

Sinclair Oil Corp. 

Socony-Vacuum Oil Co., Inc. 
Standard Oil Co. of N. J. 
Stewart-Warner Corp. —Alemite Div. 
Sun Oil Co. 

Texas Co. 

Union Oil Co. of California 


* Source: Publishers’ Information Bureau Analysis 


A McGRAW-HILL PUBLICATION 
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Platt Joins Whirlpool Corp. 

Gardiner S. Platt, formerly di-| 
rector of sales and assistant to the | 
president of Date Simplex Corp.,| 
has joined Whirlpool Corp., St. 
Joseph, Mich., as director of for- 
eign relations. 


Don Silvershield to R&R 

Don C. Silvershield, formerly 
with Wildrick & Miller, has joined 
the copy department of Ruthrauff 
& Ryan, New York. 


Photography . Reportin? 
Peet mm ne er 
Advertising, editorial and research purpeses. 


Sic) Write for booklet ct 


38 PARK PLACE, NEWARK 2 nd. 


Two Join Geyer, Newell 


Lee Eisler, formerly with Grey |, 
Advertising Agency, and Joseph 


Sacco, previously with Lawrence 
C. Gumbinner Advertising Agency, 
have joined the copy department 


of Geyer, Newell & Ganger, New 


York. 


Appoints Elmer W. Ayer 


P-R Corp., Burbank, Cal., tool 
manufacturer, has appointed El- 
mer W. Ayer, Advertising, Holly- 
wood, to direct advertising for its 
new woodworking tool, Multimold. 


| Trade publications and direct mail 
| will be used. 


Russell Joins Tracy-Locke 


Charles B. Russell, formerly 
with Maxon Inc., New York, has 
joined Tracy-Locke Co., Dallas, 
as production and traffic manager. 


Advertising Age, November 13, 1959 


Come One, Come All 


e THERE IS no closed season on 
the plant open house. The more 
considerate hosts generally arrange 
to spread out the welcome mat 
during the balmier seasons, but 
right now there are dozens of mid- 
winter carnivals being planned 
around the country. 

For those plant committees grop- 
ing for guidance, there is much to 
be learned from a two-day festival 
recently sponsored by American 


Employe Communications 


How to Win Friends Among Your Workers 


By Rosert Newcoms and Marc SAMMONS 


Maize-Products Co. at its plant 
at Hammond, Ind. Here are some of 
the distinguishing highspots of an 
affair that brought employes and 
their families to the plant the first 
day, and several thousand of the 
general public the second: 

1. The open house was carried 
out entirely by plant people. More 
than 250 employes, from both the 
office and hourly payroll, teamed 
together to put the thing over. That 
is roughly one-quarter of the total 
number of employes. 


2. The plant tour was reasonably 
short and easy to take. Equipment 
'was simply placarded, with the 
emphasis on function and the in- 
vestment per employe. 

3. The main recreation hal] 
housed a huge, graphic exhibit. 
Here all the raw materials that 
entered into the making of the 
products were displayed and in- 
telligently labeled. Above each dis- 
play bin was the amount of mon- 
ey—in actual dollars and cents— 
the company expended per $100 
for that particular raw material. 

4. The end products were clear. 
ly displayed and fully described, 
When people were through, they 
knew what the company made, 
how they made it, and what it 
meant to the employes and to the 
community. 

5. The refreshments were served 


yn 


nger Miles 


UILD SALES 


HELP B 


, CAN rely on Oxford Papers to help your 
printed material do a better job, whether you are 
promoting sales of photographic equipment or build- 
ing increased business for airline, railroad, bus or 
steamship travel. The many nationally recognized 
grades in the Oxford line have been developed to 
meet a wide range of needs in the production of 
advertising inserts, labels, catalogues, brochures, 
house organs and travel folders. 

No matter which Oxford grade you select you can 
be certain of its dependability. For back of your 
purchase is the assurance of over fifty years of expe- 
rience in the production of papers of first quality as 
well as a record of proved press performance with 
printers from coast to coast. 


Oxford Papers 
Are Good Papers to Know 


You'll like working with them because 
of their— 


® Bright-white, pleasing color 

@ Smooth, uniform surface. 

®@ High ink affinity —printability. 
@ Extra pressroom economies. 


POLAR SUPERFINE ENGRAVATONE 
ENAMEL COATED 
MAINEFOLD 
MAINELAND 
earns ENGLISH FINISH 
MAINEFLEX . 
ENAMEL WESCAR OFFSET 
* * * 


Your Oxford Paper Merchant 
Is a Good Man to Know 


Because Oxford Paper Merchants are 
located in 68 principal cities across 
the country, there’s bound to be one 
conveniently near you. This means 
you can count on him for prompt ser- 
vice, not only in supplying your paper 
needs, but in helping you with prac- 
tical suggestions based on his own 
long experience in making the most 
effective use of fine paper in printed 
selling. Get in touch with him today, 
and ask for a copy of the helpful 
Oxford Paper Selector Chart, or write 
direct to us. 


— 
A 
o 
, o 
< 
a 


Oxford Paper Company 
230 Park Avenue, New York 17, N.Y. 
Oxford Miami Paper Company 
35 East Wacker Drive, Chicago 1, Ill. 


MILLS AT RUMFORD, MAINE 
AND WEST CARROLLTON, OHIO 


pleasantly and plentifully. Chil- 
dren had a playroom of their own, 
and most of them ate too much. 


e@ The evening before the open 
house for employes was held, the 
company entertained the press and 
members of the open house recep- 
tion committee. Newsmen were 
able to look over the plant and ex- 
hibits without bucking crowds. 
Literature was available upon re- 
quest, but was forced upon no one. 
If a reporter wanted some top- 
drawer information, he could get 
it quickly and directly by sitting 
down next to the company presi- 
dent, Theodore Sander Jr., who 
made himself amiably available 
to all comers. There were no 
speeches. 


_@ The company arranged for col- 

or photographs to be taken of the 
entire display, in the proper belief 
that other companies might benefit 
from seeing them in slide form. 
(They are now available to any- 
one interested; write Jim Purcell, 
director of community relations, 
American Maize-Products Co. 
Hammond [Roby], Ind.) Within a 
few days after the whole affair 
was finished—with a record at- 
tendance for the area—the plant 
management tendered an “appre- 
ciation dinner” for all of the 250 
committeemen, whose help was 
thus tangibly acknowledged. The 
press went to town on the entire 
show. 

One commentator has recently 
rushed into print with the sugges- 
tion that the open house is a waste 
of time and money, that the plant 
| which doesn’t hold one is often 
| better off than the one that does. 
| Take that with a grain of salt. 


Elsie Goes Industrial 


The chemical division of the 
Borden Co. has launched a cam- 
paign in Fortune to stress the 
scope of its service to industry. 
The two Borden trade characters, 
Elmer and Elsie, are used to em- 
ploy the benefit of past and cur- 
rent advertising acceptance built 
up around them. The first inser- 
tion appears in the October issue 
of the magazine. Another is sched- 
uled for December and the 1951 
schedule is being developed. James 
Thomas Chirurg Co. handles the 
account. 


_Appoints Carl Reimers Co. 


Seggerman-Nixon Corp. has ap- 
pointed Carl Reimers Co., New 
York, to handle its advertising. The 
initial campaign is for Krug cham- 
pagne, made in Rheims, France. 
Magazines and trade publications 
will be used. The company is 4 
new advertiser. 


Williams Heads P&G (Canada) 


William E. Williams, vice-presi- 
dent of Procter & Gamble Co. of 
Canada, Toronto, has been elected 
president. Chairman of the board 
is R. R. Deupree, who holds the 
same position with the U.S. com- 
pany. 


Jordan Leaves Erwin, Wasey 


Fred M. Jordan, executive vice- 
president of Erwin, Wasey & Co. 
Los Angeles, has resigned be- 
cause of ill health. 
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ab vertising mats, “open house” in- 
a Muslins, Percales Allie Chalmers Sponsors vaoliene for their Caoumate, and 
Livestock Show Telecast = ; 
the . : ; a special invitation to agricultural i" 
i Boosted in Two-Part Allis-Chalmers will sponsor a| teachers urging them to bring the ‘ 
oo - —en ay ae of an gs event to the attention of their | 
ivestoc ow in icago Nov. 
_ Pepperell Promotion 28, marking the — a oan a. 
ibit. ston, Nov. 7—Pepperell Mfg.| which this company has sponso 
that Co in January will tn org me the special telecast of the National | Metzger Joins McKinney She i: Ad So ot tH 
the rong campaign boosting its Lady Farm & Home Hour over NBC TVG. Carlton L. Metzger, formerly’ LF. 
| in- Oe erell combed percale sheets stations. The show will go on at 3| with Aitkin-Kynett Co. and J. KA KANSAS 
‘dis. PP Ledy P 1 Ss fine | PM» EST. _ |Branch Briggs Advertising, has TOPE 
and 7 "er were Promoting the event through its| joined Harris D. McKinney Or- 
non- | muslins. snl ___ |dealers, Allis-Chalmers has sup-| ganization, Philadelphia, as edi-| WEED «§ COMPANY 
nts— Four-color insertions, ranging in | plied them with news releases, ad-' torial relations chief. 
$100 | size up to full pages, will continue 
al. the “woman in bed amidst glamor- 
lear- | oys surroundings” theme which 
ibed. | has been used in previous Pepperell 
they | promotions. 
nade, The series of ads for percale 
at it sheets will carry a luxury pitch, 
0 the 
rved , 
Chil- 
own, 
ch. 
open 
|, the 
S and 
ecep- 
were 
d ex- 
owds. 
n re- 
) one. 
top- 
d get 
itting 
oresi- 
who 
ilable 
e no | while the muslin copy will stress 
fine texture and long wear. 
Better Homes & Gardens, Good 
r col- | Housekeeping, Modern Romances 
»f the | and Today’s Woman comprise the 
belief | magazine list for the percale phase 
enefit | of the campaign. 
form. The muslins will be pushed in 
any- copy scheduled for Good House- 
ircell, } keeping, Ladies’ Home Journal, 
itions, | McCall’s, Today’s Woman and 
Co., | Woman’s Home Companion. 
thin a Benton & Bowles, New York, is 
affair | the agency. 
d at- 
Lewes Long Files Counter 
e 250) Claim Against CBS 
Cuicaco, Nov. 8—W. E. Long 
cently | Co, baking industry consultant 
igges- } sued by Columbia Broadcasting 
waste — System last month for $1,000,000 
plant | (AA, Oct. 9), has filed a counter 
often | claim against CBS for $1,000,000 
does. damage, plus an additional $1,- 
% 000,000 as punitive damages aris- 
ing out of what the Long Co. calls 
“the libelous statements contained 
f the | i= the complaint filed by Columbia 
cam- | Broadcasting System in the court.” 
ss the In the original suit, CBS and 
lustry. | Station WBBM claimed that Long 
acters, | had interfered with exclusive con- 
o em- | tracts between the network and 
— some of its staff artists. Long 
inser countered by claiming that the 
- issue | 2rtists in question made transcrip- 
sched- | tions for the company only after 
» 1951 | Permission had been obtained from 
so the network and WBBM. 
es the 
Appoints Weightman Agency - * AGS BOVE INE SURCRNENS OOD SCOUTS are good sportsmen. And well-equipped ones 
O. gg patna a ae a we might add. 
ssn., Wilmington, Del., has pee a ats : a a 
as ee appointed Weightman Inc., Phila- 40.0% of boys own fishing rods : On target... coping Sex the big catch... bey ap over pes-wwtel 
elphia, to handle all advertising | , boys fishing reels. illside ... P ‘readers are geared for action. Well gear 
= and merchandising for_ its First -etiihieceagh vee ; es he 1950 BOYS’ LIFE darter: ” 
s men State mushrooms and First State 29.4%, of boys own fishing tackle ’ ¢ : 
= mushroom gravy. National con- Bre ss To score a bull’s-eye, land a prize catch or make a record sales jump 
a a] mer magazines, regional televi- 33 oo for your product, pack boy power in your ’51 advertising. Use the 
y 1s 4% sion, newspapers and trade publi- : a y P! A, pe YP , 
cations will be used. 24.2% of boys own ice skates one magazine with the greatest boy influence. 
nada) To Broadcast Specialties 
ye Monroe Plastics Co., Rochester, 
bine t = x. hae eogeienes Stax Sliver pe 
, of Broadcas ialties Co., 
= a York, as exclusive national ¢ = A great selling force in 
es representative for its pre- 
com — and advertising specialties VE a the boy market read 
ision 
( : by 1,800,000 boys each month. 
ey Names Madison Advertising ' THE NATIONAL MAGAZINE FOR BOYS 
Ags Wettinger Brewing Co., Baraboo, 
f\ be | verising: Agency, Madison, as its| PUBLISHED BY THE BOY SCOUTS OF AMERICA, 2 PARK AVENUE, NEW YORK 16, N. Y. 
gency. 
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Resurgence of Product Tie-Ins 


In the past year or two, there has been a great deal more activity in 
product tie-in advertising than for many years—fruits and cereals, 
butter and bread, pancakes and syrup, etc. 

The most ambitious recent example of this new trend was the four 
full-color pages in the Oct. 30 Life, in which four advertisers com- 
bined to advise everyone to “wake up to a real American breakfast.” 
The “real American breakfast” in this case consisted of bacon (Amer- 
ican Meat Institute), pancakes (Aunt Jemima), syrup (Log Cabin), 
and butter (American Dairy Assn.). And in the same issue was a full- 
color spread in which Pillsbury and Sioux Bee honey combined to 
publicize the merits of hot rolls and honey. 

The tie-ups, even in the case of so relatively circumscribed an op- 
eration as eating breakfast, present an enormous number of interest- 
ing possibilities. For example, that “real American breakfast” might 
have been extended to the point where the fruit juice might have 
been represented, as well as the beverage, its accompanying sugar and 
cream, the silverware, glassware and china, the napery, the break- 
fast set, and perhaps even the refrigerator, stove and kitchen cabinets. 
It is not too fantastic to visualize a tie-up of this sort which might 
embrace the major portion of the advertising in a particular issue of 
a publication. 

Tie-ups of this type are, of course, not new. They have been used 
just about as long as there has been advertising, but it is doubtful if 
even yet they have been used as effectively and as usefully as they 
might. Their most common use, probably, is in fashion advertising, 
where “credits” are given for the accessories that grace the central 
item being advertised, or vice versa. 

The idea that one advertiser might promote another’s non-competi- 
tive and complementary products, to the benefit of both, has always 
intrigued advertisers. It has not been used as much as it might for 
two principal reasons: 

First, the arrangement of tie-ups on an equitable basis requires a 
considerable amount of effort which is not required when an adver- 
tiser goes his way alone. 

Second, there is a feeling—and not wholly without foundation— 
that if Advertiser A ties up with Advertiser B, he will get himself in 
for “reverse tie-ups” on the part of Advertisers C, D and E. 

These are valid reasons, to be sure, for exercising care and caution 
with regard to such tie-ups. But they do not seem important enough 
to prevent the use of this device more widely than it has ever been 
used before. Such tie-ups, in fact, would lend credibility and interest 
to much advertising, in which items other than the advertiser’s must 
frequently be shown in an anonymous state which helps destroy the 
feeling of reality. 


The Dance is Over, and What Memories! 


Every publication loves a fight, and ADVERTISING AGE is no exception. 
The more violent the disagreement, the more harsh the language, the 
more editorial interest. Names makes news, but names engaged in 
bitter argument almost always make better news than names in agree- 
ment. 

So the recent exchange of insults by Dorland Inc. and its erstwhile 
client, Arthur Murray Dance Studios, made good fodder for the edi- 
torial mills. What other useful purpose was served by this public ex- 
change of insults between agency and client it is difficult to see. 

It is no secret to anyone in the advertising business that clients and 
their agencies sometimes disagree—even violently—nor that agencies 
sometimes resign accounts because of such disagreements. But nothing 
particularly worth while seems to be accomplished by airing the basis 
for the disagreement publicly, in detail, and in the harshest terms. 
This smacks a little of the more sensational divorce court spectacle. 
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—The Keglined Merchandiser 
American Can Co. 


“He's not so strong—those boxes are filled with light beer in cans.” 


What They're Saying 


|or do not belong in the ad budget 


Advertising’s Responsibility 
It may cost only half a cent to} 
advertise a pack of cigarets and | 
less than that for every bar of soap 
that moves across retail counters 
or off supermarket shelves but, 
with sales in billions of units, these 
and other giant industries invest 
tens of millions of dollars each in 
advertising year after year... 

That, to our way of thinking, is 
the kind of spending that imposes 
a responsibility and requires justi- | 
fication both economically and in | 
the realm of public welfare. | 

In casting about for an adequate 
definition of the meaning of that 
responsibility as it might apply to 
advertising, we recalled a quota- 
tion (in ApverTIsING AcE) from a 
talk before the annual meeting of 
the Four A’s by Clarence B. Gos- 
horn, board chairman, Benton & 
Bowles. Said he: 

“The job of advertising in our 
expanding economy is to help 
make sure that the expansion is 
growth, not bloating; that the 
growth is muscle, not fat; in goods, 
not dollars; in better living, not 
softer living; in ambition, not 
greed; and in the vital capacity to 
produce more, and enjoy more, 
and keep on growing. This job I 
am sure we can and will do. We’re 
used to it—it’s the one we have 
been doing.” 

There’s nothing wrong with ad- 
vertising leadership which pegs 
its responsibility in such terms. 
And fortunately, there’s much 
more of the same, scattered 
throughout the length and breadth 
of the land. 


—From “Printact,” printed and pub- 
lished by Edward Stern & Co., Phil- 
adelphia. 


Too Much Watering Down 

We would venture to say that 
the ad budgets of our 1,000 adver- 
tisers in the $100,000 annually and 
over budgetary group include a 
total of close to 25% in charges that 
are either questionable ad charges 


by any stretch of the imagination. 
If that percentage could be re- 
duced—then that would be news; 
good news; welcome news; signifi- | 
cant news. 

Advertising has a serious need | 


for the establishment of modern 
accounting standards for the ad 
budget. There are absolutely no 
such standards today. Advertising 
has a serious need for a more busi- 
ness-like approach to the deter- 
mination of the ad budget. En- 


| couraging progress is being made 


here. 

The great fight of the advertis- 
ing business is not necessarily a 
fight for larger ad budgets—but to 
make the ad budget an advertis- 
ing budget rather than a budget- 


ary catch-all and crazy quilt. 
—Oct. 15 “Grey Matter,” published 
by Grey Advertising Agency. 


The Need for Selling 

Granted that we can look for- 
ward to at least 25% reduction in 
the volume of goods we have to 
sell, the inference drawn by many 
is that we will once again be in a 
sellers’ market. We do not believe 
that the evidence warrants that 
assumption. When you take into 
account the fact that raw material 
supplies are already at a critical 
stage, even before any government 
clamp-down, and that manufac- 
turers have already cut back pro- 
duction, it is obvious that the sup- 
ply of goods is going to be affected. 
Against that fact, however, you 
must place vital deterrents to nor- 
mal buying: rapidly increasing 
prices not only for our own goods, 
but also for all the commodities 
and services and family needs; the 
prospect of drastically higher taxes 
which will cut further into the 
family’s income; the prospect of 
even more rigid controls on instal- 
ment credit than are in effect at 
present; and finally, the drafting 
of hundreds of thousands of skilled 
workers into the armed forces or 
into defense plants... 

If the financial ability of our 
customers to pay is to be sharply 
curtailed through higher taxes, 
higher prices, compulsory savings 
and stringent controls on instal- 
ment credit, it would take an op- 
timist to see a sellers’ market in 
those circumstances. 

We may have fewer goods to 
sell, but we are going to have to 
look a damn sight harder to find 
the people able to buy them. 


—Editorial in Electrical Merchandis- 
ing, November, 1950. 


Advertising Age, November 13, 1950 


Rough Proofs | 


Mrs. Murray, of Arthur Murray 
Dance Studios, refers to the sep- 
aration from the Dorland agency as 
a divorce, and the yackety-yack 
sounds just like one. 

« 


Gladys the beautiful receptionist 
says sO many new products are 
coming on the market, the manu- 
facturers must have called in the 
man who christens Pullman cars 
to help name them. 

© 

Homecoming old grads are run- 
ning into so many football upsets 
this season that frequently those 
who come to cheer remain only to 
pray. 


. 


* 

After hearing Jimmy Stahlman 
denounce “ideological crackpots” 
who are trying to smear the South, 
one gets the impression that he is 
not referring to the Republicans. 

* 

After hiding their heads while 
corporations announced increased 
earnings and dividends, investors 
are fearfully awaiting the expected 
after-election kick in the pants. 


The magazine ad says it reaches 
brides at the very time of making 
their first brand decisions. 

Among them was how to put a 
brand on a man. 


Referring to outdoor posters, 
Anthony Mattes, of Standard Oil of 
California, says, ‘““‘We feel that what 
we leave out is often as important 
as what we put in.” 

He’s found the secret of success- 
ful cookery and composition. 


“Copper Canyon,” the riproar- 
ing Western which presents Hedy 
Lamarr in gorgeous Technicolor, 
can make you forget international 
complications, political skuldug- 
gery and increased income taxes. 


“Maine sardines to get benefit 
of major drive,” the story says. 

If they don’t appreciate it, 
they’re simply not public relations 
minded. 


A new ad series for newspapers, 
“promoting America to Ameri- 
cans,” will deal “in terms of every- 
day experiences rather than econ- 
omic cliches.” 

The writers are Fortune sub- 
scribers, no doubt. 


International Latex is promoting 
Playtex Dryper, a disposable dia- 
per, whose advent has_ been 
greeted with cheers by mothers 
and babies and everybody else ex- 
cept laundries dedicated to crib 
service. 


“Druggists falling behind be- 
cause they don’t advertise,” the 
story says. What’s happened to all 
that advertising manufacturers 
were doing in the name of “the 
druggists of America’’? 


Advertisers who used to run 
classified ads demanding the aid of 
bright young men under 30 are 
now willing to settle for veterans 
of 50, who will probably be rela- 
tively permanent, even if neither 
/so young nor so bright as they 
used to be. 


Copy Cus. 
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In the Third Quarter of 1950 


THE DAILY INQUIRER 
LEADS IN RETAIL GROCERY — 
ADVERTISING LINAGE 


If you’re a food advertiser... put Philadelphia’s 
FIRST newspaper FIRST on your list 


Every year...every month...every issue... more and more food 
advertisers prefer THE DAILY INQUIRER. And the climax to this long- 
time trend is the present leadership of THE DAILY INQUIRER in retail. 


grocery advertising. 


Add the fact that all Philadelphia grocery chains advertise in its 
pages regularly —and you have every reason for scheduling THE DAILY 
INQUIRER first in Philadelphia. 


Che Philadelphia Inquirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260, West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0578. 
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-gets To 


the 


neart 


of America 


Bridge, bowling, or basketball—it makes 
no difference. If it's a game, America 
plays it. And we play to win. 


We love to compete. We want to 
run faster, jump farther, climb higher. 
We spend years trying for a hole in 
one. We return season after season for 
another chance at the big fish. 


It's the same with business, only the 
stakes are higher. Free enterprise is 
based on competition. Competition pro- 
duces leaders by its own process of 
natural selection. 


Take the magazine business, for 
example. There are more than 600 
different general magazines. Yet in the 
face of such tough competition, one 
magazine, The Saturday Evening Post, 
carries more advertising than any oth- 


er—year after year after year. For the 


first nine months of 1950, it led its 
nearest competitor by 508 pages. 


Why? Advertisers know that the Post 
does more than just reach millions of 
families. Results have shown that it 
reaches the right families in the right 
way. They read it. They respect it. They 
put their confidence in it. 


It gets to the heart of America. 


A comprehensive survey of weekly 
magazine reading reveals that: 


Readers spend more time with the Post 
Readers return more often to the Post 
Readers believe the Post is more reliable 


elk wl oe wa 


Readers have more confidence in products 
advertised in the Post 

5. Readers pay more attention to advertising 
in the Post 
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This is 
the Media Director who put his 
Client on the trail that leads to 
sales to 1,000,000* MEN who read 


and own The Elks Magazine. 
* Dec. 1949 ABC statement— 


928,010 circulation—a substantial 
bonus over guaranteed 850,000 
on which current rates are based. 


YOU'LL SELL IT... 
IF YOU TELL IT IN 


New York + Chicago + Detroit 
Los Angeles + Seattle 


| Ewens, 


Lever Introduces 
Wisk in Ireland 


DUBLIN, IRELAND, Nov. 6—Ex- 
panding its European market for 
detergents, Lever Brothers (Ire- 
land) Ltd. has inaugurated an ad- 
vertising and merchandising cam- 
paign to introduce to consumers 
its household detergent, Wisk. 

This is the first time that a ma- 
jor company in this field has in- 
vaded the consumers’ market in 
Ireland with such a product. The 
newspaper campaign includes full- 
page and half-pagé advertisements 
in newspapers in the urban areas 
of Dublin, Cork and Galway. 

Prior to the newspaper cam- 
paign, specimen packets supported 
by circular letters were dispatched 
to every Lever Brothers dealer in 
Ireland. This was followed up by 
personal contact by sales repre- 
sentatives giving full details of the 
Wisk campaign. In addition, dis- 
play materials were distributed via 
retailers. 

J. Walter Thompson Co.’s Lon- 
don office is handling the Wisk 
account. 


Milprint Shifts Three 


Milprint Inc., Milwaukee, litho- 
grapher, has appointed Roland N. 
executive vice-president, 
as president and treasurer, suc- 
ceeding William Heller, who has 
been named chairman of the board. 
Arthur Snapper, secretary, has 
been appointed executive vice- 
president. 


Films Shows for Bigelow 
Jerry Fairbanks Studios, Holly- 


wood, is filming 14 half-hour 
dramatic shows, titled “Bigelow 
Theater,” for Bigelow-Sanford 


Carpet Co., New York. The series, 
produced through Young & Rubi- 
cam, will be spot-booked through- 
out the country. 


LAKE 
MICHIGAN 


be 4 CHICAGO 


You get a big coverage bonus—and a rich one—with WSBT. In 
addition to the half-million people in the eight-county South Bend- 
Mishawaka trading area, there are a million more ge in the 
primary area. This extra million spend nearly a billion dollars a 
year for retail purchases—in addition to the half-billion ye in 
the trading area alone. That’s bonus coverage of bonus spending! 

WSBT delivers bonus listenership, too. Every CBS show on 
WSBT enjoys a Hooper that’s higher than the network average. 
For bonus coverage, bonus listenership, bonus sales, it’s WSBT— 
the bonus buy! 


PAUL H. RAYMER COMPANY © NATIONAL REPRESENTATIVE 


@ INDIANAPOLIS 


LIM 
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IS THE BONUS BUY! 


Advertising Age, November 13, 1950 


Gelling Pers 


Henry L. Nunn, former head of Nunn-Bush Shoe Co., Milwaukee, 
has severed all active connection with the company he helped to 
found in 1912. Four years ago he stepped down from the presidency 
and became a member of the advisory committee. Now, at 72, he 
will lecture and write on labor-management relations. . . 

House & Leland, Portland, Ore., is the first agency of the area 
to sponsor a radio program. In commenting on “Americans, Speak 
Up!”, which began Oct. 29 (Station KPOJ), Arthur House and 
Wayne Leland agreed that if their sponsorship “never brings us a 
nickel’s worth of business, it’s still worth while.”’. . 

The Denver Adclub’s ad of the month award for October was 
presented to the Galen E. Broyles agency and Dorothy Davis Smith 
—the agency for the outstanding public relations work of the 
month, and Mrs. Smith for her PR work on the account of Greeley 
Gas Co... 

Harold G. Cheney, assistant manager of lamp sales at Westing- 
house in Bloomfield, N. J., received his 30-year pin at a luncheon 
attended by sales executives of the department. Russell E. Ebersole, 
general sales manager, did the pinning... 

Andrew Heiskell, Life publisher, who married actress Madeleine 
Carroll not so long ago, has bought a house at Collender’s Point, 
Darien, Conn. .. 


PRIZE WINNERS—These staff members of Griswold-Eshleman Co., Cleveland, won 
the honors in the ag ‘s d | art show, which drew over 100 entries. 


The winners and their entries are (front row): Lee Canfield, account executive, 
photography; Jenny Chin, clerk, hand-made rings. Back row: Albert H. Hunn, ac- 
count executive, water color; Arch Lipp, artist, pencil drawing; Howard Schoen- 
meyer, artist, pastel portrait and color photo; Bernis Terebesi, secretary, ceramic; 
V. C. Kenney, art director, pastel portrait; and Dick Vork, mail clerk, ceramic. 


Theodore C. Streibert, president of MBS Station WOR, was made 
an honorary deputy sheriff of New York... Ben Duffy, BBDO pres- 
ident, is chairman of the publishing, entertainment and professional 
section of the 1950-51 New York campaign of the Arthritis and 
Rheumatism Foundation. William E. Robinson, executive v. p. of the 
Herald Tribune, is co-chairman. .. James A. Byron, WBAP radio and 
TV news editor, has been elected president of the Fort Worth chap- 
ter of Sigma Delta Chi... 

A new daughter, Melinda, was born on Oct. 26 to Mr. and Mrs. 
Joseph H. Allen of Dallas. Mr. Allen is southwestern district man- 
ager of McGraw-Hill... 

Barry Bingham, president of the Courier-Journal and Louisville 
Times, was decorated with the Legion of Honor at the French Em- 
bassy last month for his work as head of the ECA in France... 

Robert Viano, former PR man with William Esty Co., has an ar- 
ticle on the “ABC’s of Getting Ahead,” based on an interview with 
Walter Lowen, in the November Redbook. Personality, ability to 
take criticism and reliability are still the three major qualities 
needed, Bob says... The New York office of Farm Journal recently 
beat the Philadelphia office in a baby race. Mr. and Mrs. Ed Pa- 
chuta—he’s with advertising sales—had a daughter Jane on Oct. 14, 
and the Dan Fernalds—he’s assistant to the national sales manager— 
were one day behind with son Robert Dana.. . 

Roger W. Clipp, general manager of WFIL (AM-FM-TV) Phila- 
delphia, is chairman of the city’s 1951 March of Dimes campaign... 

David G. Taft, manager of WKRC-FM, Cincinnati, has received 
notice of an impending call to active duty as a reserve officer. He 
served in the China-Burma-India theater in World War II, and in 
recalling the bullet he caught in his shoulder during that service, 
says it wasn’t the wound that worried him as much as the ruined 
shirt he was wearing. The shirt belonged to his superior officer. . . 

The Baltimore NIAA-ers, Maryland Industrial Marketers, are 
getting set with plans for their annual Christmas party. Tom Bosee, 
Barton-Gillet Co. v. p., who is in charge of the event, promises an 
innovation that will boost the party into the outstanding class... 

Under the chairmanship of Joyce Swan, v. p. and business man- 
ager of the Minneapolis Star and Tribune, the Hennepin County 
Community Chest fund drive topped its $2,364,000 goal—the first 
time it has been reached since 1945...L. A. Casler, president of 
Casler, Hempstead & Hanford, has been elected a director of 
Eureka-Williams Corp., whose account the agency handles. . . 

The honeymoon’s over for Jeanne Scharnberg, associate editor 
on AA’s Chicago staff. She was married Oct. 21 in a church 
ceremony in Michigan City, Ind., to Howard Staff... 

On Nov. 13, Charles E. Wilson, General Mo-ors president, will 
receive a gold medal and citation from the Wharton School Alumni 
Society of the University of Pennsylvania, in recognition of “his 
outstanding accomplishments in the field of American business.” 
Presentation will be made at the society’s annual dinner in Phila- 
delphia... 

H. Victor Grohmann, of Needham & Grohmann, Bryan Houston, 
Sherman & Marquette, and Reginald T. Townsend, Lennen & Mit- 
chell, are three ad members of a committee to honor Conrad 
Hilton at a dinner to be given at the Waldorf-Astoria Nov. 21, 
sponsored by the National Conference of Christians and Jews. 
Julius Ochs Adler, New York Times general manager, is chair- 
man of the event... 
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pulling power 


It’s the reaction of the audience that counts. In First 
3 Markets Group your advertising plays before an 
active audience of over 7 million families in the 
marketing area of New York, Chicago and Philadelphia 
where over ¥3 of all U. S. retail sales are made. 
Place your advertising before this audience 
by using... 


the group with the Sunday Punch 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


rotogravure 
colorgravure 


picture sections 


magazine sections 


New York 17, N. ¥., News Building, 220 East 42nd Street, VAnderbilt 6-4894 . Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
1ir- San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 . Los Angeles 17, Cal., 1127 Wilshire Blud., Michigan 0578 
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The ONLY Magazine that is. . . 


MY SPONSORED by, PAID FOR and DISTRIBUTED 
exclusively by over 700 DEPARTMENT & 
SPECIALTY STORES in all 48 states! 


— Anal ffonng fears 180,000 Circulation. 
Write for Facts and Merchandising information— 
SHAW PUBLICATIONS, INC. D. Minard Shaw, President 


53 East 34th St., New York 16 + Representatives in: | . saan ° Atlanta + Dallas 


WASHINGTON, Nov. 


Federal Reserve Figures on Department Store Sales 


6—Depart-, England to Maryland and across 


ment store sales during the week /| the northeastern tier of states to 
ended Oct. 28 were 5% above sales | the Mississippi. And after several 


for the same week last year and 
about 1% below record 1948 vol- 
ume for the week. 

Sales were strohg from New 


weeks in the doldrums, West Coast 
cities reported impressive year-to- 
year increases. 

Sales in southern cities were 


The home-going World-Telegram and Sun is working for 
you every weekday on New York’s five big suburban rail- 
roads—because the World-Telegram and Sun is carried 
home by over three times as many commuters as any 
other newspaper! 

The World-Telegram and Sun is a one-way ticket 
straight into the homes of more than 600,000 families in 
and around New York . . . where it reaches your cus- 
tomers at home, when they have the most time to plan 


*Source: Media Records. 


125 BARCLAY ST., NEW YORK 15, N. Y. 


Working on the Railroad / 


their buying . . . where it is a member of the family! 
What does it mean to a newspaper, to be a member of 
more than 600,000 families? . . . 
In October, 1950, the World-Telegram and Sun pub- 
lished a larger volume of full-run display advertising than 
any New York weekday newspaper has published during 
any October in the past 19 years." 


What does it mean to you? . 


It pays to be a member of the family! 


Or Scripps-Howard General Advtg. Offices + 230 Park Avenue, New York City + Chicago + San Francisco + Detroit + Cincinnati « Philadelphia + Dallas 


Advertising Age, November 13, 1956 


piesa as 


spotty. Birmingham and Atlanitg§ 
reported gains, while most of the 
other southern cities recorded¥ 
losses, as compared with last year, 
Incidentally, some of the heaviest 
war-scare buying this summer 
took place in this area. 

Sales in the area west from the 
Mississippi River to the coastal¥ 
states, generally, were off from 
last year’s volume, and San Anton.@ 
io reported a 38% loss. However,s 
San Antonio has recorded widell 


DEPARTMENT STORE 
| SALES INDEX =. 


1935-39 EQUALS 100 


Week to Oct. 28, 50*..p313 
Week to Oct. 29, ’49*..298 
Week to Oct. 21, ’50*..305 
Week to Oct. 22, '49*..296 
Month of Sept., 50....p320 
Month of Sept., ’49........ 289 


pPreliminary. 
*Not adjusted seasonally. 


fluctuations from week to week in 
recent months, reflecting intensive? 
promotional efforts—or the ab.) 
sence of them—by the city’s de-7 
partment stores. 

Total dollar volume of sales) 
throughout the U. S. has been re- 
markably stable during the past 
five weeks. The retail sales index? 
figures have ranged from 305 to: 
322 (1935-39 equals 100). As @ 
result, it is difficult to make sig- 
nificant comparisons with sales 
trends in former years, since sales 
figures from 1947 to 1949 have 
been subject to wide variations, 

From Nov. 1 to Dec. 31, how-" 
ever, sales follow closely the same 
pattern as in previous years. Thus 
department store sales figures will 
be important as a business index 
during the next two months. 

% Change from '# 


Week Ended 


Federal Reserve Oct. Oct. Oct, 


District and City 14 21 28 
UNITED STATES ll 3 5 
Boston District 8 1 10 
New Haven 6 9 0 
9 0 9 
11 3 u 
Providence 5 —l 17 
New York Di 14 r3 4 
Newark 14 0 8 
Buffalo . 20 6 4 
New York .. 12 r3 4 
Rochester .. 22 r5 —6 
IID acersassatansinemietnrs 17 12 4 
Philadelphia District .... 18 9 9 
Philadelphia. ................ 17 r6 1 
Cleveland District . 20 15 1 
. "Fi 25 13 10 
Cincinnati .. 11 0 3 
Cleveland ........ 15 17 10 
Columbus .. 15 —10 2 
Toledo ........ 22 25 17 
CC  — 22 27 17 
Pittsburgh ............... 24 25 17 
Richmond District 10 r—4 2 
Washington ............ 10 —4 —% 
Baltimore .......... 9 -—3 4 
Atlanta District .... 146 —-2 -3 
Birmingham ...... 25 9 17 
Miami .............. 12 —17 —13 
DEBTOR cccecccrseceeere 19 3 13 
New Orleans .... 8 r7 —ll 
Nashville ............ 8 6 —4 
Chicago District .. 16 r2 10 
Chicago  .............. 14 6-3 1 
Indianapolis .. 19 5 6 
ae 22 17 16 
Milwaukee ........ ll . —5 9 
St. Louis District 8 —5 —-4 
Little Rock ........ —13 —16 -6 
Louisville ....... 19 14-1 
St. Louis ...... 7 —7 -# 
II ssnsensinieriescomsaangs 14 —11 2 
Minneapolis District ...... 2 4 -t 
Minneapolis. ..........:.:0.-. 6 4 3 
I letiicdecniand —5 2-6 
Duluth-Superior 4 20 —# 
Kansas City District ...... 3 —1 2 
pee ea —5 —12 0 
Wichita .......... 7 5 -3 
Kansas City .. 7 3-3 
BE, TOI ..cccscecesse —o9 —10 <9 
Oklahoma City .... —7 -—6 6 
i —7 19 -3 
Dallas District .... 4 rio —7 
- 8 6 4 
Fort Worth 5 rT 
Houston .......... 17 9 2 
San Antonio «0.0.0.0... —l1 59 —38 
San Francisco District .. 0 r—3 9 
Los Angeles Area ...... —l11 —5 8 
SS ee 6 —2 8 
San Francisco .. 7 —4 && 
Portland ...............+. 7 3 8 
Salt Lake City 10 —1 -#9 
ee ER 12 9 
| rRevised. 
Beardsley Agency Moves 


Charles F. Beardsley Advertis- 
ing has moved its office from 311 
S. 20th St. to 1950 Delancey Ply 
Philadelphia 3. 
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= by bias in Sndustry 
“ad RESEARCH SERVES PURCHASING 


. men do not always realize how thoroughly the re- 


search department of a supplier and the purchasing department of a cus- 


i ig tomer share a single purpose. But purchasing is an unending search for 


des! higher values, and research is a persistent effort to improve values, and so 


ales both departments are following the same line of progress. 


sales om to popular belief, dramatic developments from research 
owl are rare. Nor do the purchasing agents hope for them. A slight improve- 


wil ment in a product, a small reduction in production cost, the evolvement of 


_ a modification which lets a product enter new fields, such are the better- 


ments that purchasing agents expect to receive from research departments. 


_ 
—sreeooocoew 


Add the fact that the customers can take their troubles to research depart- 


— 


ments and receive helpful suggestions based on special studies, and the 


picture is clear. 


 _- research aims at consistent improvement. The com- 
pounding of small gains creates the values which earn the good will of 
buyers. The good will of purchasing agents is the most solid business 
insurance that any supplier can have. That is why progressive companies 


foster their research departments. 


pieseusbosess bosses scucwbowwn 


— 


} Cc Donald Dallas 


C. Donald Dallas is chairman of the 
board of Revere Copper and Brass Incorporated 


— = eS ne 


5 This series of advertisements is published in the interest of a wider understanding of the role of sci- SCIENTIFIC 
ence in industry by the only U. S. magazine which covers all of the sciences. Reprints upon request: AMERICAN 24 West 40th Street, New York 18, N.Y. 
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TODAY'S WOMAN MERCHANDISIN( 


you eaten, vor at nen retad level FODAY’S 


W OMAN 


has “On-the-Spat” Merchandising Representatives in 32 


Cities -— pers ahally con (acting key oerconne! 


2 


in. 144 top 


i: department stores from coast to coast, arranging point-of-sale 
promotions for products advertised In TODAY'S WOMAN. 


. Andin addition; TODAY'S WOMAN’s Advance 

- Merchandising Kit, with réprodactions of advertising 

in ah IDAY’S WOMAN, goes each 

sonth to 4,000 store execinives, buyers and buying offices 


Fag rir 


Result? Saf greater steredisp 


in TODAY'S WOMAN, Based on recent issues 


- $90,000,000 


ang marker afe great an 
vervthing from baby: offs 


- 
mhanents tonal f soli 


RUG AND COSMETIC MARKET 
Plainly, the drag aod coametic needs of this ach 


i ee | wren ‘a 
LIRICE ie 
ai " er i 


bw 


d cd stant . ~ SOOM ie 


$ to vitathins, from} home 


And its annual ¢xpenditure 


A}? 


hese products sah up to over $90, 000, G00. 


CURRENT ‘DRUG AND COSMETIC ADVERTISING 3] TODAY'S. WOMAN _- 
In 1949-and again for the first 9 months of 1950 TODAY'S WOMAN led ail service 


magazines in linage gains. In drugs and cosmetics, linage in the first nine months of 
£950 shows 4 gain of 28/898 linés-(77.0%,) over the same period in 1949, 


American Hame Prods. Cory. 
(Anacin) 
(Edna Wallace Hopper) 
*Ezabeth Acvden Sales Cary, 
Avow-Aliied Praduxts, ine, . 


(hattaw Bato) 
Chichester Chemical Company 
Colgate Palmolive-Peat. Company 


*(Calgate Dental Crensa) 
* (ral) 
* (Palmolive Soap): - 
(Veta) 
Conti Products Corporation 
Foley & Company 
Gillette Safety Razor Company 
(Toni Home Permanent) 
*(Tooi. Shaspeo) 
H. Clay Glover Company, inc. 
B. F. Goodrich Corapany 
* (Miller-Goodrich Rubber 
Prods.) 
*House of W -stmore 


iFibs 


* Kigenex} 


datermational Latex, Corporation 


*( Colgate Ammoagiated Tooth Powter) 


jobnsta & Johnson 
(Costs) 
(Jolinecn & Johusond Baby Lotion) 
{Meds} 


(Trey Deelorant) 
*(Tueay Shampoo) 
Lever Brothers Company 
{Pepeadent Toothpaste} 
‘Lorr Laks 
{Duragiose) 
AMaybelifie Company 
The, Mennea Conmpany 
(Baby Magic) 
Baby Oi 
(Baby Powder) 
Milés Labé.; fre. 
tAtka Seltzer} 
*(Bactioe) 
*Millers Forge Mfg. Cacperation 
Jotet. Montenter, far, 
{Stepetea) 
*“Murine Compatty ; 
Nestle LeMer Ooopasiy 
(Baky Hair Treatment) 
Noreen, Tie, 
Niort ha W'srve 


Ungueniing- Aemaces 


*“Noxzoma Chemical Comin 


Proctor & Gamble Company 
*(Prell) 
*/Shasta) 

Pyramid Rebber Company 


(Evenflo Nursing Horhes & sa ao 


‘Tips 
Sea Penducts Company © 
Schnefel Bras., Corperating 


{ka (cae Nait Prepamatinna) 2:39 = 


Schall Miz. Uiompany 
(Dr: Scholl's Pedicreme) 
(Di Scholl's Zine. Pads) 
Stagram ist. Corporation 
¥iPresh 
*Seventech, din. 
trim, Tae; 
Sanit in Kline & Preach ‘Uae 
yy. Plone Teething Lotiga} 
E y Seuibb &. Sine 
(Squibb's. Cod Liver Oi) 
(Syzibb’s' Dental Crem) 
Steriiag Deng, Tac. 
{Fletchers Gasteria} 
Tapas, Tet; 
Vick Chemical Compasy 
WB. Asepciates 


(Softef} 
Wi R Warner Sate sewed ne 
ioherel tiudaut Saou 5 Mh 


“ Richard Hednut Shampoo} . 


THE BEAUTY EDITOR’S 
VIEWPOINT —~ 


@@ TODAY’S WOMAN features beauty care 


in every issue — articles specifically tailored 
to the special requirements of young 

and busy wives. We feature no complicated 
beauty rituals ; we don’t pretend to forecast 
or try to establish chi-chi cosmetic 

trends. We do project editorial ideas that our 
readers can carry out in their own homes 
with nationally known beauty preparations. 


Since the TODAY’S WOMAN reader is a 
young homemaker with young children, 

her time is limited. And so our pages are 
concerned almost exclusively with 
self-applied beauty preparations and 
treatments. In planning beauty articles we 
give our readers down-to-earth, how-to-do-it 
instructions in keeping their appearance 

as attractive as possible. These articles 

keep our readers informed of the newest 
cosmetic products and methods that create 
and sustain interest in the daily use of beauty 
preparations — thereby making basic beauty 
routines more interesting and more fun. 


Other feature pages are regularly devoted 
to child-care . . . including the soaps and 


lotions, powders and oils and the dozens of drug 


products required for a new infant 


or growing child. ee 


ey Jeune 


Beauty Editor 


(Playtex, Baby *Oglivic Sisters Salas Cofporation Aten B, Weisley Company 
_ Andrew Jergens Company Pearson Pharmacal Company, Ie. (Wriskey Bath Crystalea Soap}. 
(Jengens: Lotion) (Dew. Eyegere) Zonite Products Corpetation 
1B. Kleinett Rubber Company *Dortthy Perkisis Company “tZanste} 
*(Kieinert Mair: Nets) *Pond’s Dry Skis Cresiix *(Fomiors) 
*Lirug and codmatic adverti¥irg.< 4 ee : Sas 2 » ee 
new in TODAY'S WOMAN : 
in 1950; 3 A Fawcett Publication 
a J o 
The magazine young wives live by . 67 West 44th Street, New York 18, N. Y. 


TODAY'S WOMAN READER CHARACT ERISTICS”™ 


Median Income ~ $3922 antiwally 

over $1000 higher than the national niggian, 
although their median age.is so young (29.6 years). 
Education $3 a. are college or high scheot soo 
Ownership —- 47.6% own their homes 


Median. Age—~ only 29.6 

Marital Status — 92.7% are married 
Children — 42.5% have children under 5 

53.9%, have children 10 and under 

Families with children average 1.7 children 
per fatidly. This means that there are more 99.3%, own radios ‘ee 
than amillion young cbildren in the families of 79.49, wn satomobiles 
TODAY'S WOMAN readers. *Source: TODAY'S WOMAN Kaeier Ciarecteriaticn: Stidy, TUS0 
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Gram Publishing Moves 

U. N. Gram Publishing Co., New 
York, publisher of a weekly wall 
newspaper on United Nations and 
world affairs, has moved to larger 
offices at 220 E. 46th St. 


Thomas Hughes Appointed V.P. 

Thomas R. Hughes, general sales 
manager of Utica Drop Forge & 
Tool Corp., Utica, N. Y., has been 
appointed vice-president and sales 
manager. 


You'll never find a better, blacker and 


more permanent drawing ink than 


G. D. Crain Jr. Says... 


| 
Industrial Advertising Is Big 


Not long ago a leading com- 
pany in the industrial equipment 
field announced the appointment 
of an advertising agency, the first 
time in its long history it has used 
an agency to handle its over-all 
advertising account. This was 
significant of the growing import- 
ance of agency service in the in- 
dustrial advertising field, but even 
more interesting, it called atten- 
tion to the growth of industry and 
of industrial advertising in spec- 
tacular fashion. 

When I first became familiar 
with this company, it was doing 
an annual business of around $25,- 
000,000, and had an advertising 
appropriation of $500,000 a year, 


growing at a tremendous rate, is | 
doing an annual business of over | 
$100,000,000, and its advertising | 
expenditures are around $1,000,- | 
000 a year. 


@ Part of its sales growth is ac-| 
counted for by the inflation of | 
the dollar, but even on a unit 
basis it is obvious that the volume | 
of sales is more than twice what 
it was in prewar years. And it is 
a reflection of the fact that ad-| 
vertising costs have not advanced | 
nearly so rapidly as commodity | 
prices in general, that the com- | 
pany is able to do an adequate job_ 
of supporting its greatly increased | 
sales operation with an increase | 
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Stage 


SCHINE SPREADS OUT—This spread, ap 
Schine Hotels, is thought to be the largest hotel ad to be placed in general maga- 


ee — a 


Advertising Age, November 13, 1950 


es oe ee 


pearing in The New Yorker and Time for 


zines. It was prepared by MacManus, John & Adams, Detroit. 


not an unimpressive figure. But| in advertising of only 100%, dur-| gan to record the advertising ac-| These are still basic, and in fact 
today this company, like most/ ing a period when sales have in-/| tivities of this industrial giant, its| the business paper list has been 
others which have made progress| creased 300%. standard advertising program con-| expanded to the point where over 
in serving the expanding needs; Another interesting angle in this| sisted of business and industrial| 200 media in the industrial field 
of industry, which itself has been’ situation is that when I first be-! papers, direct mail and catalogs,| are being used. And its catalog, a 


Craftint’s New “66” —It’s extra water 
proof, too. 


FREE Write today 
‘our letterhead MANUFACTURING CO. 


THE CRAFTINT 


on 
for foit sized sam- 1227 E, 152nd Street 
ple bottle. Cleveland, Ohio 


You who know that 1951’s advertising appropriations must 


do a selling job, are looking for publications that assure your 
copy proved coverage ... readership ... and ACTION! 


In the building materials industry, BUILDING SUPPLY 


NEws—with its 25,500 distribution—is that publication. 


Buying Power: BSN’s selective circulation coverage of 
individual dealer establishments (97%) means that 97 out 
of every 100 BSN readers is the owner—the man with the 
authority to BUY and the responsibility of seeing that your 


product is SOLD. 


SupPLY NEws.”’ 


Editorial Power: It’s the editorial guts of BSN that 
attracts and holds readers—that means more pulling power 
for your copy. BSN’s is the kind of editorial power that 
prompted a building material wholesaler to urge his supplier 
to advertise in BSN because, he says, “I have never found 
a magazine more helpful to the dealer than BUILDING 


BUILDING SuPPLY NEws is the magazine that makes 
things happen in the building industry. Selected to help you 
do your advertising and selling job, BSN can make things 
“happen good” for you. 


BUILDING SUPPLY NEWS 


Independent surveys reveal that BSN reaches 
more worth-while building material dealers 
than any other publication in the building field. 


Unbiased readership surveys prove that BSN 
is read more consistently, more thoroughly — 
and by a higher percentage of dealers queried 
—than any other publication in its field. 


Yet a full schedule of advertising in BSN 


No. 2 publication. 


5 South Wabash Ave., Chicago 3, Illinois 


costs less than a half-schedule in the industry’s 


BSN rates will be increased effectipe January 1, 
1951. On contracts signed in 1950, advertisers will 
be protected through 1951. To obtain similar pro- 
tection new advertisers’ schedules must start in 
first quarter. 


Support regular advertis- 
ing and sales efforts with 
@ catalog unit in BSN 
Dealers’ Directory issue, 
published annually in Feb- 
ruary. Reservation dead- 
line January 2nd. 


huge operation in itself, still ab- 
sorbs half a million dollars per 
edition, spread over the several 
years which represent the life of 
an important book of this charac- 
ter. 


= But the company has greatly 
increased the scope and variety 
of its advertising. It is now pub- 
lishing two house magazines which 
have circulations of around 150,- 
000 copies; it is getting seriously 
into the field of motion picture 
production, and it is giving even 
more attention than heretofore to 
its exhibits at industrial shows, 
where it has always been well 
represented. In addition, it is now 
operating a public relations de- 
partment, and making sure that 
the technical contributions of its 
big staff of able engineers are 
properly recorded in the engineer- 
ing publications. 

During the past 25 years this 
company has greatly broadened 
its distribution line, so that in- 
stead of selling almost entirely 
through its own sales engineers, 
it is now using distributors in half 
a dozen different fields to stock, 
sell and service its products. In 
short, its expansion and develop- 
ment have kept pace with the 
rapid expansion of industry itself 
and with the improved facilities 
now available for both sales and 
promotion. 

Formerly the advertising de- 
partment of this company operated 
with a modest staff of a dozen 
people or so; today it has 40 in the 
advertising department, in addi- 
tion to those who are concerned 
exclusively with public relations. 

Industrial advertising is big— 
and getting bigger all the time. 


Forms New Audit Committee 


Audit Bureau of Circulations, 
Chicago, has formed a board of di- 
rector’s policy committee to con- 
duct a continuous survey of the 
bureau’s operations from an over- 
all policy standpoint. William A. 
Hart, advertising director of E. I. 
du Pont de Nemours & Co., and 
lst vice-chairman of the ABC 
board, has been named chairman, 
with other members to be ap- 
pointed. 


McNeill Names Bergsten V. P. 


Ralph A. Bergsten, formerly 
secretary of Reliance Advertising 
Co., Chicago, has been named vice- 
president and general manager of 
Don McNeill Enterprises Inc., Chi- 
cago. Offices of the company will 
move from the Merchandise Marit 
to the Civic Opera Bldg. Dec. 1. 


To Kaufman & Associates 


Pure Frozen Lemon Juice Corp. 
of America, Chicago, has appoint- 
ed Kaufman & Associates, Chicago, 
to direct advertising for its Nilcar 
frozen lemon juice. Newspapers, 
television and radio will be used 
in Chicago and Detroit, with future 
plans calling for market coverage 
throughout the Midwest and East. 
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TW LUVERTISE 


Let our Industry Census Bureau 
provide you a very forceful reason 


The first dimension in circulation is the 
number of copies delivered. 


The all important “next dimension” is 
the rating of readers according to their 
importance as buyers of your products and 
services. The Journal’s specially trained 
rom po rane a yer v staff now builds and maintains this infor- 
rsonai Calis in rieias an ants, we Wi ° M ° ° 

be Sect ae se mation, for our circulation guidance, by 

a continuing program of personal calls in 


influence in selection and purchase of . ‘ “ 
voce oiguipeniina ioieantian bdliabibiels fields and plants. Only in this way can the 


geographically and by job function. For “next dimension” be added to any publi- 
example, say this figure amounted to a cation’s circulation. 
ee _ ‘The LAST DIMENSION in circulation is, 


of course, what happens to the copy when 
it is delivered to the RIGHT PEOPLE. Is 
it read? | 


We are prepared to show you unquestion- 
ssihiane ious eae eas ae able proof of the extent of readership we 
regularly. For example, say this figure have among right people (your customers 
amounted to atotalof . . . 1,060 and prospects). If you care to recheck 
these results yourself, we will pay the cost 
of doing so! 


You fill in the number of people in the 


MAIN OFFICE 
211 SOUTH CHEYENNE 


WHY IT PAYS TO ADVERTISE. Because, TULSA 1, OKLAHOMA 
without advertising, influential buying 
factors who would not otherwise have 
your sales messages would total . 49,362 


NEW YORK, CHICAGO, TULSA, PITTSBURGH, HOUSTON, LOS ANGELES, ENGLAND fA) 


ks - . 
*y ! 
Be | ; 
- | | 
4 . 
for ape 
g0- | 4 
fact ; 
2een 
over 
field & * 
ig, a + 
ab- 
per ee 
eral j 2 a 
Joe ests 
rac- ee 
hs oe 
| a 
atly eae 
‘iety clei: 
yub- ae 
hich ei 
_ - oii 
usly ; : 
ture ; 
ven 
e to - 
ws Ss 
well : Lee 
now Se 
de- i 
that : ine aes 
ite o. 
sail ; ee 
this ae 
~. a 
7 oe 
rely , BE cia cy 
ers, * 
nalf , : ae 
ck, ae 
In : 
op- 
the 
self . 
ties if 
and f : 
| a 
de- 
ited | 
zen 
the 
|di- 
ned | “ 
ns. 
- 4% . | 
ns, 
di- 
on- 
the | % — 
er- 
A. j 
= * ; 
ind 
BC 
an, 
ap- 
. re Ap [ = 
rly 7c ra ' Ub 
ing ry es 
ce- “4 < oF £ ‘ we 
of . 
hi- : Ay 
vill J f j , 9 © ‘t e | 
art “Ip t ] \; “ _) 
« é ° 
| EZ SS TRIN 
| a ae ry = ’ 
rp. ; bio \ oy “tet oat = 
g0, i f WY PO) <2 RR eed 
tar = a Me. i F\ aa ee ia) 
rs, . 4 , “¥ ; * —_ ERS ‘S , ‘A , _ 
sed 4 = 2s a . Se XUAN 
ase saatiag re BR vane Ka / = % <& 
ge — Me. : 
t. ‘ . Ppp hs 


24 


Company Presidents Tend to Spend Entire 
Career with One or Two Firms, Survey Shows 


New York, Nov. 8—Adding to 
its data previously published on 
presidents of corporations, the 
American Institute of Management 
reveals that 36% of the presidents 
in 159 companies studied spent 
their entire working lives with 
just one company. 

Almost 20% of the presidents 
worked for no more than two com- 
panies, and 17% for no more than 
three companies. Only 8% worked 
for more than eight companies. A 
notable fact developed by the sur- 
vey was that one-fourth of all the 
presidents who worked for more 
than one company stayed within 
the same industry throughout their 
careers. 

This means, the Institute point- 
ed out, that a total of 84 out of 
159, or over 50%, of the presidents 
studied either stayed with one 
company, or worked in the same 


EDITED FOR THE SOUTH 
AND ONLY THE SOUTH... 


TAKING YOUR 
ADVERTISING MESSAGE TO 


900,000 


above-average 
Southern homes 


‘J —the 
South’s best-loved maga- 
zine, now the South's 
best-looking magazine 
with a new plate size of 
7” x 10-3/16” — new for- 
mat — new type faces — 
new, top-quality paper 
stock — new, far better 
color reproduction — 
new editorial zest! 


USE ‘4 1O 
SELL THE SOUTH... 
BECAUSE THE SOUTH 
IS SOLD ON... 
HOLLAND'S! 


Simpson-Reilly, Ltd., on the West Coast 


industry all the way to the top. 
The study indicates that the fewer 
companies a man works for, the 
more likely he is to become presi- 
dent. 


ws “The one president who worked 
for 13 different companies accum- 
ulated a broad business back- 
ground,” the _ Institute noted, 


“ranging through oil, railroad, 
communications and heavy manu- 
facturing industries, but he sacri- 
ficed time for this varied exper- 
ience. It took this man 42 years 
to reach the presidency, whereas 
his contemporaries in the group 
studied averaged 28 years. Of the 
presidents who worked for a single 
company, the average number of 
years it took them to attain this 
position was 26 years. 

“The average age at which these 
159 presidents started work was 


214%. One conspicuous exception to 
this pattern, however, started work 
at the age of 13 in the shipping de- 
partment of his company and rose 
to the presidency at the age of 
54.” 

The study also showed that 65% 
of the 159 reached the presidency 
between their 40th and 50th birth- 
days. The 159 company presidents 
were married at the average age 
of 27. The national male average 
for marriage last year was 21%. 

The evidence developed shows 


Advertising Age, November 13, 1956 


that engineers and lawyers have a 
much better chance to become 
presidents than those who enter 
occupations such as teaching and 
newspaper work. 


Names Dorrance-Waddell 
Dorrance-Waddell Inc., New 
York, has been named by Reed 
Products Co., St. Louis, manufac- 
turing chemist, to direct the ad- 
vertising of Corbex tablets for 
arthritis and rheumatism. Test 
campaigns using newspaper space 
and spot radio are being planned, 


THE FACTS PROVE that Los Angeles is a massive market! 


view of a portion of the downtown area shows but a very small segment 


This aerial 


of the most important part of the big Los Angeles market... .the pop- 


ulation-packed ABC City Zone! Within this highly concentrated area 


resides 58.6 percent of the Metropolitan Area’s total 4,411,270 popula- 


tion. It is within this area that the BIG Los Angeles Evening Heral 


and Express concentrates more than two-thirds of its total circulation 


Angeles newspaper! 


to bring you almost 35,000 more circulation daily than any other Lo 


Use it and reap rich advertising rewards! 


— 


| ee 
= Adve 
: Ham 
Mag 
Y Ha 
a Pa., ' 
- “To J 
a speci: 
begin 
a in fot 
eae in fo 
a ep 
: Post. 
oe Amer 
i i 2 Be eee ee eee ae a eae ee eee eee ee Esqui 
| 
i.  — 
a | a ? ~ % me - 
| es ey 
a 7 ‘ 
aa) . 
. e 
_ 
eG 
— —e  ——_______ 
alee - 
= _ THE SOUTH’S 
2 ky 
aa HOME MAGAZINE 
ie | 
oT / 
ue a 
hh es , 
es 
oe 4 ' j= =n 
a ‘— hae 
“ > ne rey 
= f 2) 
i Se 
bi b al ae 
: ce 
— 
ie 2. re 
- . he ee 
' © 
ee 2 |=. et 
aoe 
= olan 1 | TU hee: 
CS THE MAGAZINE OF THE SOUTH 
i DALLAS, TEXAS PO 
_ Offices in Chicoge, New York, Atlonte, Nashville 


nent 


area 


ral 


Lo 


— 


Advertising Age, November 13, 1950 


Hamilton Watch Sets TV, 
Magazine Christmas Drive 


Hamilton Watch Co., Lancaster, 
Pa., will use its “To Peggy” and) 
“To Jim” ads again this year in a 
special Christmas campaign which 
begins late this month. The com- 
pany will run two single-page ads 
in four colors in Christian Science 
Monitor Magazine Section, Col- 
lier’s, Country Gentleman, Life, 
Look and The Saturday Evening 
Post. Single-page ads will run in 
American Magazine, Cosmopolitan, 


Esquire, Holiday, National Geo- 


graphic, Pathfinder, Redbook and 
Time 


Also scheduled are five-minute 
story-type film adaptations of the 
ads, which TV audiences in 53 
markets will see three times week- 
ly for four weeks beginning Nov. 
27. Batten, Barton, Durstine & Os- 
born is handling the account. 


WCCC Promotes Byrnes 

Sydney Byrnes, formerly pro- 
gram director of Station WCCC, 
Hartford, Conn., has been pro- 
moted to station manager. 


GE Sets Big Test, 
Regional Drives for . 
Electric Blankets 


PHILADELPHIA, Nov. 8—General 
Electric Co. and two regional dis- 
tributors of GE electric blankets 
have launched both a new type of 
test campaign and what reportedly 
is the largest single regional cam- 
paign ever attempted in the coun- 
try for electric blankets. 


The drive, which started Oct. 
28 and will run for 5 weeks, is 
expected to cost in excess of $25,- 
000. Participating here are Gen- 
eral Electric Supply Corp. and 
Everybody’s Supply Co. 


a The two distributors and the 
manufacturer are sponsoring tele- 
casts of the University of Pennsyl- 
vania’s home football games over 
WCAU-TV. In addition, they have 
contracted for 21 spot announce- 
ments each week to spotlight the 
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Saturday programs in advance. 

Both live and film commercials 
are used during the telecasts. To 
merchandise the telecasts, which 
will last through the season and 
probably beyond, special mailings 
have been sent to 4,000 dealer ac- 
counts in this region. 

Adrian Bauer Co., Philadelphia, 
is the agency. 


Promotes Jones to V. P. 


Stuart M. Jones has been named 
by New York Wire Cloth Co., New 
York and York, Pa., as vice-presi- 
dent in charge of sales for Durall 
aluminum tension screens, Aldura 
aluminum screening, Liberty 
bronze screening and Opal galva- 
nized screening. He succeeds Wil- 
son F. Barnes, who retired June 
30. Mr. Jones joined the company 
in 1940 and was made general 
sales manager in 1946. 


Fairbanks Ups Lawrence. 


Robert Lawrence, New York 
studio manager of Jerry Fairbanks 
Productions, Hollywood, has been 
yppointed a vice-president and 
head of all eastern productions. 


FREE BOOKLET 
“Dictate with a big 
YOU", Write today 
—wuse business letter- 
bead, please. 


e. 

¥. 
7 
. 


Put the “Other Fellow” 
into Your Letters on 


cy” FF 


WATERMARKED 


"i 
Fox River 


COTTON-FIBER BOND. ONION SKIN, LEOGER 


“To sell John Smith what John Smith 
buys, you must see John Smith through 
John Smith's eyes.” 

You keep your “business eyesight” 
trained to produce words of tremendous 
selling power . . . make sure your words 
have every chance to work for you. Let 
your letters speak from the clear, white 
surface of cotton-fiber paper by Fox River. 

In relation to the total expense of 
a letter, Fox River's finest grade — 100% 
cotton-fiber — adds little extra in cost, pro- 
duces much in appearance. Prove it with 
your printer... ask him for a quotation 
today. FOX RIVER PAPER CorRP., 1124 
S. Appleton St., Appleton, Wis. 
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Cincinnati Teachers 
Tour Trailmobile, 
Other Local Plants 


CINCINNATI, Nov. 8—Some 1,600 
educators from the schools of Cin- 
cinnati and Hamilton County, 
Ohio, recently observed the city’s 
first annual “Business-Industry- 
Education Day” by visiting and 
studying the operations of several 
local industrial plants. 

One of the plants visited was 
that of the Trailmobile Co., where 
educators watched the construc- 


tion and assembly of trailer bodies 


and attended panel discussions in 
which heads of the company’s var- 
ious divisions participated and 
answered questions concerning the 
company’s operations. 

The program was arranged by 
the Cincinnati Chamber of Com- 
merce and one of the groups at- 
tending consisted of 14 Japanese 
mayors and city officials now on 
an extended tour of the U. S. 


Newman Joins Gardner Agency 


Eugene C. Newman, formerly in 
the copy department of Cunning- 
ham & Walsh, has joined Gardner 
Advertising Co., St. Louis, as copy 
supervisor. 
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Geographic, Economic and City-Size Status 
of TV Set Owners Shown in Study of Families 


Cuicaco, Nov. 10—Almost 18% 
of American families now have 
television sets, according to Sam- 
uel G. Barton, president of Indus- 
trial Surveys Co. The figure was 
developed as a result of a study 
of the company’s National Con- 
sumer Panel of some 4,500 fam- 
ilies. 

Distribution of the sets is con- 
centrated, naturally, in the areas 
where television service is oldest. 
More than half of all TV sets 
(55.3%) are in the northeastern 
states, and another quarter 
(26.5%) are in the north central 
states. That means that one of 
every three northeastern families 
has a set, and one of every seven 
north central families has one. 


ws Nearly three quarters of all sets 
(72.9%) are owned by families 
living in cities of 500,000 or more, 
and in these cities 40.2% of all 
families have a TV set. 


Poorer families, those with rela- 
tively less education, and those 
with numerous children, have been 
an excellent market for TV sets, 
the Industrial Surveys figures 
show. More than 11 in every hun- 
dred families in the lowest quarter 
of the nation’s economic strata 
have sets, while in the top quarter 
the figure is 24 out of each hun- 
dred. Also, 16% of families whose 
principal provider has no more 
than a grade school education own 
a set, whereas the figure for col- 
lege graduates is only 17%. 

Craftsmen and skilled laborers, 
as a group, own a higher percent- 
age of TV sets than any other oc- 
cupational group. Clerical, sales 
and service personnel, and profes- 
sional people and executives, come 
next, in proportion to their total 
numbers. 

Among families having four or 
five members, almost one-quarter 
have sets. On the other hand, only 
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TV Set Ownership» 


Percentage Percentage 


Among of Each 
~ — Division Owning 
Families TV Sets 
U. S. Total 17.9% 
REGIONS 
Northeast 55.3% 34.9 
South 4.9 43 
North Central 26.5 15.4 
Mountain and Southwest 18 3.3 
Pacific 1L5 19.0 
CITY SIZE 
Farm 3.1 3.4 
Under 10,000 8.1 5.2 
10,000-100,000 6.4 8.8 
100,000-500,000 9.5 16.5 
000 & over 72.9 40.2 
ECONOMIC CiASS (Quartiles) 
A 24.0 
B 19.4 
c 18.0 
D 1L5 
EDUCATION (Family Head) 
Grade School + 158 
High School 22.3 
College 16.6 
OCCUPATION (Family Head) 
Professional & Executive 21.4 
Clerical, Sales & Service 21.6 
Craftsmen & Skilled Laborers 24.5 
Laborers & Operators 18.6 
Farmers 2.9 
Unclassified 7.8 
SIZE OF FAMILY 
1 & 2 members 11.5 
3 members 18.1 
4 & 5 members 22.1 
over 19.1 


about a tenth of one- and two- 
member families own sets. 


ws Mr. Barton explained that while 
his company’s projection of figures 
shows 7,213,700 families owing TV 
sets, as against industry estimates 
of 7,400,000 sets in use, that the 
Industrial Surveys figures relate 
only to homes, and take no ac- 
count of sets in public places or 
other installations. 

Industrial Surveys Co. is also 
preparing reports showing the vol- 
ume of product and brand pur- 
chases by those families continu- 
ously exposed to television, as 
compared with purchases by non- 
TV-owning families, Mr. Barton 
said. 


Marsteller Leaves Rockwell 
to Form New Organization 


William A. Marsteller has re- 
signed, effective Jan. 1, as vice- 
president of Rockwell Mfg. Co., 
Pittsburgh, and as vice-president 
and director of Edward Valves 
Inc., East Chi- 
cago, Ind., to 
establish the 
Marsteller Co., 
consultant in 
marketing and 
advertising. The 
new company 
will be located 
at 612 N. Mich- 
igan Ave., Chi- 
cago, after the 
first of the 
year. 

Mr. Marstel- 
ler has been re- 
sponsible for 
advertising, market research and 
sales promotion for Rockwell Mfg. 
Co. and its 14 divisions. Recently 
in an executive advisory capacity 
with Edward Valves, he was for- 
merly in charge of sales, adver- 
tising and employe relations for 
this company. 

He is past president of both the 
National Industrial Advertisers 
Assn. and the Chicago Industrial 
Advertisers Assn. 


W. A. Marsteller 


NBC Promotes Henry Cassidy 
Henry C. Cassidy, director of 
European news for National 
Broadcasting Co., has been named 
director of NBC’s radio news and 
special events department. He suc- 
ceeds William F. Brooks, who has 
been appointed vice-president in 
charge of public relations. 


KGER Opens New Studios 

KGER has opened new studios 
and offices at 3745 Atlantic Ave., 
Long Beach, Cal. The move was 
made from 435 Pine Ave., where 
the station had been since its 
opening in 1926. 


Stolz to Bozell & Jacobs 

Don Stolz, formerly producer 
and director of Old Log Theater, 
Minneapolis, has joined Bozell & 
Jacobs, Minneapolis, as television 
production supervisor. 
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Hew is the corte 
that Mothwr bought, 
wen tough, the rest of the family 

prefoueed another brand. 


¢ 


aa * 
<5 455 oF 


/ * 
Thats night —n0 cof Poo Cunless it’s still sitting on the grocer’s shelf)! 


Because even though Mother shops for the groceries, she knows that buying is a family affair 


in her home and most American homes. 


The way to get your brand of coffee out of the store and into the pantry 
is to sell everybody in the family through the magazine the whole family 


ai reads and trusts — THE AMERICAN MacazZINeE. 

ats. 

nt y 

For here’s the best-liked magazine among both men and women in more than 

er 8 8 

J - 

for 2,500,000 prosperous American homes. Among these families, 
= Tue American Macazinz is more than just another periodical; it is a 


thoroughly-trusted, well-loved friend of the family! 


“ Proof? More than 85% of the men, the women, the young folks in these homes each spend 
— an average of 5 hours and 24 minutes reading THe AMertcaNn Macazin™ every 
h 
“in month! They read it... they believe it .. . they act upon what they read! 
dios | = THE , Advertisers with good things to sell 
rere merican can sell the whole family as a family through 
its 
MAGAZINE the pages of THe American Macazine. 
icer 
iter, 
1 & 


sion THE CROWELL-COLLIER PUBLISHING COMPANY, 640 FIFTH AVENUE, NEW YORK I9, N. Y. PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S AND WOMAN'S HOME COMPANION 
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Keep on Selling No Matter What 
Happens, Sales Executives Told 


MINNEAPOLIS, Nov. 7—More than 
500 sales and advertising man- 
agers attending the annual Upper 
Midwest Sales Conference here 
last week were urged to determine 
immediately what advertising al- 
lowance their companies will be 
permitted by the government when 
they convert to military produc- 
tion. 

The recommendation was made 
by Frederick B. Heitkamp, execu- 
tive vice-president of ATF Inc., 
Elizabeth, N. J., who gave the key- 
note address at the one-day meet- 
ing. 

Stressing the need for long- 
range planning to meet uncertain- 
ties in a period of transition from 
partial to full mobilization, Mr. 
Heitkamp declared that most com- 
panies will find it imperative to 
continue aggressive advertising 
when they have few or no units 
to sell. 


s “Find out now from your com- 
pany’s legal and tax consultants 
what portion of your company’s 
income may be allocated for ad- 
vertising and plan to use it most 
advantageously to protect your 
long-term investment in your prod- 
ucts,” he said. 

Forecasting severe fluctuations 
in the supply and demand for 
civilian products before the full 
impact of mobilization is felt, he 
suggested that the alert sales and 
advertising manager “must be pre- 
pared to jump any number of ways 
and add a certain amount of guess- 
work to his usual good judgment, 
experience and facts in planning 

_ ahead.” 
Mr. Heitkamp predicted a “sell- 


PICTURE 
YOUR PRobucr 


“7 ts 


SETI 


Women everywhere will be delighted to 
get your product in this colorful, handy, 
plastic drawstring bag. It’s new. It’s 
different. And it offers unlimited re- 
use value. 

Durably fashioned from vinylite or 

lyethylene, these neat bags are per- 
ect for packaging toilet soaps, bath 
salts, cosmetics, etc. Available in a 
variety of colors with contrasting draw- 
string. Size illustrated is 9” x 10’. Can 
be furnished to your requirements. 


Write for sample and prices. 


The SILLCOCKS-MILLER Company 
Pioneers in Plastic Fabrication 
oo Since 1910 
1) WEST PARKER AVENUE 
MAPLEWOOD. NEW JERSEY 


er’s market” by February, 1951, 
and said the defense effort will 
“jolt people” once the elections 
have been held. 


= However, Arthur Hood, editor 
of American Lumberman, Chicago, 
and chairman of the board of Na- 
tional Sales Executives, differed 
in predicting a buyer’s market by 
midwinter or spring, with sales 
dropping 20 to 30% unless sales- 
men do a better job. Mr. Hood 
said credit curbs and increased 
taxes would do most to shift the 


market in favor of the consumer. 

“Business follows the home 
building cycle. Government is cut- 
ting home building 45% and bus- 
iness will suffer,” he said. 

The only solution is for sales 
organizations to turn on the sales 
power full force, he said. “Crea- 
tive selling is neither inflationary 
nor deflationary. It keeps the 
economy strong enough to utilize 
the total manpower, and this is 
vital to any defense program.” 


@ Henry Flarsheim, Ruthrauff & 
Ryan, Chicago, urged sales man- 
agers to “sell” advertising to sales 
people. He told how a rug account 
of his agency successfully stepped 
up its rug sales—and sales of com- 
petitors, too—by sending samples 
of washable rugs to department 


store sales clerks at their home 
addresses, with the suggestion that 
they test their washability them- 
selves. 

He urged advertising managers 
to get away from advertising 
“campaigns.” He said good adver- 
tising consists of a well-planned 
consistent “program,” one in which 
the sales message is repeated and 
repeated. He told the conference 
to “sell your products in terms of 
human wants, not needs alone.” 


s F. W. Mansfield, director of sales 
research of Sylvania Products Inc., 
New York, asserted that “an in- 
dependent research department in 
search of facts does a better job 
of getting those facts than the sales 
department.” 

Mr. Mansfield told the group 
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that brand loyalty is pretty much 
a figment, at least as far as the ra- 
dio set business is concerned. He 
asserted that research shows 85% 
of set owners do not replace their 
sets with the same brand, and that 
in three and four-radio homes, 
there is a reasonable likelihood 
that each set will be a different 
make. 


Caterpillar Promotes McCoy 

William E. McCoy has been ap- 
pointed assistant sales manager of 
the central division of Caterpillar 
Tractor Co., Peoria, Ill. He sue. 
ceeds Herman Eberling, who re- 
cently went on active duty as a 
captain in the U. S. Corps of Engi- 
neers. Mr. McCoy has been a dis- 
trict representative of Caterpillar 
in the eastern division since the 
war. 


Every decade or so we have to pose the familiar question: 


What is a MALZAZINE 


ITTLE GIRLS are made of sugar 
and spice and all things nice. 


Little boys are made of sticks and stones 
and puppy-dog bones. 


What 1s a magazine made of ? 


Pulpwood? Copper and zinc and acid? 
Printers’ ink? Coal and oil and steam and 
electricity? 

The paper mills grind down trees, the rail- 
roads haul big rolls of paper, the engravers 
etch copper and zinc plates, the printers stick 
type and pour metal and mix ink and turn 
presses. 


Is a magazine then merely the result of a 


shrewdly timed use of all these dead materials? 


No. Magazines are made of ideas. Ideas 


are what magazines are made of. 


Otherwise any issue of any magazine would 
total only a lopsided junk-pile in the back lot. 


* * * 


ai YEARS AGO a small 
group of not-overfed young people brought 


a collection of ideas into a plain room. 


(The accouchement-parlor of any vital maga- 
zine has never been hung with Hollywood 


chintzes. ) 


They were the editors of The New Yorker. 
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TV Research Shows Newspapers Still Make 
Most Buyer Impressions in Los Angeles 


Los ANGELES, Nov. 8—News- 
papers still lead television in 
reaching Los Angeles area televi- 
sion set owners with department 
store advertising, according to a 
pilot study conducted by Tele-Que, 
television research organization, 
to measure the effect of depart- 
ment store advertising in televi- 
sion homes. 

Personal interviews were made 
in 409 television homes during the 
period July 27-31, 1950. The ran- 
dom area sampling method was 
used in selecting respondents. 

Newspaper recall of department 
store advertising amounted to 
45.8% of media responses, and TV 


recall amounted to 38.8%, the 
study showed. Magazine, outdoor 
and radio advertising had a low 
recall, which was explained as be- 
ing due to the smaller percentage 
of department store advertising in 
these media. 


s To the question, “Within the 
past two weeks have you seen or 
heard an advertisement for any 
of these department stores?” (eight 
were named) 83.6% gave 1,054 
store responses, for an average of 
3.1 stores per respondent or family. 

Asked “Have you visited any of 
these department stores within the 
past two weeks?” 38.4% said yes, 


56.5% said no, 5.1% said “don’t 
know.” In the breakdown of 
answers to this question it was 
found that 50.7% of all department 
store visits made during the two 
weeks covered were credited to 
Sears. However, dividing the num- 
ber of visits by the number of 
stores, Sears ranked third to The 
May Co. and Bullock’s in visits 
per store. . 


a In its conclusions, Tele-Que 
says: “The individual store must 
strive to be distinctive and unique 
with its television advertising in 
order to set it apart from its com- 
petitors, increase its advertising 
‘recall’ and contribute to televi- 
sion’s sales effectiveness. 

“The consistency with which 
each store uses television adver- 


tising should be gauged by the 
number of competing stores also 
using television. If department 
store sales due to television ad- 
vertising follow the pattern set by 
sales of other products, it seems 
likely that most of the large de- 
partment stores will be using tele- 
vision before January, 1951.” 


‘Gazette’ Names Maida Adams 


Mrs. Maida Adams, formerly in 
charge of sales promotion of Wix 
Accessories Corp., Gastonia, N. C., 
has been appointed assistant ad- 
vertising director of the Gastonia 
Gazette. 


‘Everywoman’s’ to Coleman 


W. F. Coleman Co. has been 
named Pacific Coast representative 
of Everywoman’s, New York. 


They had some interesting new ideas. 


Ideas like these: 3 

The valiant intention to report the most com- 
plex city in the world with simplicity and re- 
freshing candor. 


To mirror and appraise the group behavior 
of lively people, most of whom don’t \know one 
another; but all of whom have the sort of minds 
that think free, and the sort of easy amiability 
and cash energy to make them subtle but self- 


assured leaders. 


To act as a suave philosopher for such people, 
offering them the stimulation of wit. 


Ideas. Ideas you couldn’t get a nickel for 
from any banker. Fool ideas. Vague, frail, 
charged with hope-bubbles. 


They went to work. Since then they have 
attracted a readership of as compact a group 
of mentally-awake people as can be found in 
America —awake to what is new, keen to 
pick from it what is good, tenacious in loyalty 
to what is old and good. Jdeas are what make 


magazine readers. 


What are advertisements made of ? 


To make advertisements, you have to use the 
same materials that are used to make maga- 
zines. Advertisements, too, are confections of 
coal, and oil, wood and fire, and acid and 
steel and copper and zinc. Only so much junk 
for the back lot—until they are touched alive 
by ideas. Ideas are what advertisements are 
made of. 


During the past 25 years The New Yorker, 
with no peculiar salesmanship, has attracted 


to its pages the greatest number of adver- 
tisers of all the magazines printed in America. 
Since 1925 these advertisers have used more 
than 63,000 pages in The New Yorker. 


What is more, these advertisements are 
exceptionally full of sdeas. 


As compact a group of mentally-awake 
makers of uncommonly good things as can 
be found in a fairly smart nation, these ad- 
vertisers. They have been alert to provide 
what is new, keen to know whether it is 
good (and therefore salable), and tenacious 
in their belief that some people still buy un- 
commonly good things — especially if they 


are uncommonly well advertised. 


Ideas are what advertisements in The New 


Yorker are made of. 


* * * 


Lie ideas of the editorial people could 
not have succeeded without the ideas of the 


advertisers. 


The ideas in the advertisements couldn’t 
have prospered without inspiration from the 
ideas of the foolhardy editors. 


So together they got results. Jdeas are what 


results are made of. 


THE 


NEW YORKER 


25 WEST 43rd STREET, NEW YORK 18, N.Y. 


SELLS IDEAS TO PEOPLE 
OTHER PEOPLE FOLLOW 


. 29 
Publishes ‘Neurology’ 


Lancet Publications Inc., Minn- 
eapolis, publisher of Geriatrics, 
Journal-Lancet and Modern Medi- 
cine, will publish a new medical 
journal, Neurology, under the edi- 
torial guidance of the American 
Academy of Neurology. The bi- 
monthly journal, first issue of 
which will be out in January, will 
be devoted exclusively to clinical 
neurology. 


Industrial Editors to Meet 


The American Assn. of Indus- 
trial Editors will hold its annual 
convention March 29 and 30, 1951, 
at the Benjamin Franklin Hotel, 
Philadelphia. The theme of the 
convention will be keynoted by 
Melvin Whiteleather, newspaper 
columnist, in a speech entitled 
“For Better Understanding Be- 
tween Employers and Employes.” 


Norman Hall to Erwin, Wasey 

Norman Hall, formerly assistant 
manager and public relations di- 
rector of the Oklahoma City Safety 
Council, has been named account 
executive of Erwin, Wasey & Co., 
Oklahoma City. 


Best Buy in ; 
— SOUTHERN © 


NEW ENGLAND 
~WTIC) 


FAMILIES 
in the WTIC 
BMB* Area 
spend each year 
$124,049,000** 
in Furniture, 
Household and 
Radio Stores 
This is part of total 
Annual retail sales of 


$2,317,525,000!+* 


SUGGESTION—For complete 
WTIC-BMB Study call 
Weed & Co. 


PAUL W. MORENCY 
Vice President—General Manager 


WALTER JOHNSON 
Assistant General Mgr.—Sales Mgr. 
WTIC’s 50,000 WATTS 


Represented nationally by 
WEED & COMPANY 


*BMB Study No. 2, 1949 
**Copyright Sales Management 
Survey of Buying Power, May 10th, 1950 
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Ford Tractor Dealers Sponsor Community 
Programs Promoting Agriculture; Show Film 


Detroit, Nov. 8—From now un-, agriculture. Highlight of each pro- 
til March, 1951, approximately 2,-| gram will be the showing of a 
800 Ford tractor dealers across the| new 40-minute Technicolor mo- 
country will sponsor community | tion picture entitled “Waves of 
programs promoting American| Green.” 


INDUSTRY ‘ 


. Covers an industry where a brilliant record 
in developing new products through research 
has brought an increasing alertness and need 
for‘new materials, packages and equipment 


Also Publishers of Beauty Fashion 


The community programs will 
stress the agricultural progress 
made in each dealer’s community 
through the combined efforts of 
farmers, county agents, conserva- 
tion leaders, etc. Co-sponsors of 
the program are Dearborn Motors 
Corp., national marketing organi- 
zation for Ford tractors, and Dear- 
born Farm Equipment, its distrib- 
uting organization. 

After two years and an expendi- 
ture of $150,000, the film was pre- 
viewed in Nashville before mem- 
bers of Congress, diplomats and 
farm and agricultural leaders. 


@ In the second phase of the pro- 
motional program, Dearborn dis- 
tributors held state previews on 
the campuses of 52 land-grant col- 
leges and universities for top offi- 
cials, at which a 16mm print of 
“Waves of Green” was presented 
to each state college president. 
While many requests have been 
received for commercial distribu- 
tion of the film, Dearborn Motors 
has decided to concentrate on 
showings by distributors and deal- 


ers, at least until the spring of 
1951. The company estimates that 
3,000,000 to 4,000,000 persons— 
mostly farmers—will have wit- 
nessed the film by that time. 

Meldrum & Fewsmith Inc., 
Cleveland, handles the Dearborn 
Motors account. 


Morse Reelects Hawley 


F. M. Hawley has been reelected 
president and general manager of 
Morse Chain Co., Detroit, division 
of Borg-Warner Corp. R. J. Howi- 
son, formerly general sales mana- 
ger, has been named vice-president 
in charge of sales. 


Sanders Named TV Director 


Lew Sanders, formerly head of 
the television department of Jones 
Frankel Co., Chicago, has been 
appointed television director of 
Albert Frank-Guenther Law, Chi- 
cago. 


Larsen Opens Larger Offices 


Larsen Television Picture Corp., 
Chicago, TV film producer, has 
moved to new and larger quarters 
at 161 W. Huron St. 


PROPHECIES 


and in years to come. 


and PROFITS 


A necessary ability of top executives is 
to see and plan further ahead. 


Based on their experience, judgment, 
and information available, Presidents and 
top executives must make prophecies that 
will produce profits tomorrow, next year, 


Planning long range business operation 
requires knowledge of business cycles, eco- 
nomics, and the significance of business 


trends. 


Because of the top executive’s need for 
this type of editorial information, advertis- 
ing in Dun’s Review has proven so effec- 


tive for 


. «+. no other executive publication de- 
votes itself so thoroughly to the factual 
treatment of the economics and facts of 
business and business conditions. 


. « - « no other publication concentrates 
such a high percentage: of its circulation 


among Presidents and other titled officers. 


. 


— 
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Now! Science Brings You Most Powerful 
Germ Kiler-Disinfectant Ever Developed 
For Use in Your Home! 
$0 SAME YouR CMD Can USE IT! 


POTENT—G. N. Coughlan Co., 
Orange, N. J., is using test pages like 
this in Wilmington for its deodorizing 


West 


germicidal agent. A. W. Lewin Co., 
Newark, is the agency. 


LeVally Employe 
Booklet Describes 


Agency Functions 


Cuicaco, Nov. 8—LeVally Inc. 
celebrated its third anniversary 
in the agency business by pub- J 
lishing “No Two Alike,” a 16-page @ 
statement of its philosophy and ¥ 
the application of that philosophy 
to practical business problems. 

The booklet, intended for Le- 
Vally employes, briefly reviews J 
the agency’s history, includes a 
sketch of the advertising agency 
business, lists major agency func- 
tions and LeVally accounts. 

Duties and responsibilities of 
contact, media, copy, art, produc- 
tion and other departments are 
described, and the heads of the 
various departments are identified. 


w The section covering media and 
research functions, for example, 
begins with the comment that “our 
media and research people are 
charged with the responsibility of 
juggling all of the various yard- 
sticks for analyzing markets, prod- 
ucts and people—then coming up 
with the solutions for each situa- 
tion... A client’s appropriation is 
like a blood bank. You just don’t 
make mistakes dispensing it.” 

The booklet also suggests that 
if employes enjoy their fellow 
workers and their working condi- 
tions, there is no harm in telling 
friends. “A little polite conversa- 
tion goes a long way toward 
dispelling the notion that an ad- 
vertising agency is a cross be- 
tween a huckster’s paradise and a 
Siberian salt mine.” 


Station KNX Appoints Three; 
Marshall Moves to KCBS 


George Stellman, formerly ac- 
count executive of Jordan Co., Los 
Angeles, has joined KNX, Los An- 
geles, and the Columbia Pacific 
Network, as an account executive. 
Bert West, manager of Columbia 
Pacific Network sales service, has * 
been named to the newly created 
post of director of sales of KNX- 
CPN. 

Robert Wood, KNX commercial 
traffic manager, will succeed Mr 
West. Joseph Marshall, accoufit 
executive of KNX, will be trans- 
ferred to KCBS, San Francisco, 
as an account executive, effective 
Nov. 27. 


Appoints H. O. Gerngross 

The New School for Social Re- 
search has appointed H. O. Gern- 
gross & Co., New York, as sole ad- 
vertising agency. Green-Brodie 
Inc. previously handled part of 
‘the account. A full-page b&w ad 
will appear in the New York Times 
Magazine, Jan. 14, in addition to 
small space in metropolitan dailies 
and radio spots. 


Joins Harrington, Righter 

Robert M. Williams, formerly 
with the Philadelphia Inquirer, has 
joined the Chicago office of Har- 
rington, Righter & Parsons as an 
account executive. 
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NEW SUBSCRIPTION ORDER FORM 


Please enter my Advertising Age subscription for 


[) 1 ¥r. at $3 ( 52 issues) ) Payment enclosed 
[] 2 Yrs. at $5 (104 issues) [) Bill me 
() 3 Yrs. at $6 (156 issues) () Bill my firm 


_TitLe 


NaME_ 
BustnEss. 


Firm. 


STREET 
Zone 


City 


But send my weekly copies to 
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THINGS ARE REALLY 
GOING UP... 
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POPULATION UP 28 % 
1940, 753,853 1950, 964,768 
U. S. Census, 1950 Preliminary 


REAL ESTATE TRANSFERS* UP 29.2% 
6 months 1949, 5,268 6 months 1950, 6,806 


NEW FAMILY ARRIVALS* UP 87.6 % 
6 months 1949, 1,414 6 months 1950, 2,653 


BANK TRANSACTIONS* UP 4.2% 
6 months 1949, $1,679,982,753 6 months 1950, $1,749,649,223 


JOB PLACEMENTS* UP 29.8 % 
- & months 1949, 3,692 6 months 1950, 4,791 


POSTAL RECEIPTS* UP 2.4% 
6 months 1949, $1,062,708 6 months 1950, $1,088,306 


BUYING INCOME UP 202% 
1939, $407,979,000 1949, $1,229,998,000 
Sales Management, May 10, 1950 


RETAIL SALES UP 235 % 
1939, $273,443,000 1949, $914,752,000 
Sales Management, May 10, 1950 


DEPARTMENT STORE SALES* UP 7% 
32 weeks 1950, compared to 32 weeks 1949 
*Spokane City only 
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The steady rise in business in Spokane and the Inland Empire continues. 
With population, buying income, and retail sales up . . . with farm income 
more than double the U. S. farm average . . . with billions in new wea 
being poured into the market through giant federal projects . . . all 
signs point to the zooming Spokane Market for advertising and sales 
success. 

It will pay you well—whatever you sell—to advertise your line to 
the prosperous residents of Spokane and the Inland Empire. The easy 
route—the direct route—is via the penetrating circulation of The Spokes- 
man-Review and Spokane Daily Chronicle. Are they on your schedule? 


CIFIC Nop 


MORNING SUNDAY 


Spokane Baily Chionitle 


” aVENING 


Combined Daily 


CIRCULATION 
Now Over 


160,000 
81.84% UN-duplicated 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY SPOKESMAN. 
REVIEW Comic Sections: Metropolitan Group. 
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Triangle Publications Issues ‘Happy Mother 
Goose’ Volume, with Cruelty Expurgated 


PHILADELPHIA, Nov. 7—‘“Happy 
Mother Goose,” a volume of the 
familiar nursery rhymes, with im; 
plications of cruelty, suffering, | 
dishonesty and general unpleasant- | 
ness expurgated, has been pub-/| 
lished by Walter H. Annenberg’s 
Triangle Publications. 

The 48-page book, in which the 
“three blind mice” become the 
“three kind mice” and Jack and 
Jill happily tumble down the hill 
without injury, now is being dis- 
tributed to news dealers and book 
stores throughout the country. 

Triangle Publications plans to 
back the “Happy Mother Goose” 
book with an extensive promotion 
program, although final details of 
the campaign still must be worked 
out. 


ws The idea for a Mother Goose 
collection which would replace 
skulduggery and unpleasantness 
with lighthearted illustrations and 
gay verse, originated with Geof- 
frey Hall, an English textile manu- 
facturer. 

Mr. Annenberg, editor and pub- 
lisher of the Philadelphia Inquirer, 
called on David Appel, Inquirer 
book editor, to Americanize the 
traditional verses, substitute hap- 
piness for misery, bring terminol- 
ogy up to date and correct passages 
containing incorrect grammar. 
William Dugan, youthful Philadel- 
phia artist, supplied the illustra- 
tions. 

Older readers will have little 
difficulty in recognizing the verses. 
For example, the new version of 
“Little Miss Muffet” finds the 
spider transformed into a rather 
pleasant creature: 


g “Little Miss Muffet sat on a tuffet, 
Eating her curds and whey; 
Along came Jack Spider, sat down be- 
side her, 
And played with Miss Muffet all day.” 
And Humpty Dumpty does not 
suffer irreparable injury: 
“Humpty Dumpty sat on a wall, 
Humpty Dumpty had a great fall; 
All the king’s horses and all the king's 
men 
Soon put Humpty together again.” 
Even though the verses have 
been changed from time to time 
since the first version appeared in 
France in 1697, the publishers feel 
that the new volume represents the 
widest break with tradition. 
Selections from “Happy Mother 
Goose” have been recorded by 


Don’t Miss the Boat 
when you seek 
Travel Coverage 


TODAY 


“Le 


is rounding out its 49th year of travel 
publication. Under new owners, newly 
staffed and in fresh new format it is 
the preferred magazine of a select 
group of seasoned travelers. 


Media Men—write for sample 
copy and advertising rates. 


TRAVEL MAGAZINE 


1270 Avenue of The Americas 
Rockefeller Center, N. Y. City 


“Kukla, Fran & Ollie,” featuring 
Burr Tillstrom, Fran Allison and 
the “Kuklapolitan” TV company, 
in an RCA-Victor “Little Nipper 
Album.” 


Zelens Joins Ewell Agency 

Robert Zelens, formerly copy- 
writer and radio-TV director for 
John W. Shaw Advertising, has 
joined the creative staff of Ewell 
& Thurber Associates, Chicago. 


Appoints Shrager Agency 

Fireside Book Club, of Grolier 
Society Inc., New York, has ap- 
pointed John Shrager Inc., New 
York, as its agency. Newspapers 
and magazines will be used. 


To Promote Washington 


Washington State Unlimited is 
the name of a new organization in 
Seattle formed to run a promotion- 
al program for Washington state. 
Leaders in the new corporation are 
Web Harrison, Dexter Engraving 
Co., Seattle; Jerry Bryant, Bryant’s 
Marina, Seattle; Carl Broome, 
Washington State Resort Owners’ 
Assn., and Hugh King, Yakima 
Fair Assn, 


Sun Oil Advances Two 

Palmer D. McKay, manager of 
the costs section of the motor prod- 
ucts department of Sun Oil Co., 
Philadelphia, has been named 
assistant advertising manager for 
motor products, succeeding the 
late Fred S. Cannan. William R. 
Crawford, assistant manager of 
costs, has been named to succeed 
Mr. McKay. 
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45,000,000 Potato 
Sacks Will Carry 
Coupons for Booklet 


Aucusta, ME., Nov. 7—Maine’s 
potato growers have hit upon a 
new advertising medium—potato 
sacks. 

Forty-five million 5, 10, 15, 25 
and 50-lb. paper potato sacks will | 
be used to publicize a new “State | 
of Maine Potato Cook Book,” 64-| 
page booklet prepared by the 
Maine Development Commission 
here. 

To distribute the book, licensed 
bag manufacturers are printing a 
coupon on the sacks offering the 
book, priced at 25¢, for 15¢. The 
growers hope to distribute several | 


million of the booklets, a com- 

pilation of 99 potato recipes. 
Brooke, Smith, French & Dor- 

rance is the commission’s agency, 


Form Packaging Group 


The Packaging Assn. of Canada 
Toronto, has been formed with F’ 
C. Hayes, of Container Statistics, 
Toronto, as managing director. The 
association intends to act as a 
medium for the interchange of 
ideas and suggestions relating to 
packaging and shipping, with spe- 
cial emphasis on problems in- 
volved in overseas shipments. 


Two Joins F&S&R 


Robert Campbell, formerly with 
Lee Donnelly Co., and Clark Rob- 
inson, formerly with McCann- 
Erickson, have joined the staff of 
Fuller & Smith & Ross, Cleveland, 


have fat inventories or lean ones. 


This is a moving point of light—caught by the camera. 
It is the business press swinging into all the complicated reaches of 
American industry... carrying information into every field... 

up and down at all levels... spreading out to every vital point of contact. 


I, ordinary times, you use the business press to help sell... and there’s no 
other way to do so much for so little. You can use it to “tell all” about your products. 
To introduce new lines. To help dealers do a better job. To talk directly to management, 
engineers, designers, researchers, distributors ... mostly with the single goal of more sales. 


But what happens when step-by-step mobilization puts a big question mark 
on your sales plans? Then your problems, multiply. And for every new problem, you 
have a new job for the business press. 


You can still sell... and more than ever. Or you can placate customers, if you’re 
plagued by shortages. You can still help your dealers do a better job... whether they 


You can still talk directly to management, engineers, designers, researchers, 
distributors ... stretch the reach of your sales and service staff...keep touch with 
every man who influences the life of your product—and its future. 


Now, as controls and scarcities again toss an all-too-familiar monkey wrench 
into the machinery of competition . . . take a fresh look at the vital crisscross of com- 
munications put into your hands by the business press. 


Line up the publications that serve the men who buy, use and sell your product 
... especially, the ABP publications that serve each field so well they’re bought-and- 
paid-for by the men who read them. Use them—to the full—to meet a dozen changing 
needs, swiftly and directly. 
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TV Auction Show 
To Bow Over KTTV 


Los ANGELES, Nov. 8—‘“Bonus 
Bids,” a new television show 
pased on auction of merchandise 
to bidders using premium “money” 
obtained from stores participating 
in the promotion, will bow Nov. 14 
over Station KTTV here. 

The promotion is set up on the 
pasis that non-competitive stores 
of all types may participate. Cus- 
tomers of the stores will receive 
TV premium money, equal to the 
legal tender they have spent, 
which may then be used in bidding 
for the merchandise shown on the 
program. 


s In addition to the bids for mer- 


chandise, which includes paid 
vacation trips, 20 mystery pack- 
ages will be auctioned at $1 each 
on every show. Merchandise avail- 
able on the next program will be 
displayed during the last few min- 
utes of the show, thus allowing 
viewers to mail in bids. Mail bids 
will be encouraged to minimize the 
possibility of phone lines being 
jammed. 

Merchandise prizes will be ob- 
tained through Adolph Wenland, 
specialist in assembling giveaways. 
Entertainment on the show will 
include music and comedy. 


WEIM Names Al Mattie 

Al Maffie has been appointed 
commercial and promotion man- 
ager of Station WEIM, Fitchburg, 
Mass. 


Joins Gladding, McBean 


Charlotte De Armond, former 
advertising manager of American 
Wine Co., has joined Gladding, 
McBean & Co., Los Angeles, pot- 
tery and china dinner ware, as 
assistant to Rus Walton, manager 
of the advertising and public re- 
lations department. 


Hartford ‘Times’ Names Two 


Joseph F. Weyland, local adver- 
tising manager of the Hartford 
Times, has been promoted to ad- 
vertising director. John R. Calla- 
han, assistant local advertising 
manager, has been named to suc- 
ceed Mr. Weyland. 


PHILADELPHIA, 
cleaning and dyeing industry has 
added itself to the list of industries 
which have taken left-handed pot- 
shots at the damage television al- 
legedly has caused. 

The latest derision came from 
Joseph Needleman, president of 
Norway Cleaners, Norwood, Pa., 
at the annual convention here of 
the Pennsylvania Assn. of Dyers 
and Cleaners. 

Mr. Needleman said television 
has hurt the industry “because 
people stay at home more and do 
not wear their best clothes as often 
as they used to.” 

He said cleaners should begin 
promoting themselves not only 
through newspapers and radio but 


Ward Agency Moves 

Taylor M. Ward Inc., Ithaca, N. 
Y., has moved its offices to 131 
E. Buffalo St. 


Five jobs for 


Keep your customers sold—If a major product is scarce, 
feature a minor one, to keep your trademark out front—your 
customers buying from you. Or sell quality, service, reputation, 
to keep your product high in demand when the tide turns. 


Keep them informed—Is there plenty? Say so. Is there 
temporary? 


scarcity? Tell why. Is short 


that can do the job as well... 
customers say to their customers? Erase confusion... sell both 


your product and your company. 


Keep them operating—Tell how to make your product last 


longer, serve better, hold out till 


how a manufacturer can keep producing, a dealer can keep selling. 
Help solve your customers’ problems and you've solved a long-range 


selling peakines of your own. 


Protect your position— Maybe improve it. You have built a 
position of strength... perhaps leadership. Don’t let it slip. Use 
friendly, informative advertising to hold the preference of old cus- 
tomers...sell new men fast... keep your distribution line-up solid. 


Build for the future—Pre-sell now what you can deliver 


later. Or introduce new services. 


demand runs high. Remember that many emergency-inspired prod- 
ucts became sales leaders—built new businesses. 


these times 


ave you a substitute 
or better? What should your 


you can make new deliveries... 


Or develop new products, while 


Five helps for your planning 


1. WARTIME GUIDE . . . revised. (How to ad- 
vertise in a mobilized economy.) 


2. COPY THAT CLICKS (Reprinted by popular 
demand.) 


3. TWENTY POINTS (Check list of factors that 
make business paper advertising effective.) 


4. WHAT YOUR DEALER WANTS TO KNOW (The 
kind of information dealers want...and how 
they use it.) 


5. BUSINESS PAPER READERSHIP (Four surveys 
from the Continuing Study of Business Pa- 
pers, by the Advertising Research Foundation. 
A woul of new information about editorial 
and advertising readership ... and how 
many readers influence purchases, or specify 
brands ...to help you evaluate the business 
press and use it effectively.) 


Of these, all are free except No. 5. Write or 
phone ABP for the free helps and ask how 
you can obtain copies of the ARF studies. 


)) THE ASSOCIATED BUSINESS PUBLICATIONS (Ii 


205 East 42nd Street, New York 17, N. Y.—Murray Hill 6-4980 


The group of ABC-audited, paid circulation business publications which has been 
cooperating since 1916 to maintain and enhance the standards of business paper publishing, 
in the interest of the reader and the advertiser as well as the publisher. 


Now Add Suit Cleaners to TV Opponents 


Nov. 8—The)| 


through television in order to get 
their messages across to this vast 
audience. 

Eugene Mapel, of Methods Engi- 
neering Council of Pittsburgh, 
warned cleaners that they must be 
wary of being misled on advertis- 
ing programs and methods. 

“When you adopt an advertising 
method make certain that simul- 
taneous with that you adopt a 
method for measuring the results,” 
he said. “Otherwise, you may be 
throwing 50% of your advertising 
dollars down the drain.” 


Savage Arms Appoints Two 

William D. Higgins has been 
promoted from sales manager of 
the Sporting Arms division of Sav- 
age Arms Corp., Chicopee Falls, N. 
Y., to assistant to the vice-presi- 
dent of that division. Joseph V. 
Falcon has been named to suc- 
ceed Mr. Higgins as sales manager. 
Mr. Falcon was formerly vice- 
president in charge of sales and 
advertising for Drybak Corp., 
Binghamton. 


¢ National advertisers for years 
have had Burgoyne pretest their 


-|sales, advertising and promotion 


programs. The dozen Burgoyne 
pretest cities give you choice to 
fit your budget and distribution. 


¢ Take the manufacturer who 
pretested a display promotion 
in Peoria and Syracuse for four 
months . . . sales increased .. . 
the program got the green light! 
Sensible foresight. 


® Use Burgoyne presearch-in- 
surance on salability of new 
products, old products in new 
markets, results of additional 
local advertising, effectiveness 
of special promotions like the 


coupon pretest described. 
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New York, Nov. 10—The na- 
tion’s business men, in their ef- 
forts to maintain sales at a high 
percentage of productive capacity, 
no longer are content to rely sole- 
ly on personal selling and adver- 
tising. They are placing more and 
more emphasis on the tools of 
sales promotion to give that added 
sales “push” they feel is neces- 


sary. 

Thus do the authors of “Sales 
Promotion”—Alfred Gross, assis- 
tant professor of marketing, and 
Dale Houghton, professor of mar- 
keting, both at New York Univer- 
sity—explain why they wrote this 
book, which “describes and ana- 
lyzes the areas and techniques of 
sales promotion.” 


ws The authors break sales pro- 
motion work down into three dis- 
tinct categories: 

1. It covers duties within a com- 
pany’s own marketing division, 


YOU CAN 
CUT 
INQUIRY 
COSTS 
IN HALF 


A feed company* ran 

a 200 line advertisement 

in 2 lowa Farm Publications 
(*name on request) 


lowa Bureau 
Farmer Pulled 


TWICE As 
Many Inquiries 


MORE THAN 


60% OF ALL 


BUREAU FARMER 
INQUIRIES 


RESULTED IN SALES 


DES MOINES, IOWA 


Book Stresses Use of Sales Promotion as 
Aid to Advertising and Personal Selling 


including those activities which 
supplement, coordinate and help 
make more effective both personal 
selling and advertising. 

2. It inchudes liaison between a 
company and its dealers for the 
purpose of stimulating sales. This 
the authors describe as “the popu- 
lar notion of sales promotion.” 

3. It provides liaison between a 


company and its consumers, by 
means of premiums, contests, sam- 
ples, and education, for the pur- 
pose of maintaining consumer sa- 
tisfaction and directly stimulating 
demand. This is the “rapidly grow- 
ing phase” of sales promotion. 
One section of the book is de- 
voted to each of these three phases 
of sales promotion work. Addi- 
tional aspects covered in still an- 
other section include: 1) the work 
of trade associations; (2) sales pro- 
motion activities abroad, and (3) 


sales promotion research. 

The volume is published by 
Ronald Press Co., New York, and 
is priced at $5. 


Restrict Advertising Space 

The Phoenix newspapers, Ari- 
zona Republic and Phoenix Ga- 
zette, are restricting their adver- 
tising space because of newsprint 
shortage. The papers have limited 
the national advertising space to 
1,000-line units or less. Liquor ads 
have been restricted to 600-line 
units or less. 
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Switt Signs Red Foley 


Swift & Co., Chicago, for its 
Jewel shortening and salad oil, has 
signed to sponsor the 15-minute 
Monday through Friday “Red Fo. 
ley Show,” 9:30-9:45 a.m.,CST 
over 48 NBC stations in the South’ 
The 52-week contract is effective 
Nov. 27. J. Walter Thompson Co, 
is the agency. 


Sumrall Joins Chain Agency 

R. L. Sumrall has joined Chain 
Advertising Inc., New York, as art 
director. ; 


thats where HOUSEHOLD 


ousehold chalks up 
76% home owners ! 


MODERN HOMES—new building far above U. S. average 


FAMILY HOMES—average 3.7 persons 


ACTIVE HOMES._93% have gardens 


HOME TOWN HOMES—382;% in towns of 25,000 or less 


ee 


... hits home families with the one thing 
they want most: home editorial ¢ Food « 
Gardens ¢ Work savers * Building and 
remodeling ¢ Child care. 

That’s HOUSEHOLD, cover to cover 
—home editorial for home families, con- 


centrated in the home towns of America! 
Learn more about the families, the 
homes, and the home equipment in this 
best of all home markets. 
Write for the brand new study, 
READERS—family style. 
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Gillette, Toni 
Plan to Share TV, 


Radio Commercials 


Cuicaco, Nov. 10—Gillette 
Safety Razor Co. and its Toni Co. 
division have inaugurated a plan 
for sharing commercials on several 
network radio and television shows. 

Basic sponsorship of the pro- 
grams by either Gillette or Toni 
remains unchanged, and the new 


commercials are scheduled only as 
spot announcements immediately 
before or after the shows. 

Under the setup, Toni home 
permanent commercials will be 
aired before Gillette boxing broad- 
casts over the American Broad- 
casting Co. radio network Friday 
nights (10-10:45 p.m., EST). Be- 
fore the National Broadcasting Co. 
telecasts of the same bouts, Toni 
will alternate its weekly spots be- 
tween Toni Creme shampoo and 
Bobbi home wave kit. 


Gillette will present its com- 


number of men as well as women, 


35 
During the World Series, Toni 


mercial before the Toni-sponsored| the new pian will enable us to home permanent commercials were 


portion of the “Arthur Godfrey and 
His Friends” television show (8- 
8:30 p.m., EST). 


= Window displays also are in- 
cluded in the cooperative program, 
with Toni display cards to be used 
in all Gillette windows, and Gil- 
lette cards in Toni locations. 
“Since many women listen to 


‘the Gillette fights, and the God- 


frey TV audience contains a large 


utilize the powerful radio and tele- 
vision media with greater ef- 
fectiveness,” Irving B. Harris, ex- 
ecutive vice-president of Toni, 
said. 

“By presenting both masculine 
and feminine products on the pro- 
grams, we are no longer ‘wasting’ 
a sizable share of each audience, 
and are doing a much more com- 
prehensive selling job for each 
company at no additional cost.” 
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HOUSEHOLD Magazine 
Capper Publications, Inc. 
Topeka, Kansas 
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carried before the Gillette-spon- 
sored broadcasts and telecasts. 
Toni Twins also have appeared on 
Gillette telecasts of the All Star 
game, the Kentucky 
Derby, and other top sports events. 

Maxon Inc., Detroit, handles the 
Gillette account, and Foote, Cone 
& Belding, Chicago, is the agency 
for Toni. 


Appoints Tom Talmadge 


Packard-Bell Co., Los Angeles, 
radio and television set manufac- 
turer, has named Tom Talmadge, 
formerly with Packard-Bell dis- 
tributors Fred Stevens and Dusty 
Rhodes, as assistant to the sales 
manager. He succeeds Bill Frost, 
who has been named a district 
manager. 


Waller Opens Own Office 

R. B. Waller, former Des Moines 
manager of National Transitads, 
New York, has opened his own of- 
fice in Des Moines as a manufac- 
turers’ representative. 


WHY DOES YOUR 
ADVERTISEMENT IN THE 
WALL STREET JOURNAL 

HAVE MORE 


1. It benefits from the close 
attention readers give to this 
publication’s useful contents. 


2. It reaches readers who con- 
trol or influence the impor- 
tant planning, production, 
distribution and buying deci- 
sions in all 48 states. 

3. It has a better opportunity 
to get the readers’ attention 
because of The Wall Street 
Journal’s compact size; all the 
day’s useful business informa- 
tion contained in The Jour- 
nal’s average16-18 page issue. 


4. It reaches the prospect for 
business products or services 
at his most convenient point- 
of-purchase . . . his office; stirs 
him to act at a time and place 
where he has the opportunity 
to do what you want him 
to do. 


And it does all these things at 
less cost per-executive-reader! 


IF YOU ADVERTISE TO BUSINESS, 
THE WALL STREET JOURNAL 
SHOULD HEAD YOUR LIST 


The Wall Street Journal 
Published at: 
44 Broad Street, New York 
911 Young Street, Dallas 
415 Bush Street, San Francisco 
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Secret Network of 40 Ad Agencies 
Working with Mayers on TV Accounts 


Los ANGELEs, Nov. 9—Operation 
of a confidential network of 40 
advertising agencies, covering all 
television markets, has been re- 
vealed by Henry Mayers of the 
Mayers Co. here. 

Objective of the cooperative or- 
ganization is to provide to national 
advertisers a localized TV or ra- 
dio service through their branches 
or distributors. 

The network has been developed 
gradually over the past year, and 
has actually been in operation 
since last February. One motion 
picture producer, two food clients 
and a group of department stores 
are either using the service or in- 
corporating it in 1951 plans. 


a Mr. Mayers said the fact that his 
agency has for many years been a 
member of the First Advertising 
Agencies Group—he is its presi- 
dent this year—has given the 
Mayers Co. “an especially good 
understanding of the value of co- 
operation between local agencies 
in rendering joint service on split- 
fee or other compensation arrange- 
ments.” 

The First Agencies Group is not 
the basis of the 40-agency service 
network, although some of its 
members are also in the latter. 
Members of the network were 
chosen by Mayers for “special 
familiarity” with television ad- 
vertising in their local markets. In 
most instances, the agencies were 
recommended by local TV stations. 
The affiliation is a confidential 
one. No list is published, although 
it is shown to prospective clients. 


s The group was formed to repeat 
Mayers’ successful TV plan used 
for a number of Los Angeles de- 
partment stores that are a part of 
a nationwide group. Since each 
member of this particular group 
functions as an independent op- 
erator in its community, as far 
as advertising is concerned, it be- 
came necessary to establish con- 
tact with a local agency in each 
major city where Mayers had sold 
its TV services to a department 
store group member. 

The operation having proved 
practical, Mayers then approached 
other potential users of a similarly 


A BONUS OF 
1,000 A WEEK 


In a Bonus-PLUS Market 


In Circulation, the St. Peters- 
burg TIMES is now gaining 
at the rate of approximately 
1,000 a week (as of 10/23/- 
50) and will JUMP a total of 
3344% or more in the next 
5 months. 

In Retail Sales (according 
to SM for 11/10/50), St. 
Petersburg-Pinellas County is 
showing a gain of nearly 
50% ABOVE the U. S. Gain 
for 10 years. 

These, we say, are BONUS- 
PLUS factors . . . circulation 
and better retail business .. . 
to make the TIMES a better 
buy for you... NOW! 


St. Petersburg, Florida 


~ TIMES ~~ 


Represented by 
THEIS & SIMPSON CO. INC. 
New York Detroit Chicago Atlanta 
V. J. OBENAUER JR. in Jacksonville, Fla. 


“localized” TV service on a multi- 
market basis. A prime target has 
been motion picture producers, 
who have been showing signs of a 
recognition that television can be 
used to sell theater tickets. 


a It is said by Mayers that the 
service offered is one no national 
agency can offer. Affiliates are 
not branch offices. They are fully 
staffed agencies that know the 
local television picture intimately. 
Cited as an example is the Chicago 
affiliate, Guenther-Bradford Co. 
The Mayers company’s part in 
the affiliate operation, aside from 
doing all or part of the selling and 
billing, is creative work in pre- 
paring TV commercials and com- 


plete radio or television programs. 
Most of these have been developed | 
at its own expense. 


Tele-Que Expands Service 


Tele-Que, Los Angeles, television 
research report published by Cof- 
fin, Cooper & Clay Inc., will ex- 
tend its operations to San Fran- 
cisco early in December. The San 
Francisco Tele-Que will report on 
all telecasting between 9 a.m. and 
12 midnight, giving sets in use, au- 
dience size in terms of men, 
women, teen-agers and children, 
and family analysis by high, mid- 
dle and low socio-economic groups. 


Firth Appoints Kimball 


Firth Carpet Co., New York, has | 


switched its account from Walter 
Weir Inc. to Abbott Kimball Co., 
New York. Kimball is the fourth 
agency to represent Firth since 
1946. Fuller & Smith & Ross had 
the account until the fall of that 
year, being succeeded by Carl 
Reimers Co. and then by Weir. 


Appoints Broyles Agency 


Bushley Super Markets, Denver, 
supermarket chain, with stores in 
Denver, Sterling and Englewood, 
Colo., and Casper, Wyo., has ap- 
pointed Galen E. Broyles Co., 
Denver, as its agency. 
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Weekly Newspapers 
Did Biggest Job on 
Medical Tie-in Ads 


New York, Nov. 6—Studies now 
being made by American Press in- 
dicate that “weekly newspapers 
sold more tie-in advertisements in 
a single week in connection with 
the American Medical Assn.’s 
campaign to fight government 
medical insurance than has ever 
been sold in connection with any 
other campaign—including govern- 
ment war campaigns.” 

Based on rough estimates, Amer- 
ican Press reports in its current 
issue that “the weeklies of the 
country together ran from 4,000,- 
000 to 5,000,000 lines of advertising 
tied in with the AMA campaign 
with a total dollar volume in the 
neighborhood of $200,000.” 


ws Citing typical examples, the 
magazine says that the Leader, 
Westfield, N. J., sold 10 tie-in ads 
in one issue. Ads ranged in size 


from 140 lines to a full page, the 
latter being sponsored by 70 locaj 
merchants, Of the 10 ads sold, five 
were sponsored by drug stores, one 
by a bank, and the others by other 
merchants. 

The News-Leader, Waupun, Wis, 
sold 70 tie-in ads for the issue ip 
which the AMA ad ran, totaling 
more than 4,000 lines. The ads 
were sponsored by three drug 
stores, a local dairy, the Veterans 
of Foreign Wars, the Chamber of 
Commerce, an automobile dealer, 
four insurance and real estate 
dealers, a tavern, a hardware store 
and a food cannery. 


Names Harron PR Director 

Robert Harron, formerly head 
of Columbia University’s public 
information department, has been 
named director of news and public 
relations of the University of Den. 
ver. 


Burke Joins West-Marquis 
Sidney Burke, formerly art di- 
rector of Rexall Drug Co., has 
been named art director of West- 
Marquis, Los Angeles agency. 


Sino in a snowstorm... 


Ten years back, the communist outbreak in 
Korea would have been an “incident” buried in 


the back pages of a newspaper. 


But in 1950, a local aggression nine thousand 
miles away has an immediate and alarming impact 
on the opinion, life, and business of this country. 


And it is small 


snowstorm... 
comes in! 


An epidemic of scare buying starts. Within 


two months, material shortages have kicked prices 
up and revived gray markets. A threatened price 
freeze pushes up prices and wages. Casualty lists 
are in the front pages again. Congressmen run 
for reelection on their foreign affairs record! 
Running any business, big or little, today is 
obviously more than a matter of minding one’s 


meteorological 


It is more ec 


Ps and Qs. A lot of considerations, other than the 
alphabetical, affect the business man’s judgment. 


wonder that his outlook may be at 


times as clouded as the Chinese elder’s in the toy 


Which is where Nation’s Business 


Nation’s Business is possessed of no particular 


facilities, has no crystal ball with 


respect to Korea or anything else. A magazine 
published for business men, it publishes neithet 
the news nor techniques of business. 


oncerned with eventualities than 


events, with causes than effects. It tries to apprise 


Bucs vs. Bom .. . Botulinus toxin is a 
deadlier weapon than the A or H bomb... 
“The Bug Bomb Challenge vs. the Atom,” 
by William Bradford Huie. 

Fausies FROM Foam. . .the new foam 
rubber makes falsies, flower pot cushions, 
football head gear, upholsters padded cells. 
“Behind the Foamy Froth,” by R. Josephs. 


BookseE..inc Business... Brentano’s 


shattered 98 year tradition by changing 
from handledgers to machine bookkeeping 
..« “Bookseller to the World” by A. Morse. 

Yessep Executive Totp No... J.C. 
was the big boss . . . but in the woods he 
learned a lesson from the oldest business. 
**A Little Piece of Business’’byC. Rawlings. 

Anp A Dozen Oruer fine features for 
the businessman in the November issue. 
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Advertisers Far Off the Beam in Displays 
Given to Chains, Says W.T. Grant's Rowen 


New York, Nov. 7—Standardi- 
zation is essential to the chain 
store. That’s what brings in the 
profit. 

This was the main point brought 
out by Joseph R. Rowen, national 
advertising manager of the W. T. 
Grant Co., when he spoke at a 
luncheon here of the sales pro- 
motion-merchandising group of 
the American Marketing Assn. on 
what displays chain stores want. 

Manufacturers do not consider 
chain store interests when they 
prepare promotional material for 
this category, he said. All too often, 
they don’t realize that chain store 
selling is geared to self-selection 
by the customer. Posters frequent- 
ly are not of standard size, making 
them impractical and too outstand- 
ing for standardized counter dis- 
plays. 

Variety stores are not looking 
for exclusives, nor are they out 


ager said. Chain store space is 
tight and therefore fast moving 
items with a maximum assortment 
—with key information on a 
standardized sales card—are essen- 
tial. Poster design is secondary. 


a W. T. Grant prepares a week- 
by-week promotional calendar 


every six months, and chain store | 


sellers must make early arrange- 
ments to get in on the promotion, 
Mr. Rowen pointed out. “We find 
too many offers of promotion 
toming in after we have lined 
things up,” he said, illustrating, 
by way of example, that Grant’s 
Christmas theme, “Gifts for a 
Wonderful Christmas,” was sched- 
uled in July. 

He summed up promotion com- 
plaints against manufacturers with 
four points: 

1. Not enough factual informa- 
tion. 

2. Manufacturers are more con- 


SUGAR AND SPICE—Durkee Famous 
Foods division of Glidden Co. will fea- 
ture this cookie house for spice and co- 
conut in four-color ads in December is- 
sues of Better Homes & Gardens, Country 
Gentlemen, Ladies’ Home Journal and 
Lock. Copy will offer the recipe and pat- 
tern. 


cerned with national advertising 
than with product merits. 

3. Some manufacturers conduct 
national ad campaigns without the 
merchandise to support the promo- 
tion. 


4. Some manufacturers try to 
coast along on their reputations. 


Appoints Metcalf Agency 


Arnold, Hoffman & Co., Provi- 
dence, R. I., dyestuffs, subsidiary 
of Imperial Chemical Industries 
Ltd., England, has appointed 
George T. Metcalf Co., Providence, 
as its agency. Four-color inserts in 
trade publications will be used for 
its line of AHCO and I. C. I. dye- 
stuffs. Plans call for ads on a se- 
lected group of AHCO textile spe- 
cialties directed to the general 
chemical, drug and cosmetic, oil 
and paint, soap, paper and pulp 
industries. 


WFODR (FM) Promotes Two 


Lou Frankel, director of special 
events and public relations for 
WFDR (FM), New York, has been 
named general manager of the sta- 
tion. Guy Wallace, chief an- 
nouncer, has been advanced to 
production manager. 


Morrey Joins ‘Flying’ 


Willard C. Morrey, formerly 
western advertising manager of 
Liberty, has been named midwest- 
ern sales representative for Flying, 
a Ziff-Davis publication, with 
headquarters in Chicago. 


to push specific items, the ad man- 


the man in business of the prevailing facts and 
factors which affect all business; adheres to the 
long view rather than the quick turn, to the 
business climate of tomorrow rather than the 
market temperature or tempo of today. 

It also treats the business man as a man, with 
very personal problems of family, future, finances, 
health, and personal effectiveness; and as an 
interested and essential member of the community. 

The content of any one issue may include new 
machine tool developments, foreign tax systems, 
the mechanization of cotton culture, house organs 
and bulletin boards as industrial relations tools, 
socialistic trends in Federal government, the risk 
in extending state relief funds, applications of Point 
Four in foreign countries, diversified industry 
as unemployment insurance, Russia’s inadequate 
food supply as a deterrent to Soviet aggression, 
sports broadcasting, square dancing, improving 
the higher octane fuels, piped music in factories, 
adult education, the rise of the cash register, farm 
research in the South, how an express system 
works, when to see a chiropodist, personal estate 
and insurance programs. And all these subjects 
are not academically exposed, but as pertinent 
and practical to Nation’s Business readers. 

Its Washington Letter for Management is a 
summary of items of interest to business men, 
helps them make up their minds and 
plan ahead—is devotedly followed 
and read by most NB readers. 


Tue net resuLt is that the 
reader of Nation’s Business lays down his 
copy with his understanding augmented, 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, 


SAN FRANCISCO, LOS ANGELES, SEATTLE AND DALLAS 


his information increased, some of his doubts 
dissipated, and a store of stimulating ideas for the 
benefit of his business and his personal affairs. 

Because Nation’s Business makes a substantial 
contribution to his business thinking and private 
life, it has his respect, confidence, and in some 
instances even his affection. And this closeness 
makes Nation’s Business a superlative medium 
for producing opinion, reputation, and sales. 

For its function alone, Nation’s Business makes 
a valuable advertising medium. When, in addition, 
its audience is considered, it is the outstanding 
medium among all general business publications. 

Because Nation’s Business has by far the 
largest circulation in its field, more than half as 


= a = 
much again as any of its contemporaries—more 
than 700,000 circulation! And its circulation not 
only covers big business and major companies, 
but reaches another 250,000 smaller business 
men, and small town business men—an important 
premium of market and influence in any medium. 

The big circulation makes possible the low rate 
—$3,300 per page, little more than the cost of 
general media circulation. 

If you sell to business, Nation’s Business 
offers more effective access to more market than 
any other medium to business you can use. If 
you don’t know as much about it as you should, 
call the nearest Nation’s Business office. 
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Armour Shifts Broede 


Carl R. Broede, formerly in the 
advertising department of Armour 
& Co., Chicago, has been appointed 
sales promotion manager of the 
company’s dairy, poultry and mar- 
garine division. 


Lewis Joins Kimball Agency 


Taylor Lewis, formerly with 
Staniford & Sandvick Studios, San 
Francisco, has been named art di- 
rector in the San Francisco office 
of Abbott Kinsball Co. 
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Plans Canned Fish Drive 


Gorton-Pew Fisheries Co., Glou- 
cester, Mass., sea foods, will use 


newspapers, radio, outdoor, maga- 
zines and trade publications for its 
line of canned and frozen fish 
products. The 1951 winter cam- 
paign is handled by H. B. Hum- 
phrey Co., 


Boston. 


IN 
BUILDING 


® Devoted exclusively to 
electrical living 

@ Reaches professional 
home builders, architects, 
contractors and financing 


agencies. 
20 N. Carroll St. Madison 3, Wis. 


New York, Nov. 9—Largely 
through cooperative advertising, 
Blensol is now in 30 major markets 
and will probably be nationally 
distributed and advertised by June 
next year. 

Blensol is a “color shampoo,” as 
opposed to a dye. Users of Blensol 
merely wash their hair with it, 
and its strength is somewhere be- 
tween a dye and a rinse. 

Its maker, Rapidol Distributing 
Corp., New Hyde Park, N. Y., has 
sold the product and others to 
beauty and hairdressing shops for 
years. Last February, Rapidol and 
its agency, Redfield-Johnstone 
(now Dowd-Redfield-Johnstone) 
introduced the product in Cleve- 


Blensol Color Shampoo, in 30 Cities, 
Uses Straightforward Copy Approach 


land, going through chains and de- 
partment stores. It began with co- 
operative advertising, then used 
general space, but still listed the 
names of stores stocking the prod- 
uct. 


ws The decision to use chains and 
department stores was primarily 
predicated on the variety of shades. 
Blensol comes in 19 shades and it 
was felt that independent druggists 
would be unable to stock the prod- 
uct. 

The approach used in the test 
has continued, virtually without 
change. It still consists of a pic- 
ture of a woman shampooing her 
hair, with copy saying that “Now 


‘Now YOU Can. COLOR- 


Advertising Age, November 13, 1950 


SHAMPOO Your Hair! 


COLOR SHAMPOO 


Susie <prncencntentipmantine > SEE 
5A AOR ey ened a me! 


9 9HADOS—Raphdel Distributing Corp. has been using ads like this in the first 
markets Blendol has entered. Dowd-Redfield-Johnstone is the agency. 


you can shampoo lustrous, rich 
color tones into gray, drab, fading 
hair... Blensol won’t wash or rub 
off nor affect permanent waves... 
Blensol cleans—reconditions—and 
colors all in one simple, quick 
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WHAT'S YOUR GUESS? 
If you think Page B (on homemaking) scored higher with women than Page A (on milk cows) you're right — 
but you're right only by a margin of 1%. The score for women readers was: Page A, 79%; Page B, 80%. 


iT’S NEW! 
Goatautnn Study 
ership = on 
edvertising and edi- 
torial matter for men 
oy the h 
the April 15, 1980 
issve. Our re 
sentative will be 
glad to oe 


SS SD GES ED GE GD GD 


Wait 


‘ 
sage? 
W 


ae 

Me i ik 
TH 

ti 

u 

rll 

We 


HIGH READERSHIP 


concentrated in 


WISCONSIN’S BEST FARM HOMES 


Does it surprise you to learn that Wisconsin farm 
women are almost as interested in the problems of 
the farmyard as in those of the household? The new 
Continuing Study of Farm Publications No. 13 con- 
ducted among subscriber families of Wisconsin 
Agriculturist and Farmer contains many surprising 
facts. The high percentage of both men and women 
who are cover-to-cover readers is just one of them. 
Conducted by the Advertising Research Foundation 
in cooperation with the Agricultural Publishers 
Association, the study demonstrates again the amaz- 
ing strength of the local farm paper that has served 
America’s Dairyland for more than 100 years. 


shampoo.” 

So far, the advertising has been 
confined chiefly to newspaper 
space. (Blensol was introduced in 
Boston with a color cover in the 
Pictorial Review.) By spring it 
will probably be in high-fashion 
magazines. Sunday newspapers 
have been used, where possible, 
emphasizing a mail order ap- 
proach. 


# Rapidol’s job is complicated, of 
course, by Tintair’s mammoth 
drive. Actually, the products aren’t 
wholly comparable. Tintair is more 
expensive (with brush, $2.69) than 
Blensol ($1.25). Tintair is aimed 
at single use; Blensol gives two 
shampoos. Tintair is a tint; Blensol 
is a shampoo. But Tintair’s vigor- 
ous promotion is hard to cope with, 
Rapidol spokesmen admit. 

Nor is Blensol the only color 
shampoo in the field: There are 
at least two others—Eventone and 
Colortreet. 

The cooperative deal—based on 
$2 allowance for each dozen—has 
proved to be remarkably success- 
ful, Edmund Johnstone, vice-pres- 
ident of Rapidol, says. In fact, 
“Boston has reordered _ three 
times,” although the original co- 
operative agreement won’t expire 
until Nov. 15. 

Blensol is still sold in the beau- 
ticians’ carton, and there are no 
plans for glamorizing the pack. 
The copy—which eschews high- 
fashion for a proprietary-like tone 
—will be kept that way; the model 
in the ad is a homey, wholesome- 
looking girl. The 19 shades carry 
simple names (e. g., dark brown, 
light ash brown) instead of the 
dazzling titles common to the cos- 
metic field. 


ms Presumably this may change 
when fashion magazines are used 
(probably in March) but in the 
meantime the company says of its 
straightforward advertising, “It 
sells a lot of merchandise.” 

In the future, the company may 
bring out a smaller size for variety 
stores, although it isn’t certain that 
the problem of stocking the shades 
will be a barrier. Incidentally, a 
number of independent druggists 
now carry it, mostly because some 
of their customers are reordering 
through them. 


Rexall Signs ‘Amos ‘n’ Andy’ 

Rexall Drug Co., Los Angeles, 
has signed to sponsor “Amos ’n’ 
Andy” on the full CBS network, 
beginning Jan. 7. The “Richard 
Diamond Show,” starring Dick 
Powell, which has been sponsored 
by Rexall on NBC since June 14, 
will be dropped following the Dec. 
6 show. 


Luden’‘s Signs Sinatra Show 

Luden’s Inc., Reading, Pa., will 
sponsor the 5:15-5:30 p.m., EST, 
time segment cf the CBS Sunday 
radio series, “Meet Frank Sinatra,” 
effective Nov. 26. J. M. Mathes 
Inc., New York, is the agency. The 
5-5:15 p.m. segment of the show 
is sponsored by Bymart Inc. for 
Tintair. 


WOW Promotes Ray Olson 


Ray Olson, formerly production 
manager for WOW, Omaha, has 
been named program manager. He 
succeeds Lyle Demoss, now as- 
sistant general manager. 


Adv« 


= ee = 
ee | | Na 
ee 
ac Set 
" Bae Pali 2 2 
os aa BLENSOL Ad 
ous t 4 c. =. ~— Disti 
ered | ff be Seems Lee eee noun 
ee _ — cami 
vce — ae omy BLENGOL ores Soll any of thew shades polit: 
: ; ied - § fie You A cnorcs oF tien + teste | and 
: ee 
PV . a my tree See diffe 
“™ * a “ our PF ST Pull” 
p and | 
re 
4 pape 
a a ¥ In 
: _ camy 
Bt rae ee ee a ee eae ee ee bran 
a | | cemt 
oe | are f 
eo. pers) 
a os, | and 
aes Most 
be: vidui 
ss | tion 
aps prect 
4 . ; some 
ee 1 a M 
= WHICH PAGE PULLED BEST be 
gt publ. 
Samora 2 ‘ By Sa Sree mee: | tiona 
o oe a ‘ i Ate, | | —_ 
e ae ee | page: 
oa yy p fe we 3 3 reg i en 4 . < cs i : i : | - 
a tor ‘ GS 2 © cette Df a a gd ee tit ate aie Sagk ie Bar sate 
awe” ' a a i eae : 
os ics B...COWS OR HOMEMAKING | cardi 
Bis ras aa . i | siona 
se el tions 
ca | locat 
ee | eanaeiaminn <) enta cian jibes we 1 | Ae 
rf o ea, ‘ o ka? ’ ~~ yooars — 
aps ‘ aia ‘ y : a nee & Co. 
ae - te \ | ; 
os ee 4 4 | | Fran! 
ee gs ’ : aM “er x ] « _. ; + ». a | _ 
ie Pr eae | * | Sloa 
pee, . BESS oes SES seers. | | 
. Good Idea to Sell Milk Cows? seeaiiialecil | <n 
es th ct ol tgppecalisatetald Ge Father a Brahe ZEUS i recto 
ay Be dy all ta ae During Mousecleaniag Sastesis son 
oat eee nee eeerae qeiincese cummeans eeteeee I whol 
a Resan Sao SSirsia SasesS SSS SHES | a 
a: Sate os irae Sen SSS sales 
cas Seeaia BSESS Settee: SeRESE EASES BESATS- : | . a 
Pe .  ——— Miter SSS SS plast! 
ef Sassi sie | Mut Them or Soll Them? = eae = so | 
ae serataes | “te—> “haee+-| B= Bees “ 
‘ iroaeaee | MEtucEr <== | ex sgctcromn |: rr ¥ ray Pop | Jac 
Rises | tissere-~ sie ‘B) Pors tag vision 
; _ with 
| Comy 
i Unite 
pi. I ‘ce 
ries 
mS ] | 
er | . 
a | | 
i - | 
ed ee ee ce ee ee » ST 
a . > 
ve ia” | / 
ee: | 
a Teas PUBLICATIONS | 
= Gp 1 | es | _ 
en ” % 3 | 
tee ee 
aa > | T 
Bh . ‘ | to s 
Beek ani ist | tens 
C eee AGRICULTUR \ ‘| ume 
ONSIN \ 
ae wise \ verti 
oe “e chec 
; R 
ie gre oso ee dou 
_ | prof 
— 1 
oe k 
4 nom ma 
conteeted OY esearch FOUNDA mail 
7 copy. Write us eet sutiare Aasecieem ns 
a, . ; =< 
Bh the Aaricurs! | read 
ee R | 
es a. ce 
i “Secor t alice yo ee peal. ee Se eee Pert. | | \ 
eee CG, Ss eae sap ete eee Rae fin) at Hs ae : pee : 4 roy, Saw Soap sae 
Pia 5 SMR ae fe! ee Noes Ste Pk we A e had a Le Ss 
Seat a3 74 ag ¥ r one 
as: WISCONSIN /AQGFICULLUFISLE ano Farmer 
ae =. Snares “OO  e en 4 a ot ee } 4 ie es, : Et ae Pris isthe ig ee pe es. SORE ly in? a Dan 
a MAS RE ee yh Tain eee ACINE. WISC DANTE A, CR, Publisher 
2 _—_ _ ” - a 7 
_ - | 
| 
ose y 
DEE Se I Ry ee eR emer ets | ateesl nf | ee ie as eo 


——— 9 


Advertising Age, November 13, 1950 


National Distillers 
Sets Pre-Christmas 
Advertising Drive 


New York, Nov. 8—National 
Distillers Products Corp. has an- 
nounced a December advertising 
campaign scheduled in 133 metro- 
politan newspapers in 35 states 
and featuring more than a dozen 
different brands of whisky, gin, 
rum, brandy, cordials and wine. 
Full pages in tabloids and 1,000 
and 1,440-line ads in standard size 
papers will be used. 

In addition to this combination 
campaign, ads for 19 individual 
brands also are scheduled in De- 
cember papers. Largest schedules 
are for Old Sunny Brook (670 pa- 
pers); Hill & Hill (287 papers); 
and PM de Luxe (249 papers). 
Most of the schedules for indi- 
vidual brands call for one inser- 
tion per week for the three weeks 
preceding Christmas. Space will 
run as high as 1,000 lines, and 
some ads will be in two colors. 


a Magazine advertising during 
December includes 69 ads in 21 
publications for 18 different Na- 
tional Distillers’ brands. Twenty- 
eight of these ads will be full 
pages in color. 

Supporting the newspaper and 
magazine campaigns will be car 
ecards, outdoor bulletins and 24- 
sheet posters, and three dimen- 
sional dioramas in railroad sta- 
tions and other high traffic count 
locations. 

Agencies handling various 
phases of the campaign are: Kud- 
ner Agency Inc.; Lawrence Fertig 
& Co.; Lloyd, Chester & Dillingham 
Inc.; Platt-Forbes Inc.; and Albert 
Frank-Guenther Law Inc., all of 
New York. 


Sloane-Blabon Names Tobias 

Robert A. Tobias, formerly di- 
rector of marketing of H. D. Hud- 
son Mfg. Co., Chicago, and its 
wholly owned subsidiary, Lowell 
Mfg. Co., has been named to the 
newly created position of general 
sales manager of Sloane-Blabon 
Corp., New York, linoleum and 
felt base floor coverings, and 
plastic floors. 


Jack House Joins Esty 

Jack House has joined the tele- 
vision department of William Esty 
Co., New York. He was formerly 
with National Broadcasting Co., 
Compton Advertising Agency and 
United Artists Corp. 


WHEN THE CHIPS ARE DOWN — 


There's only one fool-proof way 
to spot the magazine that gets in- 
tensive readership. Check the vol- 
ume of its mail order lineage. Ad- 
vertisers who key their copy to 
check actual sales don't spend their 
dough in books that can't produce 
profits—but fast. 

The V.F.W. Magazine has been 
making money for hundreds of 
mail order clients. You can't ask 
for better proof of high level 
readership. 

+ 
WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


V. FW. macazine 


(Formerly Foreign Service) 


Dan B. Jesse, Jr. & Associates, Inc. 
Advertising Directors 
10 East 43rd St., New York 17, N.Y. 


Ross Roy Appoints Three 


Richard C. Dorn, formerly di- 
rector of photographic activities, 
has been named an account exec- 
utive of Ross Roy Inc., Detroit. 
Jules F. Bernard, production man- 
ager, has been appointed to suc- 
ceed Mr. Dorn as head of the pho- 
tographic department. Walter t- 
ten II, formerly film director of 
Marshal Templeton Inc., has been 
named film director and assistant 
to Mr. Bernard in handling the 
agency’s expanded slide film pro- 
gram. 


Marketers Consider 
Mobilization Impact 
on Company Finance 


New York, Nov. 7—A two-day 
national conference to consider 
company financial problems aris- 
ing from the impact of mobiliza- 
tion on the economy will be held 
Nov. 30 and Dec. 1 at the Waldorf- 
Astoria by the American Manage- 
ment Assn. 
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John H. MacDonald, vice-presi- | charge of purchasing and traffic, 
dent and treasurer of National| General Electric Co.; Frank Ro- 
Broadcasting Co., and vice-presi-| berts, chairman, military re-nego- 
dent for the marketing associa-| tiation policy and review board, 
tion’s finance division, is in charge| Department of Defense; and T. 
of the program. Coleman Andrews, American In- 

Subjects scheduled for discus-| stitute of Accountants. 


sion include taxes, re-negotiations, 
sources of business borrowing, and| Gormley Joins Lima ‘News’ 
Thomas R. Gormley, formerly in 


accounting procedures. 
Among the speakers will be Dr. | the advertisin 
, . g department of the 
Roy Blough of the President’s | Cincinnati Enquirer, has joined the 


Council of Economic Advisers; H.| News, Lima, O., as classified ad- 
L. Erlicher, vice-president in| vertising manager. 


it takes and makes a better impression 


TICY 


¢ Booklets, programs, folders, reports become outstanding examples of your 
skill when you use Ticonderoga Offset. You'll like its press 
performance, its clean, sharp reproduction, its respect for color. And when economy is 


important, remember ... offset or sheet-fed gravure, you get a real run 


International Paper Company, 220 East 42nd Street, New York 17, N, Y. 


INTERNATIONAL 


for printing and converting 


TERNATIONAL 


DEROGA 
OFFSET 


for your money with Ticonderoga Offset. 


PAPERS 
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Clipper Oil Co. Convinced That TV 


SEATTLE, Nov. 9—Easy does it on 
television commercials. Officials 
of Clipper Oil Co. are thoroughly 
convinced of that. 

Clipper, distributing petroleum 
products in Washington and Ore- 
gon, went on KING-TV, Seattle, 
last spring with a half-hour mu- 
sical show called “Clipper Capers.” 
As the pattern developed, com- 
mercials were held to an opening 
and closing announcement that did 
little more than identify the show 
with the products of the sponsor. 
Some time during the show Clipper 
also brings in a dealer or two— 
a “salute to outstanding dealers.” 

But until this month, Clipper 
had no measure of audience re- 
sponse. To test the audience, the 
show signed off in mid-September 
for a two-week vacation by the 
staff. The audience was told the 
show would be back in October 
but that Clipper would like to 
know how the audience liked the 
show and whether it should be 
signed up on a long-term contract. 
The audience was asked to write 
in if they liked the program. This 
announcement was made only 
once. 


ws The response caught even Clip- 
per officials by surprise. In all, 
just short of 1,200 postcards and 
letters were received, warmly 
backing the show. Some letters 
were in the form of petitions con- 
taining 20-25 names. 

What pleased Clipper officials 
most was the unsolicited comment 
about the commercials. One listen- 
er, in a page and a half type- 
written letter, had this to say: 

“I think the Clipper Oil Com- 
pany’s advertising policy as it ap- 
plies to your show is the smartest 
in the business today. Most tele- 
vision shows are usually just one 
long commercial, sparsely inter- 
spersed with dubious entertain- 
ment. Such is not the case in your 
show.” 

But though keeping pressure out 
of commercials, Clipper makes 
sure there is no mistaking the 
sponsorship. The two stars, Art 
Barduhn, pianist, and Stan Bore- 
son, specialist in Swedish dialect, 
are dressed as Clipper filling sta- 
tion attendants, and the entire ac- 
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PUNCHES sheets and covers of any size 
or weight, quickly, accurately 


BINDS up to 250 books an hour with 
colorful GBC plastic bindings 


BIND THIS MODERN WAY 
right in your own OFFICE 
or plant 


Add prestige...color...atten- 
tion-compelling appearance to 
reports, presentations, catalogs. 
GBC plastic binding equipment* 
quickly ...easily... economically 
binds loose pages 
into handsome custom-made 
booklets. Pages turn easily... 
lie flat. Complete office equip- 
ment costs less than a type- 
writer...saves 50% over old- 
fashioned fastener-type covers. 
Anyone can operate. 

*PATENTS PENDING 


SPECIAL TRIAL OFFER 

Send today for information 
and 2 handy pocket meme 
books bound on this equi, 

bowers ment. No obligation. 

General Binding Corporation 

808 W. Belmont Ave., Dept. AAI1-13 

Chicago 14, Ill. 


of all sizes} | 


Commercials Should Be Soft-Pedaled 


tion takes place at a Clipper sta- 
tion. Guest stars during the sum- 
mer included Gloria Swanson and 
Wanda Hendrix. 


ws Clipper policy, as told to AA 
by Charles L. Nellor, general man- 
ager, boils down to this: “Have a 
show so good in itself that it will 
advertise you well.” Just once, 
early in the weekly series, a mid- 
dle commercial came into the pro- 
gram. It was not intended as a 
regular thing, Mr. Nellor says. The 
kick-back was instant. The typical 
comment was along this line: 
“Here we go again. You get a 
good show, and then start loading 
it with commercials.” 

That incident settled it, Mr. Nel- 
lor related: “We have never had 
another middle commercial.” Now, 


as a public service, Clipper carries 
a traffic safety announcement on 
each show. 

Western Agency here handles 
the account. 


Wisconsin Ad Managers Elect 


James B. Warner, retail adver- 
tising manager of the Janesville 
Gazette, has been elected president 
of the Advertising Managers Assn. 
of Wisconsin Daily Newspapers. 
Mr. Warner was formerly secre- 
tary-treasurer of the association. 
Other officers are: William Ohde 
Jr., Manitowoc Herald-Times 
Martin F. Karstaedt, Beloit News, 
and Wm. B. Mitchell, Rhinelander 
News, vice-presidents, and A. E. 
Teachout, LaCrosse Tribune, sec- 
retary-treasurer. 


- 


N. Y. Agency Changes Name 

Franklin, Bertin & Tragerman, 
New York agency, has changed its 
name to Franklin & Gladney Inc. 
Dolph Franklin will supervise gen- 
eral, trade and consumer accounts. 
Norman Gladney will specialize in 
department store and retail tele- 
vision promotions. 
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Purchasing Agents 
Expect Continuing 
Materials Shortage 


New York, Nov. 7—Three out of 
four industrial purchasing agents 
expect the current condition of 
acute material shortages to con- 
tinue for a year or more, according 
to a survey by Purchasing, a Con- 
over-Mast publication. 

Tabulations show that of the 412 
responses received in a sampling 
|of selected purchasing agents, 
| 26% expect the current condition 
to last six months; 25% said about 
a year, and 49% believe the con- 
dition will last longer. 

Only 42% believe that the recent 
National Production Authority or- 
der limiting inventories and pro- 
hibiting the pyramiding of orders 
will have a stabilizing effect on the 
rush for materials; 58% did not 
think so. 


ws On the question as to whether 


top management is taking a more 
direct part in setting purchasing 
and inventory policies, 82% re. 
plied yes, 28%, no. 

In 97% of the replies, expedit- 
ing was said to be a responsibility 
of the purchasing department. 
Only 3% said it is not. 

Only 20% so far have found it 
necessary to expand their expedit- 
ing staffs to cope with shortages 
and delays. Exactly two out of five 
foresee the necessity for setting up 
a special section in their depart- 
ments to handle requirements that 
may be imposed by government 
regulations. 


Lever Bros. Offers Prernium 


Newest soap product premium 
support by Lever Bros. Co. is a 
transparent plastic tablecloth, of- 
fered for 50¢ and two wrappers or 
box tops from any of six Lever 
soap products. Geared for holiday 
promotion, the offer will be backed 
by a full page in the Dec. 4 Life, 
trade advertising, and spots on the 
Lever radio and TV shows, as well 
as point of sale promotion. 


R.H. White's repeats HOOK 


tops record-breaking 


x4 Two Floors Needed to accommodate fashion 
show crowd 


The first “GOOD HOUSEKEEPING Week” at 
R. H. White’s of Boston, drew history-making crowds, 
increased sales 12.6% above the city average. The store’s 
repeat event, 1950, featuring over 300 Guaranteed items, 


proved even better! 


“Audience Reaction Wonderful” to 


GOOD HOUSEKEEPING television show 


customers 


x4 Interior Displays throughout store featured 


Seal 


+ Newspaper Ads gave Guaranty Seal big play 


x4 Windows on Guaranteed Goods drew 
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WNAX Completes 
3-Year Effort on 


‘Farm Improvement’ 


YANKTON, S. D., Nov. 8—A 
three-year “farm improvement” 
competition wound up in the Sioux 
City, Ia., municipal auditorium | 
Oct. 28 when Station WNAX, 
Yankton and Sioux City, awarded | 
prizes to farm winners in a five- | 
state area. 

A huge show which packed the | 
auditorium was climaxed with the | 
award of $3,000 in merchandise | 
prizes to the Irwin Froilands of | 
Cooperstown, N. D., adjudged the | 
three-year winners in the com- 
petition for farm families which 


FARMERS FLOCK TO CITY—Record crowds like this jammed the 


had made the most improvements auditorium for the WNAX midwest farmer day celebration, in which winners of a 
three-year farm improvement competition were selected. 


to their homesteads. And $2,000 in 
merchandise went to the Raymond 


awarded to competitors. 


to broadcast. 


Sioux City municipal | basis. 


Rainier Names Newhoft V. P. 


Suhrs, Aurora, S. D., who were! which 1,690 farm families from 243 , Dakotas, Iowa and Nebraska, and 
adjudged to have done the best | counties in the area competed. The| was designed to help raise the 
two-year improvement job. program was conducted by WNAX | standard of farm living. In the 


The ceremonies ended an un-| in cooperation with the state ex-| three years of 


tising. 


@ The merchandise prizes were 
contributed by various merchants | 
and manufacturers, who in return | 
were guaranteed advertising time | 


on WNAX at least equal to the| Te 
retail value of the merchandise | 
they pledged. The advertising con- | F 


sisted of actual “selling announce- | fj 
ments,” not mere product men-| 
tions, with continuities submitted 7 


to the donors for approval prior | | MMe 


Donors were also benefited to| } 
the extent of station advertising| 


in newspapers, news stories, mer- | ° 

chandise displays, and display | 

cards which listed them. Participa-| / 

tion was on a non- competitive | 7 } 


W. A. Newhoff, formerly vice- | | 
president of Union Oil Co., has| 
joined Rainier Brewing Co., San| 
Francisco, as executive vice-pres- 


an un c : : : the competition, | ident in charge of sales and adver- 
usual three-year competition in/ tension services of Minnesota, the| $40,000 in merchandise ‘was 
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HOUSEKERP 1\ ( week; 


results of previous year 


proof again 


GOOD HOUSEKEEPING = - 


per 
35¢ copy The Homemaker's Bureau of Standards 
57th Street at 8th Avenue, New York 19, New York 
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“Sales well ahead 


of city average” 
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Sears Roebuck 
‘Bays 2 Blocks 
in Davenport 


Sears, Roebuck & Com- 
pany has purchased an area 
of approximately four acres 
in Davenport, Iowa for the 
erection of a new, metropol- 
itan department store. Cost 
of acquiring property and 
future construction has been 
conservatively estimated at 
more than $2,000,000! 


Sears thus joins the ever- 
increasing list of prominent 
business firms which recog- 
nize Davenport’s amazing 
expansion and promising 
future as a wealthy, progres- 
sive midwestern market. 


Just as business is buying 
space in Davenport to build 
... make it YOUR business 
to buy space in the Daven- 
port Newspapers to build 
advertising dollars into 
greater profits! 


THE DAVENPORT 
NEWSPAPERS 


THE DAILY TIMES 
_ DEMOCRATS LEADER © 


DAVENPORT, IOWA 


* 


Represented by 


Jann & Kelley, inc. ae 
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There are mighty good reasons why advertisers have spent more money 
in Newsweek’ in the ‘third quarter, 1950, than in any other third quarter 
in Newsweek's history. | ies a i 
The same reasons explain why more than $1,000,000 was 
invested in Newsweek during the month of October alone 
why Oct., 1950 was up 39 pages over Oct., 1949. 


Also, ‘ip the 100 leading advertisers i in the six leading news and business 
‘magazines during the first six months, 1950, me Newsweek more accounts 
‘and more pages than oy other — 


portant 5 leaden. So more “ea more people are reading Cae and 
buying more and more of the products they see advertised in its pages. 
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New Congress Will Be Most 
Conservative in 20 Years 


WASHINGTON, Nov. 8—Republi- 
can gains in Tuesday’s election 
mean that the industrial mobiliza- 
tion program will have to with- 
stand the supervision of an un- 
friendly Congress—for the new 
Congress shapes up as the most 
conservative in 20 years. 

Nevertheless, it’s unrealistic to 
anticipate any slowdown or eas- 


By STANLEY E. COHEN, Washington Editor 


ing of controls. The international 
situation is more serious today 
than at any time in recent years. 
China relations are so desperate 
that responsible officials hesitate to 
discuss them even on an off-the- 
record basis. 

Business leaders meeting with 
Commerce Secretary Charles Saw- 
yer and Defense Secretary George 
Marshall were told last week that 
defense planning extends over a 


four-year period, 
$40 billion of military spending in 
the 12 months beginning June 30, 
1951. 

When that rate of spending is 
achieved, complete price, wage 
and materials controls are inevit- 
able. It’s sheer nonsense for sales 
executives to assume, as AA re- 
ported from New York last week, 
that this is a “non-emerging emer- 
gency,” and that the situation has 
changed so rapidly that it is smart 
to reverse gears and hustle back to 
pre-June thinking. 

- . * 

Conservative forces reaped a 
harvest in the off-year congres- 
sional elections. Old-guard Re- 
publican senators—Capehart (In- 
diana), Millikin (Colorado), Wiley 
(Wisconsin), Hickenlooper 


and _ involves! 


(Io-| Pennsylvania, is expected 


wa), Taft (Ohio)—buttoned up 
new six-year terms. They have 
reinforcements—for example, Wal- 
lace F. Bennett, former NAM pres- 
ident, who beat Sen. Elbert Thom- 
as (D., Utah), and D. Willis Smith 
(D., S.C.), who had already elimi- 
nated Sen. Frank Graham in the 
primaries. 

Liberals are less depressed than 
Wednesday morning headlines im- 
plied. Liberals had little use for 
Maryland’s Tydings, and were in- 
different to Scott Lucas of Illinois. 
Democrats kept organization con- 
trol of both Houses, and “liberals” 
scored substantial victories in New 
York, Connecticut and Oklahoma. 
Moreover, Republican “liberals” 
Morse and Tobey are back, and 
GOP newcomer James H. Duff, 
to 
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Reader's 
Saye House 


What's the Most Famous Back Fence 
in Washington, D. C.? 


Ww" Mrs. M. R. K., in the Nation’s Capital, 


wants a recipe for easy caramel icing, 


chances are she'll 


find one through The Washing- 


ton Star’s famous “Reader’s Clearing House.” 


In fact, Mrs. M. R. K.’s 


as thirty or forty 


letter may bring as many 
treasured recipes* from Wash- 


ington housewives! 


During the first three-quarters of this year, 


*Caramel Icing 


easier to spread. 


gether in a saucepan, 1% cups brown sugar (packed 
in cups), 4 cup top milk, 2 tablespoons butter. Bring 
to a boil and boil for 3 minutes, stirring constantly. 
Remove from heat. 
lukewarm. Beat until creamy and thick enough to 
spread. Add a little cream if necessary to make it 


for your wife to try: Mix to- 


Add 1 teaspoon vanilla. Cool to 


5,415 bits of household information were ex- 
changed over the back fence of the “Reader’s 
Clearing House” (and some 25,000 letters came 


to other woman’s departments) 


.. . indication of 


the high readership of The Washington Star 
woman’s pages. This is why local and national 
advertisers also turn first to The Star—to sell 
more food, fashions and homefurnishings to 
women in the Washington Market. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by: O’Mara and Ormsbee, Inc., 420 
Lexington Ave., NYC 17; The John E. Lutz Co., Tribune 


Tower, Chicago 11. Member: 


ANPA, 


Bureau of Advertising, 
Metropolitan Group, Audit Bureau of Circulation. 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS 


WMAL, 


WMAL-FM, 


AND WMAL-TV 


Advertising Age, November 13, 1956 


strengthen “liberal” ranks on the 
“minority” side of the aisle. 
* 7 * 

In the event your favorite politi- 
cal commentator hasn’t noted it, 
Tuesday’s elections are sure to lead 
to a terrible headache for the GOP 
leadership, come convention time 
in the spring of 1952. At least four 
Republican strongmen—Dewey, 
Taft, Duff and Warren—scored 
sufficiently heavily to be factors 
in the presidential race. With GOp 
fortunes on the upswing, the 1952 
nomination is a prize worth fight- 
ing for. 

« . * 

Sales managers who have been 
walking on clouds since the cap- 
ture of Pyongyang can get back 
to earth once they take a look at 
National Production Authority’s 
orders cutting back non-military 
uses of aluminum and copper. Be- 
ginning Dec. 1, output of consumer 
durables is going to slow down, and 
it will be worse before it gets bet- 
ter. 

* * . 

Commerce Department’s busi- 
ness advisory committee—involv- 
ing industry’s top people—is back- 
ing stringent consumer credit con- 
trols set up by Federal Reserve 
Board, including controls over au- 
tomobiles. The advisory committee 
opposes wage or price control “at 
this time.” The committee is re- 
signed to controls once federal 
spending is at its peak. 

* a . 

Auto parts makers’ contend 
NPA’s across-the-board cutback on 
scarce materials means a shortage 
of essential replacement parts, at 
a time when materials will be go- 
ing into “frivolous” items, like 
aluminum awnings. Parts people 
asked special consideration, but 
NPA Chief William Harrison says 
he feels all non-defense users 
should be treated alike. If NPA 
sticks to Harrison’s policy, that 
means there will be no end-use 
limitations on materials—once a 
firm has a quota, it will be able to 
make what it pleases. 

* ~ * 

Federal Communications Com- 
mission ducked out last week on 
a special meeting, scheduled to 
take up the future of FM. For 
weeks, the commission has had a 
special staff study reporting that 
FM is in danger of collapsing un- 
less “something” is done. But the 
“something”—a series of commis- 
sion policy decisions designed to 
force all broadcasters to change 
over to FM—would be as contro- 
versial as the color TV decision. 
Staff members say AM broadcast- 
ers, who went into FM on the as- 
sumption that all radio would 
eventually be FM, are deciding 
that day will never come and are 
turning in licenses. They say FM 
won’t get “off the ground” unless 
FCC sets a deadline for “‘change- 
over.” 

* 2 e 

Retailers’ concern about a pro- 
posed addition to Regulation W 
which would have placed restric- 
tions on down payments and in- 
stalment terms on small appliances 
—ranging from $10 to $50 in cost 
—was premature. The restrictions 
were considered, and Federal Re- 
serve banks were queried for their 
opinions, with the result that some 
discussion of the proposed regula- 
tions got into print. But the region- 
al banks opposed: the restrictions, 


and the whole idea has been 
scrapped. 
NBC Elects Carleton Smith 


Carleton D. Smith, director of 
TV operations for National Broad- 
casting Co., has been elected to the 
newly created position of vice- 
president in charge of station re- 
lations by the board of directors. 
He will be in charge of station re- 
lations activities for both the radio 
and television networks. Recom- 
mendation for Mr. Smith’s new ap- 
pointment was made at the No- 
vember board of directors meet- 
ing (AA, Oct. 23). 
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“Advertising Age 


is a great help in 


Says 


“I doubt if I have read a single issue of Advertising Age without 
finding in it something I could put to immediate use. Your publica- 


tion goes far beyond the ‘how-to-do-it’ phases. Its frank, objective 


channeling creative effort” 


ROBERT T. HERZ 


Director of Advertising & Promotion 
BANKERS LIFE & CASUALTY COMPANY 


reporting of who is doing what and why and how, and what results 


are being achieved, has been a great help in channeling creative 
effort in its application. We are users of almost all forms of ad- 


vertising and are as much interested in the graphic arts and me- 


chanical considerations as in copy, research or 
marketing angles. So your weekly symposium 
on all these subjects is usually well mutilated 
before it is passed on.” 


ROBERT T. HERZ When Robert T. Herz was fresh out of the University 
of Wisconsin, he came under the wing of Homer Buckley, D.M.A.A. founder 
and long the No. 1 man of direct mail. Says Mr. Buckley: “I have been asso- 
ciated with a lot of excellent letter writers during my 40 years in direct mail— 
and right at the very top is Bob Herz.” 


Mr. Herz left the vice-presidency of Buckley-Dement in 1942 to sign up as a 
privaté and go overseas for his second World War. When he came back (as 
a captain), he joined the Bankers Life & Casualty Company. In 1945 premium 


income for the company was less than $1,000,000. By 1949 it topped $20,000,- 
000. This year it will reach $30,000,000. During the period, Mr. Herz au- 
thored one particular sales letter which probably sets some kind of an all-time 
record: More than 25,000,000 were used before it finally wore itself out. 
Beyond securing more than 100,000 appointments a month for the company’s 
agents, Mr. Herz took his master’s degree at the University of Chicago, goes 
on duty each month with the Air Reserve, and takes an active part in the com- 
munity affairs of a 225-apartment project. He also finds time for golf, tennis 
and handball. 
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Make Use of Emotions That TV Pictures 
Can Arouse, Betzer Tells Ad Workshop 


Cuicaco, Nov. 7—‘Pictures are 
an emotional medium—and when 
dealing with pictures on the TV 
screen, we should make use of the 
emotions they can arouse,” Joseph 
G. Betzer, director of film planning 
for Sarra Inc., film producer, told 
members of the Advertising Work- 
shop here last night. The Work- 
shop is co-sponsored by the Chi- 
cago Federated Advertising Club 
and the Women’s Advertising Club 
of Chicago. 

“It’s still true that we sell by 
appealing to the basic emotions— 
love, hate, fear, anger and so on,” 
Mr. Betzer pointed out, “and we 
must remember what emotions we 
are trying to arouse and let the 
picture stem from them.” 


a Developing the theme, “How to 
Sell on TV,” Mr. Betzer offered the 
following formula for a successful 
TV film commercial: 

1. An opening to catch initial in- 
terest—by means of stop motion, 
animation or human interest ap- 


2. The center portion of live ac- 
tion photography to “sock home” 
the realism of the product. 

3. “Secondary appeal” created by 
a jingle, song or other device that 
the audience can remember. 

“Words are secondary; pictures 
are all-important in creating sell- 
ing messages for TV,” Mr. Betzer 
stated. “The cleverest phrase on 
the sound track can be lost by a 
cough in the living room, but a 
compelling scene will catch and 
hold audience interest,” he added. 
“Remember—the impact of just 
one scene can do your selling for 
you.” 

Mr. Betzer also pointed out that 
small advertisers have the same 
advantage on TV as do large ad- 
vertisers because during the time 
a message is on the screen, that 
message has “preferred position.” 


s “For this reason, the treatment— 
the way in which the TV message 
is handled—is very important,” he 
said. “Interest is a chief job of the 
creative people who work on each 
TV selling message.” 

Television is changing our social 
habits, he noted, and called it “the 
greatest unifying source in the 
home since the pot-belly stove.” 


__MEMO )) Z 


Mail order copy pays off in the 
V.F.W. Magazine. Scores of un- 


solicited advertiser testimonials, 
and scores of repeat ad accounts, 


tell the significant story better than 


charts and surveys. 
When keyed copy pulls like this, 


you can't ask for better proof of 


readership that produces over-the- 


counter sales for your dealers. 


WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


V.F.W, macazne 


(Formerly Foreign Service) 


Dan B. Jesse, Jr. & Associates, Inc. 
Advertising Directors 


10 East 43rd St., New York 17, N.Y. 


The talk was illustrated with TV 


film commercials produced by the | 


New York, Chicago and Hollywood 
studios of Sarra Inc., including the 
film opening for the Lucky Strike 
Hit Parade on TV, and commer- 
cials for Nash, A&P, Toastmaster, 
Blatz, Woman’s Day, Armour, Uni- 
versal Gas Range, Chrysler and 
others. 


Plans Youth Magazine 


The first issue of Mark Trail, 
new magazine for boys in the 9-17 
year age group, is scheduled for 
publication late in January. J. C. 
Cornelius, executive vice-presi- 
dent of Batten, Barton, Durstine & 
Osborn, Minneapolis, Ted Kesting, 
editor of Sports Afield, and Ed 
Dodd, creator of the Mark Trail 
comic strip, are the principals on 
the publication which is planned 
as a composite Life, Saturday Eve- 
ning Post and Popular Mechanics, 
with the younger audience slant 


throughout. The magazine plans 
to appear quarterly at first, but 
will go monthly if demand war- 
rants. 


Hershey Appoints Wentz 


John D. Wentz has been named 
general sales manager of the 
Motorstokor division of Hershey 
Machine & Foundry Co., Manheim, 
Pa. He formerly held sales and 
advertising positions with N. W. 
Ayer & Son, Willson Products, 
Reading, Pa., and Tanis Co., Phil- 
adelphia. 
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MacDonald to Boston for 
‘Time’; Redpath Promoted 


Donald MacDonald, formerly ad- 
vertising manager of Life’s St. 
Louis office, has been appointed 
manager of the Boston advertising 
office of Time, succeeding William 
McDonald. 

Effective Dec. 1, Frederick L, 
Redpath of Life’s Boston office re- 
places Mr. MacDonald as St. Louis 
manager for Life. He will be re. 

laced in the Boston office for Life 
oe J. Dukes Wooters from the New 
York office. 


————___ 
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Ohio Newsprint Plant . 
Bough by Lesavoy 

The Newark, O., newsprint plant 
formerly operated by the Gran- 
ville Paper Co., closed for the past 
year and a half, has been pur- 
chased by Lawrence Lesavoy, 
president of the Swedish American 
Pulp Corp. and of the Rayon Corp. 
of America. 

In announcing the purchase, Mr. 
Lesavoy said that in about a month 
the mill will have a production of 
100 tons of newsprint daily and 
that ultimately it will have a 


capacity of 300 tons a day. Mr. Le- 
Savoy said that he intends to con- 
centrate on the expansion of his 
pulp and paper interests. 


Promotes Eisenhardt 


Charles H. Eisenhardt has been 
appointed manager of the electri- 
cal products sales division of 
American Steel & Wire Co., Cleve- 
land, a subsidiary of United States 
Steel. Mr. Eisenhardt, who had 
been assistant manager of the divi- 
sion since 1944, succeeds T. F. 
Peterson, resigned. 


Window Display Medium to Be Promoted 


New York, Nov. 9—A group of 
eastern display companies this 
week began a campaign of adver- 
tising and promotion to point out 
to manufacturers the efficiency of 
professional window installation. 

David Piel, advertising and mer- 
chandising consultant who is 
handling the campaign, says the 
group hopes to have 300 members 
(approximately all the top com- 
panies in the window installation 


business) by the end of 1951. 

The group hopes to raise adver- 
tising’s regard for the window in- 
stallation company through the 
campaign, and so reenforce instal- 
lation’s status as an advertising 
medium. 


a The campaign, to run in busi- 
ness papers, points out that hit-or- 
miss installation methods result in 
fantastic waste of display material, 


has the Farm Editor 
we know 864577“ 


a 


-SAY IOWA’S TOP FARM FAMILIES 


paint 


A recent, independent survey conduct- 
ed by Publication Research Service 
proves that Jim Russell, Editor of the IOWA 
FARM and HOME REGISTER, is best known by 
lowa farm folks of all lowa farm paper editors. 


You can learn a great deal about a paper by the popularity of the editor 
among the people he edits for. 

Among Iowa farm families, the IOWA FARM and HOME REGISTER editor 
rates highest of any. Good reasons, too! Raised on an Iowa farm, he knows well the 
business of lowa farming. He has nearly 25 years of farm editing experience, has spoken 
before hundreds of Iowa farm meetings, served as Deputy Food Administrator during 
World War II, has traveled widely in this country and abroad, studying, analyzing 


your ads are BEST READ in 
IOWA FARM AND HOME REGISTER 
Des Moines 4, lowa 


Reaches MORE rural lowa families than 
any other farm magazine or newspaper. 


Represented by: 
Osborn, Scolaro, Meeker and Scott 


New York, Chicago, Detroit, Philadelphia 


Doyle & Hawley 
Los Angeles, San Francisco 


COCCOHCSCSCESHEOSEHESEHEESEHEHESEHEEEEEHEHEHHEHEEEHEED Ow, 


and reporting agricultural news of importance to lowa farm families. He is recognized 
nationally as a spokesman for midwest agriculture. 

That’s why the IOWA FARM and HOME REGISTER is unique for its 
practical, quick-to-the-point, timely articles—for the Iowa farm and home. It’s another 
reason why over 253,000 rural Iowa families eagerly read and retain the IOWA FARM 
and HOME REGISTER. Delivered the first Sunday of every month, and twice in August, 
as a regular feature of the Des Moines Sunday Register—total circulation 540,000. 

See the results of new survey, proving editor popularity... and the higher reader- 
ship and longevity of the IOWA FARM and HOME REGISTER. Phone or write. 
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and emphasizes the sales increases 
registered when proper window 
displays are used. 

The original advertisement is 
signed by eight display companies; 
the second will be signed by 11, 
and Mr. Piel hopes to have 120 
companies supporting the drive by 
the end of the year. 


T F Club Gets Billingsley 


Allen L. Billingsley, president 
of Fuller & Smith & Ross, Cleve- 
land, will be guest speaker at a 
luncheon meeting of the T F Club 
of Chicago, an organization for 
business paper advertising sales- 
men, on Nov. 20 at the St. Clair 
Hotel. The topic of his speech will 
be “The Gulf Between Advertising 
Agencies and Publication Men.” 


Will Air Baseball Games 


WXEL, Cleveland, will again 
carry the entire home schedule of 
the Cleveland Indian’s 77 baseball 
games during the 1951 season. It 
is expected that several out of 
town games will be telecast, in- 
cluding the season opener in De- 
troit. The games will be sponsored 
by Leisy Brewing Co. 


Find the 
hidden customers 


See? There are 7 faces in this pic- 
ture. Shouldn’t surprise you. You 
find good customers in almost all 
of America’s 45 million homes. 


But in some homes you find better- 
than-good customers. The easiest 
way to visit all those homes is via 
House BEAUTIFUL. 


House BeauTiIFUL has singled 
out this group of 570,000 better- 
than-good American households by 
a very simple method. All our edi- 
torial material is directed to people 
who want to better their homes. .. 
better their living. House Beau- 
TIFUL concentrates on principles 
of designing, building, and furnish- 
ing homes people will be genuinely 
satisfied to live in. For keeps. 


Water finds its own level. House 
BEAUTIFUL’sS found its own audi- 
ence. Held it. Watched it grow 
bigger every year. Today it num- 
bers 2,560,000* regular readers, in- 
cluding 50,000 subscribers in the 
retail trades. All of them are ready 
to buy fine home products like 
yours. What are you waiting for? 


*4.5 readers per copy, according to publisher’s surveys 


House Beautiful 
the magazine that sells 


both sides of the counter 
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Packard Expands Dealer Advisory Group 


Detroit, Nov. 8—Packard Motor 
Car Co. has become first in the 
automotive industry to place mem- 
bership in its dealer advisory 
council on a completely elective 
basis. 

Karl M. Greiner, vice-president 
and general sales manager, in an- 
nouncing what he called “this new 
step forward in dealer-factory re- 


Cate fie io Me on are a 
SS RUBBER CEMENT co. 
SION MICHIGAN Ave CHICAGO ILL DLPTA 
(OAC PLETE LINE OF ARTIS 7S AAATE RIALS 


lations,” also disclosed that coun- 
cil membership is being increased 
to 18 dealers compared with the 
previous appointive group of nine. 

“This pioneer move by Packard 
signals a new era in dealer-factory 
relationships,” he declared. 

Under the new setup, he ex- 
plained, dealers in each of Pack- 
ard’s major zones in the U. S. 
name one of their number to the 
council. In addition, the company’s 
Canadian dealers elect one repre- 
sentative. 


a He emphasized that “the highly 
successful procedure of past ad- 
visory dealer council meetings will 
continue to be followed.” These 
include concentration on matters 


of policy and personal attendance 
of top factory executives as re- 
quired by subjects under discus- 
sion, Outside the scope of policy, 
individual dealer problems will, as 
before, be handled at the zone 
office level. 

Mr. Greiner noted that more than 
90% of the recommendations made 
by the Packard dealer advisory 
council since its establishment in 
June, 1945, are either now in ef- 
fect or under future development. 


Appoints Cohen Agency 

Chattanooga Medicine Co. has 
appointed Harry B. Cohen Adver- 
tising, New York, to handle its 
Black-Draught laxative products, 
effective Jan. 1. Newspapers and 
spot radio will be used. Nelson 
Chesman Co., Chattanooga, is the 
previous agency. 
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Fawcett Issues Second Study of Male 
Influence on Consumer Purchasing 


New York, Nov. 8—Two years 
ago, Fawcett Publications pro- 
duced a study for True magazine 
on “Male vs. Female Influence in 
Buying and in Brand Selection,” 
which helped restore the male 
animal to an important place in 
the buying sun. 

Pleased with the reception ac- 
corded the original study by adver- 
tisers and agency men, Fawcett 
now has issued a second report for 
True, containing data on additional 
commodity classifications. 

The new study, incidentally, is 


How do you reach your markets? 


by SHOTGUN method 7 


ng 


by RIFLE method ? 


No other major medium enables you to aim your advertising at your markets with such 
efficiency as Spot Movie Commercials. Consider! From the 14,750 theatres available to you across 
the country in almost all markets, you can select the theatres you want, one by one, 

enabling you to aim your advertising at any specific community ... even at any neighborhood! 


Spot Movie Commercials give you other remarkable advantages: 


Virtually 100% of selected movie audiences see and hear your film. They are completely 
absorbed with your sight-sound-action, product-demonstration story. 


Spot Movie Commercials enable you to get across product “demonstrations” at a 
very reasonable cost per viewer. 


If you wish, we will prepare theatre coverage plans for you or your agency without cost 
or obligation. Write, wire, or phone our nearest office for complete information, 
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based on a slightly modified tech- 
nique, in order to eliminate the 
criticism that answers might con- 
tain a bias. In the earlier survey, 
Fawcett invited family members 
to compare their questionnaires, 
after each member of the family 
had filled one out. 


ws To determine if the presence of 
the husband affected the answers 
of the wife, or vice versa, the sam- 
ple used in the second study was 
divided into three parts—families 
in which both the husband and 
wife responded; families where the 
husband alone responded, and 
families where only the wife re- 
sponded. In almost all cases, an- 
swers from each group are paral- 
lel. 

For a wide range of products, 
Fawcett shows who originally de- 
cided on the make or brand and 
who made the last purchase. The 
data shows “husband,” “wife,” 
“both” and “other” classifications 
by percentages and in graph form. 

Data is based on 1,503 responses, 
about one-third of which were 
compiled from personal interviews 
conducted by interviewers among 
non-respondents to the mail ap- 
proach. 

As might be expected, 76.6% of 
the men decided on the make or 
brand of the hat that they wear, 
65.6% of the men decided on the 


make of suit purchased most re- 


cently, and 80.2% of the men de- 
cided on the brand of shoes pur- 
chased. 


a In slightly more than 61% of 
the purchases, men decided on the 
make of car. Husband and wife to- 
gether decided on the make in 
30.5% of the cases and the wife 
made the decision in 4.2% of the 
purchases. (The remaining 4.1% 
falls in the “other” classification.) 

On purchases of video sets, men 
decided on the make in 45.4% of 
the cases, husband and wife in 
38.1% of the purchases and the 
wife made the decision in 7.6% of 
the purchases. 

Asked who decided that there 
was a need for life insurance, the 
respondents said the husband, in 
34.1% of the cases; the wife, 11.9%, 
and a joint decision was made in 
52.8% of the families. 

In selecting a home, the husband 
was most influential in 17.6% of 
the purchases; the wife in 21.2% 
of the cases, and 53.1% of the re- 
spondents said that the decision 
was made jointly. 

Copies of the complete report 
are available from the promotion 
department of True, 67 W. 44th 
St., New York 18. 


Station KFPW to Be Sold 


KFPW, Fort Smith, Ark., owned 
and operated by Southwestern Ho- 
tel Co., has been sold to a group 
of Oklahomans, who also operate 
KTUL, Tulsa, and KOMA, Okla- 
homa City. The sale is subject to 
FCC approval. Mrs. John A. Eng- 
land is president of KFPW. John T. 
Griffin and James C. Leake are 
members of the group. John Esau, 
vice-president and general man- 
ager of KTUL, will supervise op- 
erations. 


Sauers Named Sales Manager’ 


Leslie A. Sauers, national field 
sales manager for the Pepsodent 
division of Lever Bros. Co. since 
1946 and a member of the company 
since 1928, has been appointed na- 
tional chain drug sales manager of 
the division. 


Fleck Joins Houston Agency 


Ward Fleck, formerly in the pro- 
motion and special features de- 
partments of the Citizen Newspa- 
pers, has joined Greer, Hawkins & 
Allen, Houston, as an account ex- 
ecutive. 
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OPEN MY DOOR-SEE AND HEAR MY 
STORY OF WORKLESS WASHDAYS! 
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SPEAKER—One of four dealer promotions 
in its fall campaign is this talking Laun- 
dromat, which is being made available by 
Westinghouse Electric Appliance Division, 
Mansfield, O. Consisting of a Laundromat 
shell with film and voice built in, it tells 
the story of Laundromat operation when 
@ prospect opens the door. 


WW]. WWJ-TV Made 
Wholly Competitive 


Detroit, Nov. 8—To provide for 
more efficient operation, the De- 
troit 


separate and competitive organi- 
zations. 

Each will have its own admini- 
strative head, sales force and pro- 
gram personnel, operating under 
the over-all guidance of Harry 
Bannister, general manager of 
WWJ, WWJ-FM and WWJ-TV. 

Under the new setup, Willard E. 


Walbridge becomes manager of] ~ 


WWJ-TV. He has been assistant 
general manager of the combined 
facilities. 

Don DeGroot, who had headed 
public affairs, becomes manager 
of WWJ, and James Eberle, for- 
merly program director of WWJ- 
TV, becomes public affairs man- 
ager. Also, Kirk Knight, former 
TV announcer, becomes TV pro- 
gram director. Walter Koste be- 
comes TV production director. W. 
Norman Hawkins transfers from 
AM assistant sales manager to TV 
sales manager. 

Richard Spencer is new AM as- 
sistant sales manager. Former 
publicity manager William E. Lane 
shifts to the AM sales staff, and 
his former assistant, John R. Gnau, 
takes over the publicity office. 


s WWJ-TV has broken ground on 
a $1,000,000 studio which the sta- 
tion owners say will be one of the 
finest in the nation from a struc- 
tural and equipment standpoint. 
Devoted exclusively to televi- 
sion, the new unit will have a 
Street frontage of 150 x 130’. There 
will be no windows except for a 
glassed-in stairwell between the 
radio and TV studio buildings. A 
full basement will solve one of 
the problems of telecasting with 


TEST 


Metropolitan 


NEW 
YORK 


FOR 

: Send or call for the complete bulletin 
Metropolitan New York Test Market #1” 
Study the facts and you will find you can 
test a typical segment of Metropolitan 
New York, by testing BAYONNE, for 
only 9 cents a line . . . just peanuts com- 
pared with any other media giving the 
complete, concentrated coverage of 


THE BAYONNE TIMES 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 


News stations WWJ and|™ 
WWJ-TV have been divided into] ~ 


295 Madison Ave.,N.Y. © 4356. Michigan Ave., Chicago 


a large storage room for scenery, 
backdrops and other paraphernalia 
of the expanding industry. Sit- 
uated there also will be offices and 
talent rehearsing areas. 


IPI Moves Executive Offices 


International Printing Ink will 
move its executive offices, pur- 
chasing, accounting and promo- 
tion departments on Nov. 17 to the 
Fawcett Bldg., 67 W. 44th St., New 
York 18. The eastern district and 
service branch will remain at 636 
lith Ave. 


‘Steel’ Shifts Poland 


William L. Poland, advertising 
sales representative in the Ohio- 
Michigan territory for Steel, pub- 
lished by Penton Publishing Co., 
Cleveland, has been named repre- 
sentative in the Chicago territory. 


Palmer to Potts-Turnbull 


Robert D. Palmer, formerly exe- 
cutive director of the Kansas City 
Apparel Assn., has been appointed 
director of merchandising and 
marketing of Potts-Turnbull Ad- 


vertising Co., Kansas City, Mo. 


Appoints Hoffman & York 


Bolens Products division of Food 
Machinery & Chemical Corp., Port 
Washington, Wis., garden tractors 
and attachments, has appointed 
Hoffman & York, Milwaukee, as 
its agency. Magazines, farm papers 
and trade publications will be used. 


Joins Hill & Knowlton 


James Cassidy, formerly public 
relations director of Crosley 
Broadcasting Corp., Cincinnati, has 
joined Hill & Knowlton, New York, 


public relations. 


James I). Woolf 


Advertising 
Consultant 


Inquiries invited from 
advertisers and agencies 
Santa Fe, N. M. 


O.K., Kay!.. that’s Ad enough! 
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RADIO-TELEVISION STATIONS WFAA-TV * TEXAS ALMANAC 
CRESMER & WOODWARD, INC., Representatives © New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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-PHOTOGRAPHIC REVIEW 


OF THE WEEK 


TESTIMONIAL—Paul G. Hoffman (third from right), former ECA 
administrator, was cited by the Advertising Council at dinner 
given in New York for “historic service to his country and 
the free world in a time of crisis.” With Mr. Hoffman, left to 
right: Charles G. Mortimer Jr., vice-president, General Foods 
Corp. and chairman of the council planning committee; Louis 


Wruar M 


AN 


wnt cheats of ery pert pide eee 
PUB 995 teecings 1 serch chomp. onten . 
FV dn 396 Bets whos Pettoret me On the Some Meme 


LURE—This spread is part of a 14-page offering of Christmas 
gift suggestions placed by Lord & Taylor in the Nov. 1 issue of 


ey 


N. Brockway, executive vice-president, Young & Rubicam, council 
director; Theodore S. Repplier, council president; Clarence 
Francis, chairman of General Foods and member of the in- 
dustries advisory committee; Mr. Hoffman; Roy E. Larsen, 
president, Time Inc., and Harold B. Thomas, board members 
of the council. 
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Vogue. Center editorial-style copy in each spread is flanked by 
various size copy blocks. 
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SALES PROMOTION MARTYR—Elliot Rose, sales manager of Key Zipper Co, 

New York, was arrested recently for causing terrific traffic congestion outside 

Hotel McAlpin when he tossed 1,000 $1 bills snagged in the teeth of his company’s 

new stick-proof zipper from a window of the hotel as a publicity and sales 
promotion stunt for the new product. 


POINT OF SALE—A plaster figure representing the trade character of Tappan Stove 

Co., Mansfield, O., points to the selling message in this illuminated display, which 

is a Specialine made by Neon Products Inc., Lima. The Plexiglas face of the clock has 
the message fused into its surface, and the base of the unit is natural wood. i 


10TH DISTRICT LEADERS—Shown at Amarillo convention of the 10th District, Ad- 

vertising Federation of America, held in October, are newly elected officers. Left 

to right, Curtis Taulbee, R. E. Cox Department Store, Fort Worth, second lieuten- 

ant governor; A. B. Penny, Humble Oil & Refining Co., Houston, governor; 

Dale C. Rogers, Mid-Continent Petroleum Corp., Tulsa, Ist lieutenant governor; 

and Tom McHale, Dallas Magazine, Dallas, executive secretary. They are posed in 
front of campaign portrait of Mr. Taulbee. 


‘PHILADELPHIA STORY’—Historic Philadelphia scenes, taken from magazine ads 
for Philadelphia blended whisky, have been used in the redecoration plan for 
the Poor Richard Club, Philadelphia. Comparing the mural with the original ad 
is James J. D. Spillan, president of Poor Richard and executive vice-president of 
Benjamin Eshli Co. Behind him are L. J. Gunson, president of Continental Dis- 
tilling Corp., and R. Robert Smith, director of advertising, merchandising and sales 
promotion for Publicker Industries. 


DALLAS MEETING—At a Dallas Advertising League gathering, 
Amon Carter is shown introducing Gilbert Hodges, former New 
York Sun executive and now with Wall Street Journal (at Mr. 
Carter's right, bow tie). Enjoying the Fort Worth Star-Telegram 
publisher's salty digs at Dallas are (left to right) E. M. (Ted) 


Dealey, publisher, Dallas News; John W. Carpenter, chairman, 
Texas Power and Light Co. and president of Dallas Chamber of 
Commerce; Mr. Hodges; and Jim Floyd, advertising director 
of Lone Star Gas Co. and Ist vice-president of the Dalles 
Advertising League. 
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x How effective can your advertising at the point-of-sale be? Look 
at these current examples from the creative department and presses of 


CHICAGO SHOW. These displays are at work right now—selling mer- 
chandise—getting that extra advertising value which results when sound 
thinking sparks sales-getting ideas. Our business is strictly Advertising 
at the Point-of-Sale. We think we can show you something extra in point- 
of-sale promotion. May we talk to you? Chicago Show Printing Co., 
2640 N. Kildare, Chicago 39; 400 Madison Ave., New York; Offices in 


Principal Cities. 


0S EA MME eG 


a GENERAL QD ELECTRIC 


a 


This Mystik DUO SIGN is designed for the store front 
door. Printed on two sides, its message shows both 


ways through the glass. Self-Stik MyYSTIK gets 
... easily and quickly! 


Jewel Food Stores excited lots of interest—and 


upped sales—with these Mystik (Self-Stik!) 


Prints. The foot prints, bearing quick sales pointers, 
led in the front door and up to every department 


where special items were featured. 


All the smooth, lively action of the ice skating rink is 
captured in this colorful animated Shell window dis- 
play. The penguin in the foreground skates back and 
forth to catch the eye and focus it on the sales message. 


Quaker State tells at a glance—in a story-telling 


picture—the importance of changing to winter 
real stopper for the service station curb sign! 


REPRESENTATIVES: A few choice territories still available. Write for information. 
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Point of Purchase 
Session, Display 
Set for Chicago 


Cuicaco, Nov. 8—A full-scale 
demonstration and discussion of 
point of purchase advertising will 
take place at the Morrison Hotel 
here Wednesday, Nov. 15, when 
the Chicago Federated Advertising 
Club will sponsor a program de- 
veloped by the Point of Purchase 
Advertising Institute. 

The luncheon, to be held in the 
Cascade room at the Morrison, will 
feature a showing of the recently 
completed institute sound-slide 
film, “Point of Purchase Advertis- 


OF LONG LIFE’ 
FOR QUANTITY BUVERS 
THE ARTKRAFT® SIGN CO. 


Division 
Ry agg meng Foe yy 
900 Kibby St. Lime, USA 


ing,” and a talk by Carl V. Hae-| 
cker, RCA Victor, Camden, N. J.,| 
a director of Popai. 

Open to luncheon guests and al- 
so in the afternoon will be an am-| 
bitious display of recent window | 
and counter displays produced by| 
Popai members, including litho-| 
graphed material, plastics, met- 
als, plywood, wire, plexiglass, mo- 
tion displays and sound and illu- 
minated displays. 

The program has been develop- 
ed by a committee composed of H. 
E. Zipprodt, Zipprodt Inc., western 
vice-president of Popai; Paul Go- 
dell, Arvey Corp.; Don Ozmun, 
Chicago Cardboard Co.; and J. K. 
Gould, executive secretary of Pop- 
ai. 


Sets s Date for Tea Week 


Tea Bureau Inc., New York, has 
announced that National Turn to 
Tea Week will be celebrated Jan. 
22-28. Ads and publicity for Jan- 
uary will mention the week, and 
200 well known Americans who 
have turned to tea will be used 


the group will sp in cti 


PLAN P-O-P SESSION—Midwestern members of Poirt of Purchase 
Advertising Institute gathered to plan the special session which 
i with the Chicago Federated 
Advertising Club Nov. 15. L to r, around outside of table are 
Arthur A. Johnsen, Mandell Mfg. Co.; H. E. Fisk, McCandlish 
Lithograph Corp.; E. David Zipprodt and Robert J. Watt, Zipp- 
rodt Inc.; M. T. Greene and Elmer W. Framberg, Chicago Card- 
board Co.; Donald C. Ozmun, Chicago Cardboard Co.; J. K. 
Gould, executive secretary, Point of Purchase Advertising In- 
stitute; Herbert E. Zipprodt, Zipprodt Inc.; Paul Godell, Arvey 
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Corp.; W. L. Stensgaard, W. L. Stensgaard & Associates; Wil. 
lard Rapp, Meyercord Co.; Robert Potter, J. M. Hickerson Ine; 
Ralph Boyer, Meyercord Co.; and William G. Appel, Price Bros, 
Inc. In the inner circle, | to r, are Earle H. Glende, Mandell; A, j, 
Borre, Magill-Weinsheimer Co.; John W. Cole, Thomas A. Schutz 
Co.; D. B. Ozmun, Chicago Cardboard Co.; Edward S. Mans. 
field and Arthur Mertz, Advertising Age; Charles Barosay, Ket. 
terlinus Lithograph Mfg. Co.; and Karl Oelke, U. S. Printing & 
Lithographing Co. A noon meeting will be followed by an after. 
noon display of unusual material. 


in feature stories, mat and photo 
coverage and in trade publication 
articles. Leo Burnett Co., Chicago, 
handles the account. 


Don't miss the luncheon meeting and ex- 
hibits presented jointly by the Chicago 
Federated Advertising Club and the Point- 
of-Purchase Advertising Institute on No- 
vember 15th at the Morrison Hotel in 


Chicago. 


Remember! ... A typical 


lithographed win- 


dow display in full color, professionally 
installed, gives you circulation costing 
only 41.1¢ per thousand in cities over 
25,000 population.* See samples of typi- 
cal displays at this meeting. 


“Report of the Advertising Research Founda- 
tion for the A.N.A. and A.A.A.A. 


LITHOGRAPHED 


Call, write, or wire for further information 
regarding this November 15th meeting. 


DISPLAYS 


6 NORTH MICHIGAN AVENUE + CHICAGO 2, ILLINOIS + FRanklin 2-9440 


Sales of Stag Beer in Quart Bottles Upped 
500% in July by Concentrated Ad Campaign 


Sr. Louis, Nov. 8—By concen- 
trating all of its advertising and 
merchandising efforts during July 
and August on one-way quart 
bottles of Stag beer, Griesedieck 
Western Brewery Co. increased 
Stag quart sales by nearly 500% 
in July alone, according to sales 
figures released last week by the 
St. Louis Star-Times. August sales 
figures have not yet been released. 

Using the slogan “Biggest Bar- 
gain in a Bottle,” the brewery di- 
rected all of its newspaper, out- 
door, radio, television and direct 
mail advertising, plus intense mer- 
chandising activity, towards pro- 
moting the sale of Stag beer in 
quart bottles. 

The brewery also reports that 
its entire packaged beer business 
for Stag was aided by the promo- 
tion, with figures for July show- 
ing that Stag did more than 43% 
of all the beer business in St. Louis 
County during the month. 


e The same program was con- 
ducted with similar success 
throughout the entire 12-state area 
in which Stag is distributed, ac- 
cording to Fred V. L. Smith, vice- 
president and director of market- 
ing. He reported that distributors 
found retailers more than willing 


| to cooperate with product displays 


because of the all-out advertising 
activity focused on quart bottles 


for the full four-week period. 

Point of sale display material 
included a jumbo facsimile of a 
quart bottle, die cut to permit in- 
sertion and display of the bottle 
itself. In addition, the brewery 
provided distributors with a special 
bottle topper and price card. 

Outdoor posters and newspaper 
advertising featured a frosty quart 
bottle of Stag and five glasses of 
beer. Special radio and TV com- 
mercials and a series of direct mail 
pieces also were used to promote 
the “biggest bargain in a bottle” 
theme. 

Maxon Inc., Chicago, 
the Stag beer account. 


handles 


Leonard & Baker to Metcalf 


Leonard & Baker, Taunton, 
Mass., a division of Welch Indus- 
tries, has named George T. Met- 
calf Co., Providence, to handle its 
advertising and sales promotion in 
1951. Plans call for promotion of 
Fairmount, Barstow and Glen- 
dale stoves. Trade publications, 
direct mail and point of sale and 
— dealer tie-in material will be 
used. 


Brauer Opens Art Service 
Fred J. Brauer has resigned as 


art director of Charles E. Cooper 
|Inc., to establish his own service 
| for design, art direction and con- 
sultation at 270 Park Ave., New 
' York. 


America’s finest 


FRanklin 2-5854 


photoengraving plant 


Collins, Miller & 


Hutchings iwc. 
207 North Michigan, Chicago 
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Adman Jacobs Becomes ‘King of Omaha’ 
as Community Chest Goes Over the Top 


OMAHA, Nov. 8—There is no 
question that if Morris E. Jacobs, 
president of Bozell & Jacobs Ad- 
yertising Agency, had been run- 
ning for office in yesterday’s elec- 
tion he would have pulled a terrif- 


The reason was simple: As 
chairman of the 1950 Community 
Chest drive, Mr. Jacobs had gar- 
nered $64,000 more than the organ- 
ization’s quota—the first time in 
six years that the quota had been 
met. Mr. Jacobs had done it “by 


CROWNED—Morris E. Jacobs wears the 

crown he earned by putting Omaha's 

Community Chest drive well over the top 

after half a dozen years in which the 
goal was not met. 


planning it like an advertising 
campaign.” (In Minneapolis, too, 
the Hennepin County Community 
Chest was happy because it had 
topped its quota for the first time 
since 1945, under the chairmanship 
of Joyce Swan, v.p. of the Minne- 
apolis Tribune.) 


a The Omaha World Herald was 
almost lyrical about Mr. Jacobs’ 
accomplishment. In a front-page 
story, it said: 

“The Community Chest was 
running over with money Wednes- 
day, for the first time in six years, 
and for only the tenth time in its 
28-year history. 

“Already, $978,764 has been 
pledged for 1951, compared with a 
quota of $914,518. 

“As auditors riffled through 
Stacks of pledge cards and weary 
solicitors rested their feet, one 
man could take deep personal sat- 
isfaction from the victory. 

“He is Morris Jacobs, the Little 
Dynamo, the Planner, the Huck- 
ster, the City Mission boy who 
made good.. 


a “This was the advertising man, 
53 years old, 5’634” and 167 pounds 
of agitation, on the morning after 
his victory, seated beside a huge 
bouquet of roses provided by his 
employes: 

“*T just planned it like an adver- 
tising campaign. We studied the 
market to find out the weak points. 
We came up with a chart that 
showed the Omaha business index 
at 260 compared to 100 in 1936-39, 
while the Chest gift index was 
only 140. 

“*We found one man who had 
given the same $300 for 18 straight 
years, and others like him. It was 
Obvious there was too much pas- 
sivity... 

“*We decided to shock them out 
of their lethargy with strong slo- 
gans: “Love Costs More Money.” 
We had to draw up a formula that 
would dramatize to people their 
Own increased ability to give... 


s “‘Because people were asking, 
“Who needs charity these days?” 
I decided to stress the importance 
of character-building agencies. 
““T decided after some delibera- 


deliberation—to use my own life 
story. My folks were able to feed 
me, but not a lot more. I lived 
down in the old third ward, and 
we were a rough bunch. But the 
first place I ever touched a good 
book was at the City Mission. 
That’s a Community Chest agency 
now. 

“‘A real estate man paid my 
way in the YMCA for the first 
year, and I went there for years 
before I ever gave them a quarter. 
That’s a Chest agency now. With- 
out them, I might not have 
amounted to much. : 

“*We made some people mad. 
One of my old hands told me he 
aged five years the first time I 
pulled that “no more dollar giv- 
ing.” I had a call from a woman in 
Dundee who claimed a solicitor 
had been too aggressive, and I 
told her I wished all my solicitors 
were as aggressive.’” 

Editorially, the World Herald 


said that the spiritual effect upon 
the community of everyone work- 
ing together for a good cause was 
even more important than the 
money. 

When his fellow Community 
Chest workers put a crown on 
Morris Jacobs’ head at a “victory” 
celebration, they weren’t really 
kidding. 


Hines to Radio Cincinnati 


William B. Hines, formerly dis- 
trict sales manager of Toledo 
Scale Co., has been appointed sales 
promotion manager of Radio Cin- 
cinnati Inc., operator of WKRC- 
AM, WKRC-FM and WKRC-TV. 
He will take over many of the 
duties of Joel Stovall, who was 
recently made sales manager of 
WKRC 


Bauer Promotes Officers 


Adrian Bauer, president, has 
been made chairman of the board 
of Adrian Bauer Advertising 
Agency, Philadelphia. Alan R. 
Tripp, senior vice-president and 
secretary, has been named presi- 
dent. 


Grocery Test Sales 
Surveyed by ‘Green 
Bay Press-Gazette’ 


GREEN Bay, Wis., Nov. 8—A 
series of surveys to provide an 
accurate check on sales of grocery 
brands using Green Bay for test 
campaigns are being conducted 
here by the Green Bay Press-Ga- 
zette for advertisers and agencies. 

Eighteen out of a total of 169 
retail grocery stores operating in 
the city zone comprise the paper’s 
basic panel, which includes a rep- 
resentative breakdown of’ inde- 
pendent service stores, inde- 
pendent supermarkets and region- 
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al chains. When required, the basic 
panel can be augmented with ad- 
ditional food outlets in the three 
classifications, 


@ Sales are determined by a 
weekly check of shelf and back- 
room stock, plus an invoice audit 
to determine replacement mer- 
chandise. Information on weekly 
sales of brands being tested, as 
well as competitive brands, is usu- 
ally available within 48 hours 
after the survey is completed. 

Full cost of assembling and com- 
puting the data is born by the 
Press-Gazette, which is offering 
the service as an inducement to 
produce more test market linage 
for the paper. 


ONE TO FULL COLOR WITH Phofo Gelatin 


BROADSIDES e CAR CARDS ¢ WINDOW DISPLAYS e POSTERS 


IRVING WOOLF & CO. 


CHICAGO: 35 $. DEARBORN ST 
LOS ANGELES*® 6769 LEXINGTON AVE 


tion—and brother, I mean a lot of 


N 


Simply remove protective cov- 
ering and press display in 
** until pur- 


place. ‘‘Stays put, 
Ay poser removed. 


— 


a 


WE DO NO PRINTING 
Your own printer will get KLEEN-STIK for you ‘ 


Exclusive with KLEEN-STIK 


IE spots 5 and ([sreirs [| 


Ideal for WINDOW POSTERS, WALL SIGNS, COUNTER STRIPS, ETC. 
A small Kleen-Stik spot in each corner or a thin strip down each 


side is all you need for perfect adhesion. 


Kleen-Stik'd pieces 


can be used on practically every surface — WINDOWS * WALLS 
* COUNTERS * SHELVES * SHOW CASES * REFRIGERATORS * 
CASH REGISTERS * TRUCK SIDES * BACK BAR MIRRORS 


KLEEN-STIK Not a glue, paste or cement, but 


a patented, permanently active adhesive applied to your printed 
pieces (over-all, spots or strips) that adheres to any smooth, clean 


surface when pressed in place. 


Make sure your next point-of-purchase piece is 
used. Kleen-Stik, the versatile moisture-less ad- 
hesive, not only “Gets It Up”... but KEEPS IT 
UP. Kleen-Stik adheres to any smooth, clean sur- 
face (metal, wood, glass or plastic) and is easily 
removed too! Whether placed on a cold refriger- 
ator or on a sun-beaten window, your Kleen-Stik’d 
display “stays put” until intentionally removed. 


KLEEN-STIK 


Wakes Every Place an 4dvertising Space! 


Send for ideas and FREE samrles today! 


Fill out and mail this coupon 
portfolio of 


for interestin 
samples and ideas. 


Shalit eeapentihiatteall 


KLEEN-STIK PRODUCTS, inc. 


225 N. MICHIGAN AVE. 


CHICAGO 1, ILLINOIS 
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SUCCESSFUL RUN—This Birds Eye poster in fluorescent color was printed in a 

100,000-poster test in the |. S. Berlin plant in Chicago. Holding it are (I. to r.) 

S.. J. Kukla and |. S. Berlin, vice-president and president of the lithographing 

plant; J. L. Switzer, v. p. of Switzer Brothers, and D. J. Terra, president, Lawter 
Chemicals. 


High-Speed Runs for Fluorescent 
Colors Developed by Switzer, Lawter 


CLEVELAND, Nov. 8—A method of 
high-speed machine printing of 
daylight fluorescent color posters 
has been developed by Switzer 
Brothers Inc. here, and Lawter 
Chemicals Inc., Chicago. 

First advertiser to benefit is 
General Foods Corp., for which 
100,000 Birds Eye frosted foods 
posters have been printed for store 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


Harve Ferill &- Company 
11 E.WALTON PLACE - CHICAGO 11 


use. The posters were lithographed 
in the I. S. Berlin plant in Chicago. 

Application of daylight fluores- 
cent inks previously has been 
limited to the screen method or 
brushing by hand, and small pro- 
duction runs. 

The full-scale run for General 
Foods was a test, and a highly 
successful one, according to Ronald 
Elliott, Switzer vice-president. The 
new inks will be sold to printers 
and lithographers under licenses 
issued by Switzer and Lawter. 


m Key to the process are special 
“bronzing” powders developed by 
the two companies. In the Birds 
Eye posters (which are 26x65” and 
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we add 


Message band (“JUST 
TELL THE MAN YOU 
WANT IMPERIAL") re- 
volves behind translu- 
cent illuminated cylin- 
der. Heat of light bulb 
against fin top revolves 
copy band . . . Motion 
without a motor! 


Our plastic ice-cakes warm up 
sales. Above display, in colors, 
measures 12°' x 13''. 


TO 3-DIMENSION PLASTIC 
Point-of-Purchase DISPLAYS 


Lighting and MOTION 


GOODMAN DISPLAYS 


are being used successfully by scores of the nation’s most 
capable merchandisers. (The quality of our clients is our best 
advertisement!) With GOODMAN 
Displays they achieve original 
designs and advertising that no 
eye can ignore—no mind can 
discard . . . Our idea-men would 
like to put their brains to work 
on your product! 


L. A. GOODMAN 
MANUFACTURING CO. 
145 W. 63rd St. Chicago 21 


Famous for plastic replicas of bottles, cans, 
and products . . . Write for illustrated brochure. 


HIMEST QUALITY by 
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partly in non-fluorescent colors), 
the non-fluorescent colors were 
first lithographed on a four-color 
press, then the entire sheet was 
coated with a spirit-type overprint 
varnish. A special printing size 
and the special new Day-Glo 
powders were next applied on a 
specially adapted lithographic 
press. 

Colors available at present are 
the fiery orange of the Birds Eye 
poster and neon red. One limita- 
tion on the use of the new develop- 
ment: The bronzing powders will 
“for the present” be limited to use 
on displays not required to with- 
stand more than seven days’ ex- 
posure to direct outdoor sunlight, 
or 14 days’ direct sunlight through 
a glass window. (Screen materials 
can be used in sunlight for 30-day 
outdoor showings.) 


s Switzer and Lawter have basic 
patents for daylight fluorescent 
materials. More than 2,000 silk 
screeners and printers already 
have been licensed to make such 
displays under the Day-Glo trade- 
mark of Switzer and Lawter. The 
two companies work with licensees 
to set up necessary facilities for 
using the materials. 

The bronzing powders are now 
available for trial quantities and 
will be in large-scale production 
by January. 

It is said the new method will 
make fluorescent colors available 
for long rung of point of sale dis- 
plays, magazine inserts, labels, di- 
réct mail pieces, catalogs, etc. 


Warner Schedules 
Diagonal Magazine 
Ads on Cagney Film 


New York, Nov. 8—Warner 
Bros. is trumpeting “The West 
Point Story,” starring Jimmy Cag- 
ney, via full-page ads and spreads 
in 25 magazines. The ads will ap- 
pear every three or four days 
between now and the year’s end. 

One version of the ads will run 
diagonally across two pages, inter- 
spersed with the magazine’s regu- 
lar editorial text material. In other 
publications the ads will run 
across the bottom half of two 
pages, with regular magazine text 
above it. In some magazines the 
ads will run in orthodox page 
space. 

Among the magazines are Amer- 
ican, Collier’s, Cosmopolitan, Good 
Housekeeping, Hit Parader, Life, 
Look, Modern Screen, Motion Pic- 
ture, Movieland, Movie Life, Movie 
Stars Parade, Movie Story, News- 
week, Photoplay, Popular Songs, 
Quick, Redbook, Screenland, Silver 
Screen, Song Hits, The Saturday 
Evening Post and Time. 

“The West Point Story” goes 
into national release on Thanks- 
giving Day. 

Blaine-Thompson Co. here 
handling. 


is 


ABP Advances Clinic Date 


The New York clinic meeting 
tentatively planned for November 
by the Associated Business Papers 
has been postponed until January, 
1951, to avoid conflict with the 
heavy selling season at the end of 
the year and the holiday season. 
The final date and place of meet- 
ing will be announced within the 
next week or ten days. 


Bridgeport Appoints Hazard 


Bridgeport Brass Co., Bridge- 
port, Conn., has appointed Hazard 
Advertising Co., New York, to 
handle advertising for its Aer-A- 
Sol insecticides and Good-aire 
aerosol type household odor neu- 
tralizer. William Esty Co., New 
York, formerly serviced the Aer- 
A-Sol account. 


Appoints Claire Advertising 


Belvedere. Hosiery Co., New 
York, manufacturer of Festival 
hose for women, has appointed 
Claire Advertising, New York, as 
its agency. 
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KAYVE-HALBERT CORPORATION, CULVER CITY, CALIFORNIA 


‘Color V9 


Yermat®. | don't chemk |! decide veel | find out about color. 
1-8, Bur you made that decison yeors ago, when they snaguacy, 
color an the more ween 


8. And when « finally arrived — a was luke another child 
born into « family. Not « replacemen but » relasive 
‘Vemeg® Suse’ Why, | ber black and whise mows ase more 
popular than coker 
tove color wether aie 
‘And | don't want 10 rap the wntane 


ony 12” screen can't) the black and white motion picruse 
on oars bee rene 
0 the tune of SEV! BILLION DOLLARS 


Yomate, If you'll excuse me, 1 thick Id bener get down 1 sy 
Holbert dealer 


#4. Do that You'll find 6 wonderful Kaye Halbert and an 
honest credit concract — both sn gucad uid reliable 
black wad white 

Temata, Will the Kaye Halbert | buy be equipped for color? 

HO Yeu Ie is designed to be adapued co color when it comes 

to thes area, 


4: Enjoy yourself, Me. Thinker. It's later than you chink. 


KAYE-HALBERT TV 


made in caiternia, enjoyed throughout the world 


SOUND APPROACH—AA‘s nomination for the best presentation of the color 

TV problem by a set manufacturer is this full page prepared for Kaye-Halbert 

Corp., Culver City, Cal., by Vick Knight Agency, Los Angeles, under the direction 

of Myron Blackman, the company’s national sales and advertising manager. The 

ad ran in full pages in newspapers in eight major cities, and not only developed 

enthusiastic comments from dealers and others, but according to Harry Kaye, president 
of the company, “led to the largest week’s volume we have ever had.” 


Nielsen Appoints Frank 


Philip Frank, formerly executive 
secretary of Broadcast Measure- 
ment Bureau, has been named di- 
rector of public relations of the 
radio and television division of A. 
C. Nielsen Co. in New York, ef- 
fective Nov. 15. 


Gordon Leach Resigns 


Gordon L. Leach is resigning, 
effective Dec. 1, as manager of 
the automotive sales division of 
Hunt-Spillar Mfg. Corp., Boston, 
producer of heavy duty brake 
drums and clutch plates. His suc- 
cessor has not been named. 


better job for his client. 


do it economically. 


CRAFIINT 


has 


line work. Here’s 
can’t beat! 


tone work. 


THIS LITTLE ARTIST WENT TO 
MARKET prepared to do a 


Art ability is only one part of an 
artist’s success picture. He must 
also know how to get the most out 
of his work when reproduced, and 


DOUBLETONE DRAWING PAPER 
invisible shading screens 
processed into the paper itself. 
These tones instantly become vis- 
ible when Doubletone developer 
is brushed on. Shading appears 
only where the artist wishes it. 
Finished art, although containing 
two tones of gray plus black and 
white, still reproduces as straight 
economy you 


Write today for chart showing the 
17 different Doubletone patterns available 
and many interesting examples of Double- 


THE CRAFTINT MFG. CO. 
1227 E 152nd St @ Cleveland 10. Ohio 
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National Nielsen-Ratings of Top Radio Shows 


Week of Oct. 1-7, 1950 
All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Programs (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,175) (7.8) (+0.9) 
1 1 Lux Radio Theater (CBS, Lever Bros.) ............ 7,896 19.4 +15 
2 18 Jack Benny (CBS, Lucky Strike) ................ 6,186 15.2 5.1 
3 4 — Godfrey’s Talent Scouts (CBS, Lever Bros.) ........ 779 14.2 +2.8 
4 5 Walter Winchell (ABC, Hudnut) ................ 5,617 13.8 +2.5 
5 3 Mr. and Mrs. North (CBS, Colgate) ............ 5,617 13.8 +2.3 
6 Amos ‘n’ Andy (CBS, Lever Bros.) .............. 3617 13.8 
7 2 My Friend Irma (CBS, Lever Bros.) ............ 5,372 13.2 —Ll 
s 13 Life with Luigi (CBS, Wrigley) ................ 5,372 13.2 +2.7 
| 9 ll Mystery Theater (CBS, Sterling) ................ 5,372 13.2 +2.6 
y 10 6 Mr. Chameleon (CBS, Sterling) ..............-- 5,169 12.7 +16 
e { EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,709) (4.2) (+0.1) 
1 Se BN ae irae ook civ edes vce 3,582 8.8 +0.9 
aan 2 3 CD ED a va bincce centecsoces 2,930 7.2 +0.5 
aa 3 GG Be I op ccncbstccccccicevcece 2,849 7.0 +11 
at WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,872) (4.6) (0.0) 
. 1 4 = Arthur Godfrey (CBS, Liggett & Myers) .......... 3,582 8.8 +11 
her ida 2 1 Romance of Helen Trent (CBS, Whitehall) ........ 3,134 7.7 —0. 
<a 3 3 Our Gal, Sunday (CBS, Whitehall) .............. 3,134 7.7 —0.3 
mee 4 12 _—s Arthur Godfrey (CBS, Nabisco) ................. 2,971 7.3 +10 
5 6 Wendy Warren (CBS, General Foods) ............. 2,808 6.9 —0.3 
4 cad 6 21 ~—s Arthur Godfrey (CBS, Gold Seal) ............... 2,768 6.8 +11 
Ps 7 2 OC 8 aaa 2,727 6.7 —14 
ror 8 7 > i 9 ESSN SGI RSS p eS: 686 6.6 —0.5 
9 16 My True Story (ABC, Sterling) ................ 2,605 6.4 +0.2 
omy 10 17 Young Widder Brown (NBC, Sterling) ............ 2,564 6.3 +0. 
“ DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,058) (2.6) (—0.3) 
~ 1 1 True Detective Mysteries (MBS, Williamson) ...... 2,686 6.6 —10 
2 2 Shadow (MBS, DL&W Coal-Grove Labs.).......... 2,442 6.0 —0.5 
bia 3 Godfrey Digest (CBS, Reddi-Wip) .............. 1,832 45 
koow 
a DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,750) (4.3) (—1.0) 
1 D, . I I I cdi ccccevecvcscesia 2,930 7.2 —2.1 
wr 2 2 Grand Central Station (ces, puters) eke wo ate 2, 849 7.0 —18 
yy 3 4 Junior Miss (CBS, Lever Bros.) ..............0 2,727 6.7 —0.8 
il . . . 
wn ; against continued security. 
Bro & Bigelow 2. To plan the company’s busi- 
ur- ay ness policy for the next five years. 
To Hold Fo D The last sales conference was 
Sal + held in 1943, when a business vol- 
es Meeting ume of $12,000,000 was reported. 
St. PauLt, Nov. 10—Brown &| Total volume last year was in ex- 
Pn Bigelow, world’s largest specialty | cess of $36,000,000. 
advertising company, will conduct! Among those scheduled to ap- 
olor a four-day sales meeting start-| pear at the conference are: Jack 
bert ing Nov. 27 for its 750 top sales-| Lacy, folinder and head of the 
- men, business and marketing ex-| Lacy Sales Institute; Bon Gruss- 
ped perts, and well-known artists. ing, advertising manager of Min- 
dent Purpose of the meeting is two-| neapolis-Moline Co.; and Norman 
4 fold: Rockwell, famous artist. In addi- 
1. To help business men over-| tion to addresses on sales and ad - 
come present-day handicaps| vertising there will be business 
ning, 
r of 
n of 
ston, 
rake 
suc- 
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REMEMBER 
NOVEMBER 


15th 


THOMAS A. SCHUTZ CO. 


PLASTIC + CARDBOARD * WOOD + GLASS * METAL DISPLAYS ———— 


We hope you will attend and 
enjoy the CFAC-POPAI lunch- 
eon at the Morrison Hotel on 


November 15th at 12 noon. 


Amd... > 
join us in our suite at the Morrison? It 
will be listed on lobby bulletin board. 
We'd like to say hello! 


. after luncheon won't you 


201 No. Wells St. Chicago 6, Il. 


$ Music Systems Inc. 


2| bert Meeker Associates as national 


} 
| 


and training sessions, tours of the 
company’s plants, and displays of 
Brown & Bigelow products. 

During the conference an eight- 
page daily newspaper will be pub- 
lished and distributed. Artist’s stu- 
dios will be reproduced, with live 
models on hand to help illustrate 
girl calendar pictures, and scale 
model displays of Brown & Bige- 
low manufacturing processes will 
be set up. 


John C. Roeder, formerly in the 
sales promotion department of Sta- 
tion WGAR, has been appointed 
advertising manager of Domestic 
Sewing Machine Co., Cleveland, 
subsidiary of White Sewing Ma- 
chine Corp. Mr. Roeder also has 
been with Station WHKK, and is 
former advertising manager of 


KMED Names Meeker 
KMED, 5,000-watt NBC outlet 
in Medford, Ore., has named Ro- 


representative. 


Write for Circular AA-11 


ADmaster is designed to the needs of adver- 
tisers. Accommodates from 6 to 18 separate 
standard 8”x10” photographs, lithograph 
posters, photo-gelatin prints, Black-Lite fluo- 
rescent posters, magazine advertisement re- 
productions, etc. Each message moves in se- 
quence. ADmaster action attracts attention, 
holds interest, delivers your product mes- 
sage—clinches the sale! Compact and port- 
able—no optical system or film; hence ideal 
for day-lighted windows and upon retail 
store counters. Fool-proof operation, long 
life, especially low priced for volume use. 


ADMATIC PROJECTOR COMPANY 


111 West Jackson Blvd., Chicago 4, II! 
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SHEFFIELD HEAVY CREAM qq 


| “calla LIGHT CREAM qq 


use a SOP SIGN 7 


BAKELITE DIVISION, Union Carbide and Carbon Corporation, 30 East 42nd Street, New York 17, N. Y. 


Your product usually doesn’t just sell itself. 
First, it needs a “‘stop-sign” at the point of pur- 
chase to capture attention and stop customers 
—and signs molded from VINYLITE Plastic 
Rigid Sheets are “stoppers” every time, whether 
they’re four feet long, as above—or six inches, 
as below. | 
Easily and economically formed by simple 
methods even to complicated three-dimension- 
al shapes, signs and counter displays made of 
VINYLITE Rigid Sheets keep their form and di- 
mensions. Strong, tough, and stable, they hold 
these qualities despite exposure to water, to 
changes in weather, to oils, greases, alkalies, 
and most strong acids. They do not support 
combustion. . 
VINYLITE Rigid Sheets accept perfectly reg- 
istered multi-color printing. Such printing, 
before forming, eliminates costly final hand 
decorating. They come in an unlimited range 
of colors—clear, translucent or opaque— with 
glossy-smooth or matte finish. 
Advertisers and manufacturers should inves- 
tigate further the many uses and properties of 
VINYLITE Plastic Rigid Sheets. Write Depart- 
ment J J-67. 
Signs by Eljay Corporation 


112 South Calvert Street 
Baltimore 2, Maryland 
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‘Life’ Names Richardson 


Wallace C. Richardson, with 
Life’s sales staff since 1944, has 
been named assistant New York 
advertising manager. He was pre- 
viously with Maxon Inc. and Er- 
win, Wasey & Co. 


@ Now reaches 70,196 
hotels and restaurants 
throughout America. . 


20 N. Carroll St. Madison 3, Wis. 


Starts Pen, Compact Drive 


Parker Pen Co. Ltd., Toronto, 
subsidiary of Parker Pen Co., 
Janesville, Wis., is using four-color 
pages in Canadian national maga- 
zines and weekend rotogravure 
papers for its Christmas promo- 
tion. Car cards will supplement 
the drive. Wadsworth compacts, a 
division of the Canadian*company, 
will use color pages in four week- 
end rotogravure papers. Walsh 
Advertising Co., Toronto, is the 
agency for both accounts. 


Names Robert D. Sloane 

Robert D. Sloane, formerly on 
the editorial staff of the Times, 
Hartford, Conn., has been named 
promotion manager of the New 
York Herald Tribune Syndicate, 
succeeding Keith Spaulding, who 
has been assigned to open an of- 
fice for the syndicate in San Fran- 
cisco. 


Business Won't Gain 
By Raising Prices, 
Symington Declares 


Houston, Nov. 7—Mobilization 
Chief Stuart Symington promised 
last week that a minimum of con- 
trols would be used in the war on 
inflation, but he warned: “If we 
can’t win it this way, we are going 
to impose whatever controls and 
issue whatever directives are 
necessary.” 

The chairman of the National 
Security Resources Board told 
Theater Owners of America that 
business men will not gain any- 
thing by raising prices in antici- 
pation of price control. 

“If it becomes necessary to es- 
tablish price control,” he said, “the 


Try Chicago’ 
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Favorit Beer in Small Bottles, 


BANTAM IN CHICAGO—Brewster, the Goebel rooster, features the new spectacular 
unveiled in Chicago for Goebel Brewing Co., Detroit. 


government will analyze industry 
by industry and commodity by 
commodity, those pricing policies 
which have been pursued since 
Korea.” 

Mr. Symington brushed aside 


Shopping Center of a 
Balanced $449,000,000 Market 


P wear out. 


farm area. 


And — no nearby metropolitan paper can begin to 
give you merchandisable coverage in this rich market. 


we buy 22% more Drugs‘ 
in Canton, Ohio 


Make or sell drug products? Here's a market with 
a 22% bonus for your advertising and selling to work 
on because Canton’s drug sales run that much ahead 
of the national average. 


The high ratio of skilled labor in this market brings 
home a higher than average income ($5,459 per family 
in Canton; $5,068 in Stark County*) .. . that means 
a higher standard of living . . . more dollars available 
for personal health care—as well as for soaps, clothes, 
cigarettes and all the things families eat up, use up, 


The Repository reaches 94,000 families whose in- 
comes are stabilized by over 200 diversified industries 
and the crops from Ohio’s most thickly populated 


It takes the Repository to do it. 


*1949 Sales Management Survey of Buying Power. 


100% coverage of a one-newspaper 
market. 99.3% carrier delivered. 


A Brush-Moore Newspaper 


Represented Nationally by Story, Brooks and Finley 


complaints from labor leaders that 
credit controls hurt people in low. 
er income brackets. “Any controls 
which do not restrain inflationary 
pressures would be futile,” he con- 
tended. 

He reported “a growing belief 
that there is a relationship between 
the steadily increasing unusual 
profits of some American corpor- 
ations and a deliberate policy of 
limited production.” 

He said “leaders of a great cor- 
poration which produces a basic 
material” recently told him they 
are frankly hesitant to expand for 
fear of “the depression which they 
consider inevitable.” 

“Although deciding that expan- 
sion would be wrong and that 
scarcity would be better, this same 
company increased its profits over 
750% between 1945 and 1950,” he 
said. 


= He told how a copper executive 
is leading the fight against repeal 
of the copper tariff. “He believes 
production should be held down, 
but not his opportunity for profits,” 
Mr. Symington said. “His own com- 
pany’s earnings in the _ second 
quarter of 1950 were far in excess 
of its profits for the entire year 
1945.” 

Mr. Symington praised Ford for 
holding the line on its prices. He 
said the decision was made after 
Henry Ford II came to Washington 
to explain why it had become 
necessary for him to raise prices. 

“His government told him a gen- 
eral price rise at this time from 
one of the big three car companies 
might well have hit this economy 
an explosive inflationary impact. 

“His government put it up to: 
him, not as a business man solely 
interested in his earning statement, 
but as an outstanding American 
citizen. 

“This young industrial leader 
put his country before his pocket- 
book. He stood up and was counted 
in the fight against defeat on the 
economic front.” 


Leaf Brands Names Two 


Leaf Brands Inc., Chicago, con- 
fectionery manufacturer, has 
named Judson Horell, formerly 
with Ruthrauff & Ryan, as sales 
manager of its bulk and package 
division. Robert Goldstein, in 
Leaf’s Chicago district sales de- 
partment, has been named sales 
manager of the count goods divi- 
sion. 


Kellogg Signs Beatty Show , 
Kellogg Co., Battle Creek, Mich. 


has signed to sponsor the “Clyde 1 


Beatty Show,” over the Mutual 
Broadcasting System, beginning 
Jan. 1. The show, now heard over 
many Don Lee stations on the 
West Coast, will go coast-to-coast 
on Mutual Dec. 11. 


Masson to Pavia Agency 


Paul Masson Inc., Saratoga and 
San Francisco, producer of cham- 
pagne and other wines, has ap- 
pointed Pavia Agency, San Fran- 
cisco, as its agency. Metropolitan 
newspapers in California are being 
used, and plans for 1951 call for 
increased promotion. 


Black Appointed PR Director 


Wm. A. White & Sons, New York, 
management agent of Grand Cen- 
tral Palace, New York, has ap- 
pointed Ted Black as director of 
public relations and publicity. 
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‘National’ Ads? So What! 
As we merchandise our product ads, 
‘ The “pitch” is not quite rational, 
When to dealers we explain 
a That these fine ads are “national.” 
Grocer Jones who lives out West, 
Won’t listen when you holler, 
The ads that Easterners may read, 
Don’t bring him in a dollar. 
a Of course, it’s just the point of view, 
oe. But we’re the ones to blame 
neti For always talking “national,” 
—To Jones, an empty name. 
aie He thinks in terms of folks—and streets 
-s that ; Surrounding HIS address; 
1 low. Of ads that all his neighbors read 
ntrols Within the local press. 
onary In big-time books, our ads ARE local— 
e con- Delivered to the door, 
Or bought by Jones’s neighbor friends 
beliet Down at the corner store. 
tween Let’s put our feet in Jones’s shoes— 
1usual Talk LOCAL circulation; 
brpor- Forget the other readership 
icy of We get thruout the nation. 
it cor- In fact, let’s banish “national,” 
basic The name leaves ‘Jonesy cold; 
1 they Let’s call it “Local Pre-Sell Strength,” 
nd for And sell it till he’s SOLD. 
h they —R. P. Hocan, 
Assistant Sales Promotion Manager, Kraft Foods Co., 
xpan- Chicago. 
| that AA is glad to publish readers’ comment in verse on advertising and 
merchandising matters. Contributions are not paid for, however, and the 
} same editor is sole judge of what appears in this Poet’s Corner. 
S over 
" he 
Spadea to Run Ad Column on Home Sewing 
cutive New York, Nov. 8—“Sewing at; Magazine will carry an American / 


repeal Home,” a paid advertising shop- 
‘lieves | ping column dealing with items of 
down, | interest to home sewers, will ap- 
ofits,” pear in newspapers in 25 key cities 
1 com- beginning Jan. 14, according to 
second John Cole, who heads Sewing at 
EXCESS Home Co., a Spadea Syndicate af- 
> year f filiate. 

The column will appear on 
rd for pages already featuring American 
as. He Designer patterns distributed by 
. after Spadea. It will appear under the 
ington | byline of Jean Stirling. 
ecome Cooperating companies will 
ices. sponsor six consecutive weekly 
a gen- | columns, in units ranging from 42 

from to 84 lines, at $24.90 per line. This 
panies | marks the first time, according to 
ynomy Mr. Cole, that fabric manufactur- 
act. ers can buy small space on a na- 
up to'} tional basis. Department stores will 
solely | be informed of the insertions so 
ment, they may plan promotional tie-ins. 
erican The Jan. 28 issue of This Week 


Designer pattern on the front 
cover, and reprints of the “Sew- 
ing at Home” column will be 
mailed to every purchaser of the 
column during the first six-week 
cycle. 


Names Hendersor: Ad Manager 


Eastern Corp., Bangor, Me., 
maker of fine business papers, 
has named Kenneth W. Henderson, 
formerly advertising manager of 
Standard Coated Products division 
of Interchemical Corp., as adver- 
tising manager. 


Lusting Names Joan Lambert 


Joan Lambert, formerly with 
Frederick Goldman Advertising 
Agency, and advertising director 
of Gold-Tex Fabrics Corp. and 
Jane Dale Inc., Philadelphia, has 
been named radio-TV director for 
Lusting Advertising Agency, 
Cleveland. 
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“keeps the homemaker fully informed,” 
says Ruth Andre, Director, 
Pillsbury’s Home Service Center, 
about the 
food page in The New York Times 


j 
cui siege al 


“T am pleased to note,” says Miss Andre, “that The New York 
Times is treating the subject of food news in such an excep- 
tionally fine manner. The Times renders a distinct and vital 
service to its readers by regularly devoting space to food news. 
Its daily food page keeps homemakers fully informed—a serv- 
ice we are sure is highly appreciated.” 


And because its daily food page keeps them fully informed 
about food, good homemakers by the thousands rely on The 
New York Times as on no other newspaper for help in feed- 
ing their hungry families. They provide a quick-buying audi- 
ence for the food advertiser looking for easier and quicker 
food sales in the rich New York market, where The New York 
Times has been the advertising leader since today’s home- 
makers were little girls. 


NewYork Boston Chicago Detroit Los Angeles San Francisco 


g he New York Times. 7 
—~ 
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Advertising in the Test Stage 


Revlon Snow Creme 


Bears Two Prices 


New York, Nov. 8—Revlon 
Products Corp. is conducting a 
90-day test on its Snow Creme, 
“the whipped cream shampoo,” in 
South Bend and Ft. Wayne, Ind., 
and Peoria, Ill. 

Revlon is splashing newspapers 
in the three cities with 1,000-line 
and full-page ads keyed to the 
idea that Snow Creme is a sham- 
poo discovery that “out-gleams, 
out-cleans, outmodes all other li- 
quid, cream or soap shampoos.” 


The new product is packaged in 
an unbreakable dispenser that 
“foams out pre-lathered” shampoo 
that “looks just like whipped 
cream.” Snow Creme retails in 
Peoria for $1 and for $1.25 in Ft. 
Wayne and South Bend. ; 

A spokesman for Revlon said 
Snow Creme will be introduced 
nationally about Jan. 22. William 
H. Weintraub & Co. is the agency. 


TESTS FRUIT-NUT BAR 
CASHMERE, WaSH., Nov. 9—A test 
advertising campaign for Fruit- 
lets, a new 10¢ fruit-nut bar pro- 
duced by Liberty Orchards, maker 


8x10 genuine glossy photos 


in quontities 


FOR ALL PURPOSES 


Shorp. clear, crisp’ Prompt Delivery 


©28 @22 0200808282842 


PHOTO- 
MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 
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of the fruit confections, Aplets and 
Cotlets, will run through Novem- 
ber and December in six cities of 
Washington. 

The campaign uses small-space 
advertising in newspapers on an 
almost daily basis. The candy was 
first introduced in the Wenatchee 
Valley. Ads are now running in 
dailies of Seattle, Spokane, Ya- 
kima, Tacoma, Everett and Bell- 
ingham. 

Outdoor posters for Aplets and 
Cotlets go up in mid-November 
for the holiday season. Boards are 
in Washington, Oregon and Cal- 
ifornia and, for the first time, will 
extend into Montana. 

Beaumont & Hohman, Seattle, 
handles the account. 


Shifts Executive Offices 

Eagle Lock Co., Terryville, 
Conn., subsidiary of Bowser Inc., 
has transferred its New York and 
Chicago executive offices to Terry- 
ville. The move was taken to at- 
tain better coordination between 
the manufacturing, sales and ad- 
ministration departments. The 
company has appointed Rollin G. 
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Arvin 


ANNIE WORKS FOR DEALERS—Arvin Annie, featured in Arvin Industries’ maga- 

zine ads, makes a sales point in each of these two-color easels in a new promotion 

kit for the company’s electric housewares: grill, heater, iron, toaster, Lectric Cook, 
and a new table oven. Roche, Williams & Cleary, Chicago, is the agency. 


SIDNEY PHELAN JR. 
New York, Nov. 9—Sidney M. 


Plumb as vice-president in charge 
of sales, 


Yes ... that circulation makes Better Homes & Gardens 
one of the three biggest man-woman magazines— the only one 
that grew so large entirely through 100% service! 


HH for the first time, is a selective magazine that 
has reached over 3%-million circulation — without 
so much as a line of fiction. 


Here, for the first time, is top-buying readership grown 
to mass-circulation size—primarily through reader 


loyalty and demand. 


Here, in short, is the only multimillion magazine read with 
equal interest by men and women that offers the strictly 
service content America’s better families want. 


And that’s something every advertiser of any product 
wants, too—a multimillion audience screened for inter- 
est, with every word in the magazine devoted to friendly 
counsel that hits home, that stimulates an urge to 
acquire all things that make for better living in all ways. 


So whatever your product or service—it belongs right 
here in Better Homes & Gardens, right up at the top 
in circulation and selling power. 


fan 


Phelan Jr., 64, senior vice-presi- 
dent of West Virginia Pulp & Pa- 
per Co., died yesterday. A native 
of Vicksburg, Miss., he had been 
in the paper industry 41 years. 

He was a veteran of World War 
I and was a member of the War 
Production Board and the office 
of Price Administration in 1942. 

After graduation from Yale in 
1909, Mr. Phelan joined Garnet 
& Alien Paper Co. in St. Louis. In 
1927 he joined West Virginia as 
head of board sales and was named 
vice-president in charge of sales in 
1940 and a director in 1945. Three 
years later he became Ist vice- 
president. 


JOHN T. O'BRIEN 

JERSEY CiTy, Nov. 6—John T. 
O’Brien, 90, former owner of the 
Hudson Dispatch and long-time 
editorial writer of the Jersey Jour- 
nal, died yesterday in Jersey City 
Medical Center. During his long 
newspaper career he worked for 
Charles Dana on the New York 
Sun and Joseph Pulitzer on the 
New York World. Mr. O’Brien sold 
the Hudson Dispatch of Union City, 
N. J., in 1910 to the late Thomas 
Martin, former New Jersey secre- 
tary of state. 


JOHN S. PLUMMER 


Cuicaco, Nov. 7—John S. Plum- 
mer, 63, midwest branch manager 
of Intertype Corp., Brooklyn, died 
here Sunday in Little Company of 
Mary Hospital of a heart ailment. 
Mr. Plummer had been in the 
graphic art sales field before join- 
ing Intertype. 


A. E. BREITENSTEIN 


CincinnaTI, Nov. 5—Arthur E. 
Breitenstein, 65, a member of the 
advertising staff of the Cincinnati 
Enquirer, died at his home here 
‘| yesterday after a long illness. 


MARIE WITHAM 

DUNDEE, ILL., Nov. 9—Miss Ma- 
rie Witham, 61, founder and past 
president of the Society for Visual 
Education Inc., Chicago, died here 
Nov. 3. 


Rejoins Commodore 


E. Rispin Woodworth has re- 
joined Commodore Productions 
Inc., Hollywood, Cal., radio and TV 
package producer, as an account 
executive and associate producer. 
Since he left Commodore four 
years ago, Mr. Woodworth has 
been writer-director of industrial 
and TV films for Reid H. Ray Film 
Industries and radio-TV director 
of Addison Lewis & Associates. 


Hinchman Joins Y&R 


Robert Hinchman Jr., formerly 
account executive with Tradeways 


a SCREENED MARKET of 3'-Million Better Families 


Inc., has joined the public relations 
staff of Young & Rubicam, New 


York. He will handle industrial 
and commercial public relations 
accounts. 


Adv« 


appli 
unit i 
hand] 
bly s 
and s 
form 
inate 
proce 
costly 
not b 

R. 


m 658 
| : ° ig 
ee | ~~ Iz crzD ~ 
alls c oad 
Scie e £ . if ; ’ fl A , se Pi ss : 
Sand i mer? eee - 
aE akes - , —o.lUlc(<i‘i‘ié CI 
i Si Se) | Syren 
; . ea” es i - Sisod $ 
| im Save, yk A ee 
a ———- a ' mes, fads 4 3 —- tie-in 
¥ Ma EEE a | ’ = : PLE, Bakes! , ¢ ? 7 lated 
ene | — eae 2 : i 
a : the No 
a: he k Easy Chart Size 8x10 | _,. 
7 oe 
a ] ¢ In 500 ond 750 quontities — _ 
ag y] (1000 end over .06¢) =| ——$_—_— & Co. 
Po ha oe leo ow “ee Bs bi, eh = : Pee tase sips te: J 
ues eel ets or oy ve : SS _ oe ie se hia es ear Les = ne ot ete 
oe . , Sb no Inc. 
= ; im | ei 
ae a a = me assen 
wi oA — .P S&S ar eat Th 
5 % | ~ and Gardens ay ; men 
mS ae ) eS ee er — ro ee seen 
i, _ ae an a + come | delpt 
a +o ponent 1950 + 25e- wacom i a q ‘i =. Ss x = ‘ i Be a Ps purcl 
mn i , cae ie ei = 5 Ra ett Ml ia exhik 
| [a aes De 
pe geo is ee Rees the s 
bea > ia ac dispe 
Mos ; a 2 pee, - nee et 
ae oa = Es Se perso 
i bg ooo | = eg feren 
ats oS il This 
bas eee ae | table, 
es Ad a be — sara try tl 
ae ae ee pice es moun 
ioe *. de We, ee ee a) An 
i, 3, ee a such 
a oe ee Ss Pee 2 ney termi 
es a ae = ee blies 
ie al ge ae Keps 
Bee pha Pee ea -. = te | * 
taal ees ee . ss a . ne | - cm ute c 
oe Os Se ae a with 
ee | — bat — : ing tl 
onee PP P tn — ‘ vanta 
i : a we = eee? — a Tv 
; Dp ae ce . ana” Ss new } 
sit 7 wit Sa ne ® 
c ne azine 
fai 5 ne = a hal 
ae ; Bios <2 ‘ ange pan a q a Y 4 a ble 
he cae ee eee oa —— a Aa ee te hg eae se eas Saget lowex 
ae Elect 
ie News 
Pie Jour? 
ee Pri 
ees claim 
F ee 
. : ee ee 
aS aes ob ee wa 
| es | | n | sing 
s 1 | of th 
mics \) L \ r in tra 
a \8) : ‘ \ ; ‘ cial 
ae . é \t FAVURNS a | eludi 
aa eee) ae Al} eae \ | Syrac 
aa ee sp eiaetaieet we * 
ey eet citi eS — a 
a ne PY ' ee le 
it eee at 1 e 
= gases <</4 Pn) +: 
a ' Cl en patio 
as avis 
i cher- 
= Plym 


Advertising Age, November 13, 1950 


TIE-UP-—Latest in the 

tiein parade of re- 
lated products is this 
unusual color page in 
the Nov. 12 This Week 
Magazine, with the 
flowing honey pro | 
viding the bond be- 

tween W. F. Straub | 
& Co., Chicago (top) im 
and General Mills 

(bottom). 


St. Louis, Nov. 9—One of the 
largest dealer lists ever to appear 
in a daily newspaper will run in 
the opening ad of a holiday cam- 
paign for Laurel Springs bourbon 
whisky here. 

The entire right-hand page of a 
spread in the Dec. 7 issue of the 


f 
1 
itt '; 


St. Louis Post-Dispatch will be de- 
voted to a list of some 2,500 St. 
Louis area bars, package liquor 
stores, hotels and clubs. When 
complete, the list may approximate 
100% of all liquor licensees in and 
around St. Louis. 

The entire sales organization of 
Conrad Inc., which markets Lau- 
rel Springs whisky, has been show- 
ing advance proofs of the two- 
page kick-off, which will list 
every dealer to whom the com- 
pany sells a minimum order. The 
minimum has been set low enough 
to encourage every dealer to have 
the product on hand on “C-Day” 
(Conrad Day) and thus keep his 


Holiday Kick-Off Ad for Laurel Springs 
Whisky Will Carry Long List of Dealers 


name on the dealer list. All listings 
are free. ¥ 


# According to John Conrad, pres- 
ident and sales manager, a special 
direct mail broadside was sent to 
all dealers listed in advance proofs 
of the big ad, urging them to “be 
sure your name is on the list on 
‘C-Day.’ ” 

Results to date, says Mr. Conrad, 
are impressive, and the company 
expects to get 100% distribution 
for the first time in its sales his- 
tory. Special sales contests and 
awards are being used. 

The Conrad account is handled 
by Krupnick & Associates Inc., St. 
Louis. 


Buffalo Has 149,331 TV Sets 

According to figures compiled 
by Niagara Mohawk Power Corp., 
Buffalo, the total number of TV 
sets in the area served by WBEN- 
TV, Buffalo, is 149,331, an increase 
of 14,664 since Oct. 1. 


Uses Deer Hunting Tie-in 


Bosch Brewing Co., Houghton, 
Mich., is tieing in its fall promo- 
tion with the deer hunting season 
in upper Michigan. Point of sale 
pieces and hand-out cards in three 
colors, plus painted bulletins call 
attention to Bosch’s radio program, 
“Deer Hunters Radio Round-Up,” 
carried on nine stations in the area 
during the hunting season. Brind- 
ley Roth Inc., Detroit, is the agen- 
cy. 


Appoints L. R. Keette 


L. R. Keeffe, one-time editor of 
Hosiery Industry Weekly, has 
joined the advertising staff of the 
Hosiery & Underwear Review, New 
York. Mr. Keeffe had recently been 
doing promotional work for the 
National Assn. of Hosiery Manu- 
facturers. 


KIMBALL MENNE CO 
ANGELES FRANCISCO 
Publishers’ Representatives 


for the West 
HOME OFFICE 
1052 W. SIXTH ST., LOS ANGELES 17 


Shakeproof Product 
Introduced by Big 
Trade Show Exhibit 


Cuicaco, Nov. 7—Shakeproof 
Inc. is using a trade show style 
exhibit to introduce Keps, a pre- 
assembled nut and lock washer. 

The exhibit, shown here today 
at the Blackstone Hotel, has been 
seen earlier this month in Phila- 
delphia and Detroit. More than 700 
purchasing executives viewed the 
exhibit today. 

Designed for guest participation, 
the show includes a cafeteria-type 
dispenser which=permits interested 
persons to help themselves to dif- 
ferent sizes and types of Keps. 
This is supplemented by a test 
table, where guests could actually 
try the product on threaded studs 
mounted in base plates. 

Another unit displays products 
such as television loud speakers, 
terminal boards, tail light assem- 
blies and some 20 other items using 
Keps in the assembly process. 

A specially prepared three-min- 
ute color slide film has been made, 
with puppet-type characters tell- 
ing the story of the product’s ad- 
vantages. 


# Two-color ads announcing the 
new product are appearing in eight 
trade publications and two mag- 
azines. The campaign opened with 
a half page in the Nov. 4 issue 
of The Saturday Evening Post, and 
a bleed spread in the Nov. 4 issue 
of Business Week, and will be fol- 
lowed by bleed pages in Automo- 
tive Industries, Machine Design, 
Electrical Manufacturing, Design 
News, Product Engineering, SAE 
Journal, Iron Age and Steel. 

Production cost reductions 
claimed for the product are: (1) 
application is faster because one 
unit is handled instead of two; (2) 
handling is quicker because assem- 
bly starts easily on bolt threads 
and spins freely; (3) waste in the 
form of lost lock washers is elim- 
inated, and (4) quality control 
procedures are simplified and less 
costly because lock washers can- 
not be omitted in assembly. 

R. M. Wall, Shakeproof’s adver- 
tising manager, said that portions 
of the Keps exhibit will be used 
in trade shows, as well as for spe- 
cial showings in other cities, in- 
cluding Schenectady, Buffalo, 
Syracuse and Milwaukee. 

Waldie & Briggs, Chicago, han- 
dles the Shakeproof account. 


Davis Joins PR Concern 


Melvin, Newell & Rector, Holly- 
wood, Cal., public relations organ- 
ization, has named Richard M. 
Davis a vice-president. He had 

n advertising manager of Flet- 
cher-Jones, Los Angeles Chrysler- 
Plymouth dealer. 


THE BIGGEST COVERAGE OF BALTIMORE'S 


$334,500,000* GROCERY BASKETS 


More than $334,500,000 a year is spent to fill the food Iashats 


of Baltimore housewives. To reach these women when they 


make out their grocery shopping lists, use the first and biggest 
food section in Baltimore...in the News-Post every Thursday. 


Here's Baltimore's greatest coverage (58%) reaching 198,299 
City Zone families* * at a single cost. (Total net paid 227,091). 


First in Circulation . . . First in Coverage in the 6th Largest City 
* 


A HEARST NEWSPAPER—Represented Nationally by Hearst Advertising Service 


Offices in principal cities: Philadelphia ¢ Baltimore * Boston * Chicago © Detroit 
Los Angeles * New York ¢ Pittsburgh * San Francisco © Seattle * Fort Lauderdale, Fia. 


*1950 Sales Management Survey of Buying Power. 


**ABC City Zone based upon Bureau of Census 
1947 surveys for Metropolitan Districts. 
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Two Philadelphia Department Stores End 
Daytime TV Shows, At Least Temporarily 


PHILADELPHIA, Nov. 8—Two big 
department stores here which have 
been sponsoring daily daytime 
television shows will discontinue 
them for a while. 

John Wanamaker, whose tele- 
vision contract was scheduled to 
run out on Nov. 17, plans to con- 
tinue it through the Christmas 
holidays. Then the plan is to re- 
sume it in the spring. This is a 
morning 1%-hour show over 
WCAU-TV. 

N. Snellenburg & Co. quietly 
ceased telecasting on Oct. 27 after 
a five-day weekly run since Jan. 


DANNER 


ADVERTISING AND PUBLICATION 


Akron, Ohic 
FRED W. DANNER — PRESIDENT 


30, also over WCAU-TV. 

A Snellenburg spokesman said 
merchandise shortages were di- 
rectly responsible for discontinu- 
ing the show, especially during 
the Christmas holiday season when 
manufacturers will have trouble 
keeping up with orders. He said 
plans are under way for resump- 
tion of the show after the first of 
the year. 


ws ADVERTISING AGE learned, how- 
ever, that internal friction in the 
store was one reason for halting 
the show, almost without warning. 
Indications several weeks ago 
were that the program would go 
on indefinitely. (The new Snellen- 
burg auditorium was designed 
especially for television audience- 
participation shows.) 

During the past months, almost 
the entire sponsorship on the show 
was for electrical appliances, thus 
leaving other departments out for 


the most part. Success of the talent 
show was probably indicated by a 
huge expansion of the store’s major 
appliance department. Much of 
this success was traceable to tele- 
vision commercials, AA was told. 

Conflict arose when buyers in 
other departments asked for com- 
mercial participation and did not 
get satisfaction. 


Prints Communications Guide 

Exporters’ Digest, 170 Broadway, 
New York, is making available its 
newly revised guide to “Interna- 
tional Communications—Message 
and Mail Rates and Regulations 
to Principal World Markets.” In 
chart form, this 12-page booklet 
presents information on mail, tele- 
phone, radio and cable message 
rates and rules covering more than 
70 countries. Price is 50¢. 


Schick Names Gifford V. P. 
Chester G. Gifford, formerly 
vice-president, general sales man- 
ager and a director of Swank Inc., 
Attleboro, Mass., has been named 
executive vice-president of Schick 
Inc., Stamford, Conn., manufac- 
turer of Schick electric shavers. 
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AWARD WINNER—O. Parker McComas (right), president of Philip Morris, re- 
ceives the first annual “Office of the Year” award from Donald McAllister, vice- 
president and general manager of Geyer Publications, publisher of Office 


Management & Eq 


headquarters in New 


of the outstanding new Philip Morris 


“York. This citation is for offices of under 500 employes. John 


Hancock Mutual Life Insurance Co., Boston, was the winner in the over-500 category. 
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th Most Popular 


Test Market, 


150,000 to 250,000 Population 


Take the word of media men all over the 
country that the Worcester Market is well- 


balanced for test campaigns. Sales Manage- 


ment’s November Test Market Survey, places 
Worcester 4th in that category among the 


nation’s population centers in the 150,000 to 
250,000 group, and 20th in the nation for cities 


of all sizes. Special mention accompanies this 


outstanding rise in Worcester’s popularity. 
In addition, the high buying power of 


this active Central New England Market — 
$677,940,000, ranking it 40th in the nation, 


puts power plus in your test promotions. 


MOLONEY. 


You'll find the Worcester Telegram-Gazette 
a co-operative media in any of your test market 
plans. Write for a copy of our latest folder 
“Worcester — the Industrial Capital of Central 
New England.” 


Source: Copyright 1950 Sales Management Survey of 
Buying Power; further reproduction not licensed. 


gg are as #T. 
“ Che ni 


eM, Para 


Z 


OWNERS of RADIO STATION WTAG 


TE 
WORCESTER, MASSACHUSETTS | 


GEORGE F BOOTH PubGisher- 
REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 


DORCESTER stands 424 « WORCESTER stands 4£4 « WORCESTER stands 4 


STER stan 


RUG Gazeite 


Hormel Guarantees 
Even the Looks of 


Bacon in New Pack 


AusTIN, MINN., Nov. 7—Geo. A. 
Hormel & Co. is promoting a new 
Flavor-Saver pack for Hormel 
Dairy Brand bacon. in selected 


| markets, using 5-column x 14” in- 


sertions headlined “Now: Light 
can’t harm Hormel bacon’s fresh 
flavor.” 

Copy points out that Hormel 
bacon is the guaranteed bacon in 
the Flavor-Saver pack and offers 
a money-back guarantee if the 
consumer is not, satisfied with 
looks as well as taste of the prod- 
uct in the new package. 

Copy tells householders that 
even a short exposure to light 
causes bacon to lose its rich, deep 
pink color. The new package is 
said to offer four advantages: It 
keeps light out; makes it easier to 
lift single slices out one at a time; 
protects unused bacon against 
light and food odors; and flat 
packages take up little room in a 
refrigerator. 

Batten, Barton, Durstine & Os- 
born, Minneapolis, is the agency 
for Hormel. 


Coca-Cola to Sponsor TV 
Debut of Walt Disney 


Coca-Cola Co., New York, has 
signed to sponsor “One Hour in 
Wonderland,” featuring the first 
appearance of Walt Disney on tele- 
vision. In addition to Mr. Disney, 
Edgar Bergen and Charlie Mc- 
Carthy will appear on the show, 
which will be filmed in advance 
for simultaneous telecasting on a 
total of 62 NBC stations at 4 p.m. 
in most time zones. 

Disney characters, both real and 
fanciful, will recreate scenes from 


-his past productions, and in addi- 


tion will present a preview of 
“Alice in Wonderland,” scheduled 
for release next year. D’Arcy Ad- 
vertising Co., New York, is Coca- 
Cola’s agency. 


Apex Advances McDavitt 


Apex Electrical Mfg. Co., Cleve- 
land, cleaners, washers and iron- 
ers, has promoted H. P. McDavitt 
from assistant to director of ad- 
vertising and sales promotion. He 
succeeds Frank S. Ryan, who has 
been named advertising and sales 
promotion head for Bendix Home 
Appliances, South Bend, Ind. Mr. 
Ryan replaces Melvin Goodrode, 
who has resigned. 


Canadian Agency Ups Madden 

H. D. Madden has been pro- 
moted from assistant manager to 
manager of the Vancouver office 
of Canadian Advertising Agency. 


WFILN Elects Green V. P. 
Raymond S. Green, general 
manager of FM Station WFLN, 
Philadelphia, has been elected 
vice-president of the station. 
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DeMert & Dougherty 
Sets Ad Drive for 
‘Heet’ Anti-Freeze 


Cuicaco, Nov. 8—Heet division 
of DeMert & Dougherty will launch 
an advertising campaign for its 
gas tank anti-freeze in 348 mar- 
kets in the northern U. S. on Nov. 


15. 

The division has allocated ap- 
proximately 80% of its 1950-51 
advertising budget to newspapers, 
as compared with only 35% in 
1949-50. Greater flexibility and 
stronger local distributor tie-up 
were the major factors in the com- 
pany’s decision to use more news- 
paper space, according to J. M. 
Kimmel, ad manager of the Heet 
division. 

Radio, television, magazine and 
outdoor advertising will be used 
to supplement the newspaper cam- 
paign. For the first ten months of 
this year the company reports that 
sales are 112% ahead of the same 
period last year. 

Ruthrauff & Ryan here handles 
the account. 


BNF Changes Rules 


for Retailer Awards 


New York, Nov. 7—The Brand 
Names Foundation will award re- 
tailer-of-the-year citations to 
stores in 17 categories, BNF said 
in outlining plans for Brand 
Names Day in 1951. 

In the two previous years, only 
one award has been given, with 
department stores winning. Next 
year, in addition to the 17 classifi- 
cation awards to retailers who 
have best handled promotions em- 
phasizing the benefits of the brand 
competitive system, five merchants 
in each classification will receive 
“certificates of distinction.” 

Anyone—including the merchant 
himself—may nominate a retailer 
for the competition, and the clos- 
ing date for entries is Jan. 10. Pres- 
entations to winners will be made 
at the annual conference April 11. 


Joins ‘American Fabrics’ 


Henry S. Bonner, formerly as- 
sociated with Stehli & Co., New 
York, rayon, silk and nylon piece 
goods, has joined American Fab- 
tics as assistant to the publisher. 
He will initiate merchandising and 
promotion programs for the textile 
industry which will be presented 
editorially in the magazine. 


-- _ — 
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Louisville, Ky. 
JOE EATON, MGR. 
Represented Nationally by 
wu JOHN BLAIR & CO. 


Hopp Press to DeGarmo Inc. 


Hopp Press Inc., New York, 
plastics and price marking equip- 
ment, has appointed DeGarmo Inc., 
New York, to handle trade publi- 
cation advertising, public relations 
and promotion. Rose-Martin for- 
merly handled the account. 


Uses Commerce Journals 


The Port of Seattle is running 
ads in the Chicago and New York 
Journals of Commerce to announce 
new lower rates for transPacific 
traffic. Wallace Mackay Co., Seat- 
tle, handles the account. 


Richard Kelly Joins Esty Co. 


Richard M. Kelly, formerly 
assistant to the director of public 
relations at Lever  Bros., 
joined William Esty & Co., New 
York, as an account executive. 


has’ 


Detroit, Nov. 8—Lincoln-Mer- 
cury division of Ford Motor Co. 
has launched a campaign designed 
to increase used car sales—a drive 
described by W. A. Keller, Lincoln- 
Mercury’s national used car man- 
ager, as “the first positive effort 
made in the industry since the im- 
position of credit restrictions.” 

The campaign is based, Mr. 
Keller said, on the assumption that 
many people are financially able 
to purchase used cars, especially 
later models, and pay for them 
even under current credit terms, 
so Lincoln-Mercury dealers are be- 
ing urged to prospect for custom- 
ers systematically and to seek off- 
the-lot sources of business. 

To aid dealers, a comprehensive 


‘Plan to Boost Lincoln-M ercury Used Cars 


used car manager’s guide and ad- 
vertising handbook is being dis- 
tributed throughout the country. 
It is designed to correlate data 
and present helpful aids to dealers, 
and is unique in the used car bus- 
iness, Mr. Keller said. 

“In order to obtain his new car 
objective, the dealer must mer- 
chandise his trade-ins rapidly and 
profitably,” he added. “Every sales 
force needs more direction, and 
in many cases more manpower. 
We have to roll up our sleeves, ac- 
cept the challenge and dig.” 


ABC Advances John Hansen 
John Hansen, research director 

and assistant sales promotion 

manager for American Broadcast- 
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ing Co. in Los Angeles, has been 
named sales promotion manager 
of ABC in Los Angeles. He will be 
in charge of research as well as 
audience promotion, both for radio 
and television. 


Ehmke Joins Delzer-Marlow 


Herbert C. Ehmke, formerly 
president of Graphic Arts Engrav- 
ing Co., Milwaukee, Wis., has been 
appointed to the newly created po- 
sition of sales manager of Delzer- 
Marlow Lithograph Co., Wauke- 
sha, Wis. 


EYE*CATCHERS 


Por idea men .. . a unique 

photo service ... used 

large and small advertisers 

everywhere .. . in all kinds 

of promotions . . re or 

mats available. rite fo 
proofs No. 14. 


EYE*CATCHERS, INC, 
10 E. 38 St., New York City 18 


the returns are in... 


SYRACUSE, N. Y. 


elected “No. 1” Test Market* 


FIRST in New York State 


FIRST in the Middle 
Atlantic States 


*Sales Management's 


“1950 Survey of 
Metropolitan and 
Test Markets” 


RACUSE 


ALL BUSINESS 
IS LOCAL 


actual test campaigns placed in 1950 as 
reported in these studies, Syracuse ranks: 
First in New York State for cities of all 
sizes; First in the Middle Atlantic States 
for cities of all sizes, and second among 
cities of its size in the United States. 


Widely diversified industries and extensive agriculture pro- 
vide steady employment, maintain high family buying power. 


Ideal for testing—growing in population—and consistently 
high in retail sales volume, this responsive market at the Hub 
of the Empire State now offers greater opportunities than ever. 


SYRACUSE NEWSPAPER CIRCULATION 


provides complete coverage of this key market. Today, more 
than 215,000 daily and 333,000 Sunday circulation delivers 
the message of manufacturer and retailer to this great, ready- 
to-buy, able-to-buy audience. 


For complete market eoraege 
at ONE LOW COST... 


(Evening) 


HERALD-AMERICAN 


(Sunday) 


GENERAL ADVERTISING REPRESENTATIVES MOLONEY, REGAN & SCHMITT 


For years a key market, Syracuse's 
importance is now shown more clearly 
than ever as the result of 1950 test mar- 
ket studies reported in the November 
10th issue of Sales Management. 


HERALD JOURNAL— POST STANDARD 


POST-STANDARD 


(Morning) 


(Sunday) 
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‘Outdoor Life’ Ups Price 
Effective Jan. 1, Outdoor Life, 
New York, will increase its sub- 
scription price 20% to $3 a year, 
the highest in the outdoor field. 
Single copy price remains at 25¢. 


Wegner Rejoins Newman 


Ludwig Wegner, art director of 
Emmet J. Newman Studio, Chi- 
cago, prior to his retirement three 
years ago, has rejoined the studio 
as art director. 


Is Your Product 
Being Footballed? 


Are retailers supporting your adver- 

tising efforts? 

Are they maintaining fixed prices? 

Our service checks the selling and display 
handling eS 


efforts of r your s. 
Lecal, or I 
DALE ‘SYSTEM, Incorporated 


Dept. A 
1776 Broadway, ie York 19, N. Y. 


Demand for Vending Machines to Rise 
as Labor Shortage Grows: Duncan 


Cuicaco, Nov. 10—Mobilization 
will bring about a heavy increase 
in the demand for automatic vend- 
ing machines but, at the same 
time, machine manufacturers will 
be faced with shortages of metals 
and materials, according to Del- 
bert J. Duncan, professor of mar- 
keting at Cornell University. 

In a speech prepared for de- 
livery at the opening session of the 
1950 National Automatic Merchan- 
dising Assn. convention here Nov. 
12, Dr. Duncan listed some of the 
problems which vending operators 
will encounter in the near future. 

“Not only will manpower in re- 
tail stores be siphoned off into 
defense industries and vending 
machines be required to fill some 
of this gap, but as present plants 
enlarge their working forces and 
new plants add workers, there 


will be increasing demands for 
vending machines to supply the 
foods and beverages desired by 
these workers,” he said. 


es “Asa result of these prospective 
developments,” he continued, 
“both the machine manufacturer 
and the operator will find them- 
selves in a very difficult situation: 

“1. Additional machines will be 
needed to meet the increasing de- 
mands of industrial workers. 

“2. Growing defense require- 
ments will reduce the metals and 
materials available to make the 
additional machines. 

“3. Some machine manufactur- 
ers will likely be requested to 
‘convert’ to the production of items 
more closely related to the mobili- 
zation effort. 

“4. Manpower problems in the 
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‘The Heny J solves Ameria 
New cat Payment problens 


Wea ced ph pas ng ope 
See ‘eee The best way oe bad oat what 
7 
wom 


monthly payment of any 
full-size car in America ! 


bien ee Tbe eee 
> wine ovary Tharaing 000 pm eaten WGN-TV 
Sipeacered by your KanerPracer deste 


DIRECT ATTACK—First automotive advertiser to attempt to make a virtue out of the 
new credit regulations is Kaiser-Frazer, with this newspaper ad which appeared 
last week, emphasizing that the Henry J solves the new car problem with the “lowest 

down payment, lowest monthly payment of any full-size car in America.” 


toilet articles, men’s furnishing 
etc.) is not “around the corner” 
it is here now. 

He cited the installation of 
automatic merchandising depart4 
ment in the Boston Greyhound Bug 


vending industry, including those 
of operators, will multiply in the 
months ahead and proper servic- 
ing of machines will be more dif- 
ficult.” 

Despite these problems, how- 


FLYING TIGER | 
_AIR-FREIGHT 


COAST -TO-COAST OVERNITE...plus Door-to- 
Door delivery ...at rates often LESS than 
fast SURFACE transportation. 


Any QUANTITY . 


.. from a single package to a liner-load (20,000 Ibs.) 


AnyWHERE ... FTL maintains offices or agents in principal cities through- 
out the world...plus connecting service with all carriers to any 
destination. 


IDEAL for.. 


.CONVENTION EXHIBITS *% CAMPAIGN PRESENTATIONS *& 


24-SHEET POSTERS *& FOLDERS—INSERTS *& DISPLAY MATERIAL— 
CARTONS ¥*% PROCESS PLATES. 


A Competitive PLUS” .. 


. More and more leading concerns are find- 


ing speedy, economical FTL Air FREIGHT a great way to... 
* “Cinch” orders at distant points % Meet schedules on late jobs 
or rush exhibits % Get extra days of use from advertising material. 


Free Information Service: To find out how leaders in your field are using 


fast, economical FTL Air FREIGHT to build goodwill, volume and profits, 
phone or write nearest FTL office. 


, Qe LINE INC. 


OTHER 
OFFICES: 


LOS ANGELES Lockheed Air Terminal 
Stanley 7-3411 


NEW YORK 207 Fourth Avenue 
SPring 7-6260 


SAN FRANCISCO * OAKLAND * SAN DIEGO * TOLEDO * DENVER * CHICAGO 
PROVIDENCE * MILWAUKEE * DETROIT * CLEVELAND « AKRON-CANTON 
BUFFALO * ROCHESTER * NEWARK * PHILADELPHIA * HARTFORD * BOSTON 


ever, Dr. Duncan said that vending 
machine operators can expect the 
industry to grow steadily in im- 
portance. 


m “One of the most serious prob- 
lems facing retail store executives 
today,” he asserted, “is the decline 
in productivity among their em- 
ployes. This problem will become 
more acute as the manpower situ- 
ation tightens under accelerated 
mobilization activities. 

“In this situation, these execu- 
tives will turn to more self-service 
and self-selection, and experiment 
to an increasing extent with vend- 
ing machines to do more than 
merely supplement other sales ac- 
tivities.” 

Dr. Duncan said that the use of 
vending machines to sell relatively 
low-price items enjoying a steady 
demand and involving a minimum 
of style and size variations (food, 


Terminal by Filene’s last May, and 
said that while “the success of thig 
venture is by no means assured) 
other similar developments un- 
doubtedly will occur.” 


‘Sun-Times’ Launches Push 

The Chicago Sun-Times h@ 
opened a new promotion camimg 
paign in Time and business pub 
lications accenting the increase if 
family dwelling units in the Chik 
cago area during the past ten years 
and the parallel increase in Sute 
Times circulation. John W. Shaw 
Advertising is handling the cams 
paign. 


Issues Retail Union Info 

Fairchild Publications, New 
York, has published “Stores and 
Unions,” written by George @ 
Kirstein. The 246-page book traces 
the history and causes of unionism 
in department, specialty and dry 
goods stores. Copies are availablé 
at $7 each. 


and it shares 


» 


in TV receiver sales 


SO ...You Put It On WSYR-TV 


Unrivaled Promotion Program: 
11,817 lines of newspaper advertising 
per month—on TV shows alone 
3+ Full schedule of courtesy annoucements 
Da Frequent publicity stunts and contests 
Mf Listings in 10 area newspapers 


Listings of complete week’s schedule 
in both Syracuse papers 


Close association with local dealers 


NBC Affiliate - Headley-Reed, National Represente 


FREE in WSYR-TV’s 


"The Only COMPLETE Broadcast 
Institution in Central New York 
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NEW SUBSCRIPTION ORDER FORM 


Please enter my Advertising Age subscription for 


C1) 1 Yr. at $3 ( 52 issues) 
C) 2 Yrs. at $5 (104 issues) 
C) 3 Yrs. at $6 (156 issues) 


Name. 


C) Payment enclosed 
[) Bill me 
C) Bill my firm 


TitLe 


Firm 


Bustngss- 


STREET 


State. 


x 


~ rae” % 


»g 4 
er ea a eee ina Saat tes a ee Me ee ene Per ene ee EN is . Ce EO IT eS ag eames ee eer a bas ial a ee 
ee re ee ee ee eee igs ae a ee ee ae ei eo Sal Oe ee eye Go). a ae Rg emy: eis «fa alls isha RY re 
2) Se aay it eee, et Ses cone : %: ent Te 5 ye pea RM ee oh i Net ee tiles a) el ie ae ee ed es) hes et? Ls oie ea y Pe id Sion ee ee ae AS 
a re fais Fe aie a ; B ee 2 ee eae E Sai" ay ae el Eee ms = ee ‘We ¥ la hee oo ean See : aie 2 Wee . 
aie oe gta tS alee mamta bier dealt” 1 p Rare, ae : 4 : cue ONY: exes ye oa 4 sae iy oe ein Var s 
! iter: a0) ve ate ea 9.5 Sa a i eo ee aes eS eae ry ce, Smee ae ee ets Set ea ou 2a, oo i a a = meee 8 Nes 
: i alah eas eagle Menke, SoM ee Dog. i a ee Sars: gash igen feo Y a Se =) oe pee er ae ce ee ee pe ty a ee fe ae aot aie x ee eRe ; 
: ioe Pia ef 3 ‘ 2 Ce ee ce Be aryl Cs ss ie tae ae gs : 4) ae ea _ ee eee eg Aree Se aR. Ao eka home ae ae fs efit 2 oes 
it ge iia aca eA sl a > sua a Sit BAS asi tae | >i a eens ge) are a Sik i ae NaS pa eo pS emi hme a eee Se ME ate Sate at ees. et ke a 
Pier Mai oe ae ee Lae eae ee eae hy Oe So Te el a es: ee ee ee iy ae ee a ee | Pile a ayes anh amare yt sige aee ot ah ee ee ee re ee og oe ee pom 
Oe eee itchy Pe aren: ret evens eo ee eee 1 ew iia oe ree Sega? ee PROT SA ee eee Us ay 
“Shia. © Vek eg ea si Poe MO ema gare Noe atte hegre rae 3 J, i ee aa ee 2 Rue. mph oll a Be fig See ae i: «>, Et, aaa nee de AER aC eek Sie Gee eee be eras Sa ae ager? een i Se ke ee 
ee ta cee iek arate as Pipe sO Se te ee re eee ee ea ee ep SR ae aie! | ‘Slee cyan ete te Dalia ii i Ae ea rae ee oe, ee ae ae erin hea eke Wr ee jp Tage wi ee shi ‘eee 
Sear ta ve eee ba Fe ie pet ae ae ei Br. ae Bis ig yt a © et eee ee ile Aen Th ey Te el ee es ome Re ie tere 
A afi ida , Moe ey : ; 2 ; Fee ast Te ee Cet ee feenedr Forest ato leew eee ee: ee Ae een Wick 5 ett ear 
1 ee eh a! ; ror o oa ee f eee” es Sie gee ae a a : pias ey 
H he es eae 2 a ot 4 eas, : ; ee oe, es) cl y x ae i : : : 
F 
pee : ron ee _ ee To es. ye oe ewe Re ee a oe ied lied pea eet ey ae ra ee ged Re ee gy ea peered go 2 saigion at es af 
Paes 2 Aig a VO a alee hey af, er ee ee oe a ee Pi) See tr ee ae ie eae 5 pee 5 aie i 
e et Ae ae aoe ‘ Pts ete ea eee oe ete eee x a ae Be se Oe ee Lea ST ae age ree aL oan wae tas: Be iv i area ree ee. 
- sp Ah ee RRS SS ty pd Sees teh) eee ee hit Pate ait Sie lees ier RTS fae ie Oo an a Jet oe ee rad a ge a RAR oR i TRS ae i ae ade ee ee ae art eee an ee 
oe a) Gener tay ts rc, PRL, peas ate, Pree A Pera rnees (Ak on tee ee tates. 20 ere mena Lar cot, mee eas ers +0 eae ee hacks eas ae ee ee i ae 2, Seige ae AEE ete 28 eae 
Sa antlers ia Se yar : ee eS i al ge te me i oan cr aes rw Peo oi ye cpr of es eo eee Lig ee Pe ae ors pe een 
Bg goat nia ME aaa i a aN i hc cay ee te Pe ees > ea Oe gk ace a in tis a er eT a ae a ak tals “ee PO eee ete ee rae oe ini ri a 
f eee ey Sy eet kt Saas Se eee. Sia jog ie 6a aR dab! PELE ace Ne ag ‘Ve Ba a ei crs a eee 2 eee 
coe ee Eo ceo lr eke ie ; et eee edo i. - eens: ) oi ea era he ao aa ee as ibis aes ee a a aes le ee a es ake 
ae = eC eee | eee ret iL: | ee eee yf ae ee a a 2 a tia Bae eg ectoers. | et ee 
ire ere er ee ae : oe a Se ae en ae sare | i ee te ne te ae ae tee oe Mae: a) ae ae 
ee pe oe ee! et oe ao ees ar pie Bo ae od ce ee Pet wee Pei ais cae eo eee - pa 
st a rs cet! vy ome <a ea ees. fie ; 
ae ae ee Bd eye oe Co a ee eae a eet EO eon 
Pate ee ee eee es es ie <a d ee 2B Ceaieton ee en 
se a aoe ed 5 eran ae © 9)? a eer or a as : - Cae ee patuee we 
— ae is wean cos ag be ieee on Ces eae ao) Oe our aie + me ts = oe: Pee bo 
Sees anaes “ely ho eee ens — ee bee Ah See a Sas, ys en ne hee Re MENS een * De oe ee 
, gible a3 uci atti Saat Utes en eer Ve rete oda ea gi in Oe (me t= og em net Hee Bm de Seta a fie tis © «Cite era ae <— (AB pete ae ere _ SRR tas, oe eae bey) Se eee 
j ‘o _ eae Tee aS rene =k Or eG ‘er m eee ae ee as ore eens ae ae gael ae a teak oe ee 
ee fo ee if Eater a ote eet eee ie pt te is 
i : ana oe ete a adeled mee a a es ‘ ae 7 
| me act ae NN I A ca NR RR NRA OR TE AE i oats rN tg Pe 2h ae ee ee ea Seles. ee eae Latin ie car ois; Rees gies 
. of ee me gee ie Mert eg a Soe et Shs ee tee ad aN Tear ae 
4 G ee it scale i) wae eS agetade 2 ae ee crt 
ae 
st 
ar yc tiated ey PEs ee coe 8c cae 
Gs 7 UE a ieee Gece Sede Oe eee iat ea 
igs ane ame kote af merase 7 - as <a ae pee ae Ay lan eee es 
9, ines gs NR IRR ER aS arity ot. ae bes bat. Lys Sn So Fe. as : ees ees Teeny 
| : <a : Seis eo on.’ a a Pagar os Soi eS ACE |e y| Samra IRA = ihn CRM portray aE wets 
: Pu i ee ices eee See Shree * er pe 3.7: 5 RRR ais | Nias (a Algae tas B 
5 at Bos = peewee fh foo, Se eae mene a oe gh ears ak Oe oameme ie Rete ee tht Sa peare 
art 4 aes Beet go he. ene te on ole ie eae pa leat 9,3 Sine Oe eae ae peeks eae. 
a eat Ce ag yt Sn eee oe m7 Sem ate Roe Se eee ie ee tt t= er aol 
: OI ain? cia cia tied ncedeiasninipreg NE ei ne OUI ee ck Wee Bi ert 
a eae pee ah : De ets ace ara 7 i ¥ tS oni | aed a — 
Bus Se ea 
er ae a 
and NI cn ninsircnsion-shftnletitlannecieldlaicc a ialeells ipciiuisinedict : 
_ NI ccanesisoinnmscsnhhimpeni chica haa leila el ae Re 
red, 
un- 
OT. cnsiinrsititesvhindocnngtiadinbimtanataniiipedticcnnnnitae ; 
7 eames! PANERAI ET rel settee a Pe ee ee es Meet. 
Baars ns mE Be ae ee ee eae (5 0 I ee aa eas 
But send my weekly copies to Ue saa 6 ae Oe Ff hea a Ee ee Tea ag eee Shs ome as 
nose A Pes Litt take OP gee aa SE EY 9 SB ee cnas ie 7 pe eee Party Clee pa oe 
as Z awe aes oa “ = ls ppg +) i 9b! “5c8 ge a oe age, Cohgre ) aie te 
ae bt sia es me ec, Ry Geena bs eee igs Scrat | oo & tS eo 
has oe ME et Sh eae see Ce ae, Te Pam ees i Se oie aaa ae Pe fae \e ee SR ne sits é 
a ie ayhts: i ea Sate Na ae ees Says. ee) ee ees Oo ee rae 
ame oie " p Waal rennet eee 7 gatas ee |S Ri ht ish ear ara. ye tees ool east 
Pe oe sg et 9 Pee By. oo) ne Maite» fect ee Cee ee aa r spit eee mi te hae ake AU gra «ns J. ree 
ube Beet eee tree aaa Ne) ae ea ar a ee Sh See 
ri ‘ee Uc peers enon © 2 iia eee = Bae! Ss, Aaa rae Fe ek idler aps ey ena 
ed # ae eee Bt a ime ees, a) ar Bs, + gure tee —, oP RVR Maced , aes ae 
“hie ; ae aia ae pe ae i ‘ee El Sees ee ge cl Ng ae sae 
mies me ‘ i . ' PRR 8 el) Se we 5 OO ER , I? Seems ae Na es oun ‘ 
[ Ese gO eG etetoae meats nl ana F ee gee oe Pe ea Se Rar ou eae oe Se UM eB iar cd aT, 
ne er rare ec we Se RR ; Se Be Fe Bees iy ee ae ow RR ee Wee eee ee bag 
ears oe tome tayo) eo eee Rep seh Yul ey fears Bel ya Ailey Or ed ee DN a meet eee a Cao. ee ae ee ee ie 6 on SS Peas ce Pa) aie Pas CR ai 
; sor Sin uneCmtk el Mined inet Teas Pa ee i ee oy SE ein ee aoe 5 Eg REE Re OM nit ye hyo ON Nene Pp ere aig Ee oe Se oa ee 3 ec t= a epee : it (ig SPN, 
- . i pegs ae ope oe Sat Ne SB heey ere, Wee es . ec pee Rie eM Were okt EEN et : Sieve gee eee pra cs ces SRE et ibe eS aha eC ial me lef a r eee CSS Boe eae oak Ate a bas tae gate Beier fn Sry wees i Sram 2 erate P Pr 
hp Re eh i eee ete eters perscnirs tee fol a: ll a pela ee alge Ns Oe ol cig ia a Be in ee oa PD ics ai ath up nc etn ee peace eee biatch Shack atin: Be ease ie 
haw Sua. ee: ee : = aoe Ee en ha FA ae te ee ee cae sft 8, eg Oe ea Rn em) g oT LN eee ea Ci. tS ee ERG : Ret ee ha Ge a, oy “Cie jay ceies Sea is is 
Piru Meo em ; EEE I MR We ete eae Oo) je) mene ae ae waa? © Se, oy am eae ce eng sea SA iCute dre pho hn ai a pg Sota tae Pe 
ame eee ot ema See ee ae meager Pe Ren ee eae es oo ares eee oar, 
Ree ey i es f erea * ee ee eae ee ce eee ‘pene sa) ea alee 2 rie aie SP Lope a ee ya 5 2 Fe et eee coe AO a eemeapemte OE ee ea Ue SoG aaa es fe ne eget ee 
i eer ae i Re de Cee Se ee. Serna) aes eae Ding, 2 Lee Mn Mare) IR ns. | ame eee “Ale 
65 Wes eo Ss ct ee Oe yg ic sa ile, aa ate eaeae Liege id <<) au cee ea ec, pe aaa a ed Rao ear a ae OR iS a ara fe ER kg eS CL Re a peers ee 
Rasay = we eee 2 ee Bie eee hesne nn men eee ge 2 ae | ee a ree Reet), yh or es Pe oh ices, AO ete ee: 25 aoe Sas 
Be ne ee ee oN re 8 in Pe: AS eae oS ee a eet ge BME orga or a ee SA eon Ngee a ee el ee eee 5 ee 
es ; a RE Re hate ks ey a ae ; ee ea Bris: 5/2 emacs a ee," Nae ea Dries SRS eS de mk SOP oa gyi Leet ree ht ee oe og eee 
lew Beck ory To eee eo ol ee eg Wee DR on tiem Us semaaenye pe hs Seine Bom ON I a ER Ae 2 ei: Pe Ite ane e e a0 ce 
Rema Sg cigs \ ner orem = ee iy Se ose 7 tes Se ad eM ee Same b= 7 i) vce See eae aN NS ee Sey iy et er es Nest ARE oie 9! SO Ag ea, aR nash Sete sca eee Cyne C= Ag cae eS Bie A es tees 
and a ae cen aes Se ey me Pe ee bes) Paired ee ear mine We! eb hg Wik ee en RTE: Crue oy nea oe eee S A See ee ee te ate Pe Ce sig, eee = 
<a en ee Rey Ne ere eg EPO eet ae SS et eg Yea eae hope ai ie ac te eles bec aac OE coe coca te oe feng eM See co Eatin oe era ee aes Bee rata + eer ae he Sa Ae eet Tat eed eter, 
¢ i eee ee i ‘ acne RCM a eT ie ey oii cf ieee Se aN aca ad eee Spon Se oa ee eee = 3 pees Ser eer i aah ln ale os 
aces 
sm ; 
dry§ 
able ii 
Y 
ee eee ene Ce eae pe ceca al Mina an Sac a fe ea at, sisi nhl a ee es eee ? guides , a 
Mes aa eal ae nag eee ee ee ee ee eee hE tess nes) eng et enter ere eek De se eT eee so ee enema eRe tie = eee ca a Te eee ane TS 
Scene pts Rs ee : ; Se dk pia aahock fee Sie ae ke i ea ens a ge Oe yore se, " Be ii een yey apa se se Moke Sa gaan ey es ee aul ae dt eee sa ee ee i Baler 5s ba srs 
ere ete (ie iyo Sy Bie Ae Ge oF Thee Ps Ae eet) epee Val i Sea ieaee roman shi LT ester a AAR Nate age Pie i* ral? ON END, O) oe" Ceeren Mi gta tate ee creme a i he 5 
2 icy oN a a iA ee pr ae Te eg! ee aT ij Ee ee ae aie eh ee | Bc ee wed S ahd pire as PG erp cae i 
mee, eee ge ements ee Bod payee ee eae ele ry eee fe Gabe Ao eee TRS tees Saag eae, 6 oR i ; a 
SN SS ae ee Ee ba nop ae eee aie each Pra eo ay Sees. re SaaS eee arch ake Seite Uae as 
Pewtice. lee Oo! Spa neren etree. Ts irre ale se aE ec i Rem alles © in ae ihr fea? ore Es et en ne ee eee eo eee re 
ep thts fe ee Ce oye te ae Bs fers i ee eR err a pomp et ag ip ene ies ote, mes ae gs oa Wee ee POR rhe Gr nie oe heh aie tod 2 
+ Nicol See eae et Barca stad Te eens ee ere hee e COZ eT eis te ee eee Peete Ree ay ae ere Fe A aa = a) Ryne cer 8? iden 45 re iva ea les Bee ert eT egy oo eae ees 
Baa en i een are nee tetera ; Ch gene ge erry ye a ee ees Meer er ica. hae eee I i gap ONS | aoa ae eek digi ae eh agent iS 
Eats ee Ls eA tie) ns pe en rae cele eee 3 1 | Spe i i a oe Ride Weert sone meee! ht, Be a aye tf OEE Aire A Dey vel i ey a a Wai EL cee Rae ee eg x Poe eid ee 
re cctahe ig Re on Soca ¢ eo tee EE eR OOS Tee cee fmt) Gis tn air adhe erm = : eres nigths Ca Eee ay peer ie ene eal ree as ae Re Se ee ey ae a aa is 
Joe ere te? ee Ri ea renee ts Re ete eee ee ae ss ue Sahih me, Pia pee ac eau ais ae See oy a i, gee eo a OR I a Pee ee ane PN as aN 
i : ee ot 5 a er ele ae oe ee Bre ree ee a Ge eee ne ol lee os a ie ee eee ea ee eee mete : 1 Naa lees BE ne aes, co PN eee “a j : @ ‘ 
Reg Mane ey ie fae gamea Nata als = ge esa ae Aces a eek gina eae ort mag Pre og yar ae een Pe cite BI eh aia cea as deer ee ee eee i. [Se Rete a Sale” pl eae eye 3 2a ne 
Sie eee CAN snes A ros ca Se,” Gg a a ree <i Sete eet et mn tahoaeee iro ites pa eee poe ae cote ip it eee Pe rd, ee wad ie eo ey a gees ae te pe tue ta CR ee ei AS ee c 
Barrera ty gh a 8, Ve ; & Fee le ea ee mB Fos, Rites ee he eee ee, ie Sle ge cee ee hee ie aes eee St” oe ALN O° oo Ie If a fae a eet es oe 
Pe gle oe ag RYE nS pee os ee oer en aaa Page ie tae ae Ae eat a ean : ny a Re ae I Od tate ees Ae at ; bor) eee epewere ct. ay a A eee: aay z sc acre Es 
Pe ee ot Pa ee Peseta BF ed 8 < 6 ah ee er ee aN Oa CMR Na GR cya ie aie A ee ae ee grea ead Wee Tt Me Were eee ey tee Rae a) ee 25 Uae a a A ie Sa, eee ND area 
i cl, ae enema ee eer ee ag ee Fos, lite mg ee sm Da pi en eran Spe. nae Bee Pete Re ae ater yoy 
is : ee: Men ee ee Wee Si : at aca ae aes ; = ie ps es pois ieee a DR mre tee eS mane ase 
FE een arene New a iriure | ges Are ie re ee Malet he a Bef GPS een ee ian el eke Re Ie une te Ble ye ae ae ee ae sen ee os ae Seam eet ged igs AS sn oe a pia tk, is 
: : care = Ne amen gts a pie meee oes bac saat Mie aitcn’ tae Pe any et ie a een OG se ae = ES Pam > Pr. agian ses: 4 ae ie Fee i ae eee Ce a ae 
Pe ee a ene ei ene 8 ta Nog ee Aca os Be ae ap Rea CRT t= Pr Mr ne Po ee Tee Peter, St tas Bote SE i che 5 tg : : : 
ei en Marie rales! xa sek Cee gt et bie te we LS OS AR fase ge a anata Ss, sie 2 La a BPA | Ty ae uA as a ea ee a Sieger Ts beds cst bowers That ORR Ear eR ee, att a ee a ee ee ae 
se kp RE ts ee Pea ree tee, ie a fs ES Ste I ae’ ean eer Ay Ne eed ae ei Ue ate Oy a ee oes Rae en eo aaa eee 
: ; ’ : ae : : ae ‘ ene : : ‘ 
plea i ear eect ire NOM Ra Mecay ie NS he sont aN et beet : ee ee ee pe 7 ; coal ere: t Bs et ee ee ee pee na acy ee - Cra a : 
Seu te a ge phi ei Snic Ee Ng a decay wae Pe ae ater coke fair Ss a re SASS et a aM ie we eee Ep ese VE Ar PP ad tere a tee = ait Pee et cn en eM et nO ee as ee a a age cee er ee 
AD ec gan peer EL te ree ig eter ger Sr ee sea ae Mi Te a ee IM Pein Se iii ca) sol eae ee Eka SMe ey ent re Pee, aa Ping agg | a. re Sen ee 
ome eee ae BE A ATS eg ee ees eg iil eee eS atone ees Bah ayes Dee st) ah eee ie tee | 7 ee se ee Bn iene gees I Ry te aly a ie se a ee ee ie 
‘. % ee pis: ay ‘ i: 3 Pe pels ORE 5 EY mee em te Ai Pee ae oe Ae ae eae ee een eS ‘ ak j a oh bec ee a} . re > Brae amy Lae n 7. i 
det g = cane de erie igi aun 1s ES aS ns gee omg Ca ee a os ea ip Bre sae eter a ee ee Ree a ee ‘ia io zi 
Pee hy oe OS Ca eee ee ee eee ek 2 eee a ee, ee ae ig ye i ee ee ee a Bese est jp aaa mene Tears Mea 
gtk sl iat a Pe AP Saat Soles graces Nag ee eke ne be ee Oe pee ee bg ss PA eas jtesig? Pot TE Ha era easels) cates So Fs NO Ce nee EL er rey ee Bee ae Se ge ee 
ine ees Ae Naa? ie Fe ee og: Bete arte orn eh ge ne a ae eee ar ye ele ae ioe sega ee te PN i ily Age Rel), dog at Pee ae Ca 4 i Se Sh aye ee ied ont Ce ae 2 eee Relea es ps ti aa ei ta la ates 
ee a RPA AMES EP EN ee an MRA ate Se a a a a alaraa Pet es ee oR eer” sf pce re nO ren SS ay a es On DeReeS ye 
ante ae : : ‘ ; Rie le ei nea eee : poise erg Ruiter Daa Me Ne ee ee sare A aches ae ae ae a Re ee een 
ip gs a ca ach oe UN a A Sey eee ara aed: oe Sa Bases | ates PR bt iota ie i Se aa saat ii Vr Wea ee Ph SPATE No Seg Tey SIT ae aes 2 Pee ee ee ee Ra Te RICE TERE Seo iia als 
Se ices, | ecgeh Blam cee shelisel Wy Sale nena hs SLID: MOORE ray Pee IE Clee ee are Bee i neha, ag ape | ee ees ee ee he ae catia eee oe 
Rte = cara aon an Bo Pbe: ES Hy ie aha) toe heer eo, eee) Herne oh Nee aso Ee eas ere Se eae ae “Gi pte pene eee E SApie: Mae eee Te aie lates Oe he a tk Stee ie al Nee les Sees ae, ean ae apiee nt 
= pe eee Ea eo rl sage oes eee a cs Shea Geel Roe Raf a be Tees St eae : bua weingie se, F-7 Re e Pee Ae peahl eid is iF Soe eer pore ‘aoe ae tees 
RON ht SB-s 4 Ly ee ee re a Dy eee ee Rage mena e RLN eoe ge p ao, were eee en a ira re ee { $ Fee ‘Yi Boer ae a rei ees . Lea , 
cates Pes ee Cee oe a i er ee Bae SON CRs Ne et Sete ae CS ce ae RB Gi ee a ae pe ages 7 UGuAd Pahcact 5 kav. 8 ae eee ce ae csenl hit Be : a hk ee 
age cif Tey : i pal - flees Sais : oa Borie eer mt " ee Bigs. ocic’ |: 2c aps toe Ae Mean Moar a i Rea Arg Ae tho = 
| es iat halo i . lies at tots er Eel. Ge i ee eed - ; 3 : : ERS An apa se | a a Kase ie : Peet pea : : cee e 
i as ieigh sine ee Gs RET FE MN eee eee cl rn heer ne Ga eee 32 Wee poe eis bf hei os Se iy tgs, ee ul ee eae ons a AS es 
i We eee ainaae tte Sense eg a eg ee seid ia cys) es 9a aa ah Ar Hea Rea Slee Ne Se PROM ere Te Magi paling are Te ee oe eee ee eM isa tans. Sree. he 8 a Be ee 
Bl Oa ea aeees ico ee ee ope oes ered ade hans Fema VY, Ey a a eee isa ie Coie! of pelagic VW. pasna Mate oe Per es NA be i gh 8 FP oee ee NG. 2 eee" S ee Fait Gee eee a re ae hel (O° Se ae 
ee ae nes Me ee ee em ee Oe Ae ae oe ie 2) 2 i ie aurea eM eS a 8 gern ye mee, ON 8G ke oe 
ae, is i a a 4 Ae Wie a gk Ae eo 3 alies 2 aa Se Ny Cake eee ge arte rs i PMP oe, a 7 mia Sn 
5 Oran ee el os me Oe A ae 5 0) SS Aes eta hee te ne a eee as ei po eae © Pe Paar ee a 
te La eee Me 2! a ties Gs lea Omni et nS Tate er . + ae 
} Be ade i ye), os ne ee te caer et aa i a oe oareee et b Nilhh coma he a gale Oe dg eae ty 
oe a ee Teel St See ME gaia sae ean se AT me Ne, Se at eae Tee ee ae a, eee a ete eta a” Y regs Wits Rye 0h ST ee eae 
era ey ey Se ee Te ce ene ae Ee Ie Se ee ey ee Bek, Boats ee ee a re mers oie Pe ee eae re, Devote ely ee alte ale fee W's sae 
fi i ‘ ee 4 or Be Soe e sin = Cora ena Soa ea Pad f oes es SES ee See Si eae AY OTR ee * ae bis 
. 5 Le E =a : Se ee Sra Si ee “ Re EN ade ahr jerome Seo een okies Sle a is ee eto = = GR SE c= : 
4 . ; aie J ane, es 1 Se erie ais 2 ae ee Soa. 3 ae nay * hy ’ a ek cone weer ae Ri My or eee PACs Ce gar, ae ; 
ee a tae pie aa i'n ial iM i <u Re rie Si ek: 
Che ae he a CM eae RPh, oe a ete aga ee ee ae eee eee ee ihe tes ee sel ifn <A ae aces SR em ee cues. Te 2. eevee SE ae, sa Ba lb A eer Sa Bi ps SE esa mae Re ale a ketal Pe eee ae 
Lae ee ee Sot ere Mey. cat ae ee ea a ee Sg ae eae pe Sth. ek ae Be Sisk Wiese wii are cnat han im Seek eae Pegi Ay Meg so es Pale at ei aa A eee eee he 
é pe tore a re PScee Ar gee EN eI a tee Te ep alanine Bite Winn wwicr a eae rare at ge ae age Sains ae eae a ea ee Kota gt eet aed De off Sigel Smee Me payer + eae ae egies a Be 
sts, i = f i F ide 98h i : t Z ¢ ae \ ‘ 5 ay a 2 ae ee me ots es i ie, 2 7 a kates 
: gcse ae re ENS Se ze ney si ier a t Paks : ed axis tae rit ee V Z please : a = 
ee ee ae te ee een es Pepe ee ne Eh SAREE = : Be aes ae eee ee ee ae ie ee Jigar esata i ay eee se a ate eS 8 Si Pele 5m a ee cea aoe ee i SM Rtg oS i oe: 
{eae ee ae Ge ate uae aes et tbe Tope soa el CaaS y 2 EE ge og Bory ch tee eC ee tL | Re At pe Ae Be ay ill Sh uae a eg ote Cetin sae on, cca) Tope he re ii ie See ORES ere ee erat ew te = ies 
RL NR EE te ne ck AR RI a aah ent EE ERE Seis SR eee LE + 
icc a ak ae ‘ane eS ed ei Bee oe . ey oe eA oe ie " Sa Ne VM: Ge Se PC, «ae ee Re Die Rania ER ea Ds pg p< ii iy Bs =a a a ai i ee a aig 
STi ks é z : ao : ‘ a : Be aa ee tr a bes ee EN er al sae eG ig te Pe ee ye ee ss ust 


Haus' 

FIRST CLASS JA orca 
Permit No. 95 4 whict 
(Sec. 34.9 P.L.GR.) licatic 
CHICAGO, ILL. was a 


hig 
BUSINESS REPLY CARD a ne 


No Postage Stamp Necessary if Mailed in the United States | graph 
—POSTAGE WILL BE PAID BY— featur 


On 
Advertising Age run 2 


ing a’ 
200 E. ILLINOIS STREET patter 


ae ne? and the 


ulator ( 


8 Top | 
Wilmot 
71% rea 
b&w pa 
Black, 
66.1%; L 
paine Ci 
Wyeth 1 
Top 
advertis 
Co., 619 
hell Syst 
der Co., 
Coneli 
ment 


® Inter 
hospital 
Strong, 

or endo 
hospit =: 


Pe t 
: : ; f a ‘ 
ee ee ee ee eee ee eee eee | 
Sat ae eee iS eee eae ae at ee ae Ae OR ae eeegs a) igs a, aaa ed 
? ” ee ieee iba a0 ii la atta ee eed a Caer eee 2 ee ol ee Sein Sat S beak el : ei: Wee ies ‘ 4 
SR 6 a Pe ae 5 ahi eee pen a's ee eeene ie oe Spee he ta oe iF i ay = ue hee OE AE cats a Mas pee 5 
a ee OMA or ass a ay EN Se a het er es SA ki ee AE Pe. Pe gag : : re & pe ui Agee pena © eae 
Pt Se Decree iat ging 7 ie ore Disb 2p a eee eee Tg ae en ee Bieri te ee = Ea ess 2 A F at ere : ee he en ay a 2g, - a a : : va Na, 
C5 ila, ts ea Nia Be) ge og oe ee TU ee eee om se pba ae. Se. : Fie oe a: roe a Z 5 E A ae CE 
$ sae a ar ae ee 2 ans q ‘ a eS: Neuer’ See ree > 5 ee ee ae Suen t a + ae Ek de : 
z ee ies ae ea Saeed ot ig l ; j . : pe ge — ves eared , i ERT aN eh kee ee 1 
; ; Hee Ses ce * eee DSi we . —e. J . My, ao ee F wey ee ue E Sie ee ee ede wear Hd er a Sa es 2 ae ee le a iiss 
igiint cere ol F ane & 3 fe ‘ ' 2 pos 3 7 es i i ae Pee Brey oda agtanwid pS >. ie Mle oes 2s Sey eat Fa pg teeee 7m soca to h 
= et : : : Soak es ie dog tele Zs ; that ae Celli 0 Se ere) ie Man Yay hin ee ett ygiee ch Ae eee a on aoe Sane, ae 
: ee ‘ Na a aa a on Seas : Se Re kes See ee ee ae ies ep Aen Sas fpr pe ee hp algae) 20 em ae ae eS See MB a fe ‘ 
ko ay eee ee “ie, aE NS See rm ais beSwuighe eae al Ue ee ie ee re Pa ae _ Big es Cs fins 2 iam es eee tee eyes is: ete ote eee et "e cepti 
Begins seks James 6 eis ee ee kk Ee Mae ee eae atic | See an ee VRS ee re eye Sea ea eee rs Pia Ge eee heel ee. ee, ee pe ee ek 
ea ee ee mM ie Big a a Tg Ee ORNS Se a I MALS ara ila) pes sotgrel Us 3 Aas aie el ae. Cages re a nee lo. = ace ee epee Meu ce ts 
ha ea be iti i deine 2 Fe ey tue ee _ —— ae Se a ees es 5 Bn tl eg an te a he i a Se ne eee is picket pace Fk eo ake ES tes yo eae ies see 
‘ ; Toc & See pet ie ae i ii aie ee ce a 7 es itt 4g ee ee ht we i ye pat 70 cae io over we a au Tee ie er: Bead aes ie tis at = ge pee z i 
oe oa) Le PE; tee te rte eee SEVP eee La a poe ae Bas shou ay ry aS ; ar Pi. SEE setae 1 kd Oe SNS a oe el car Seca Sy aE ha Me * Leo pha ; H 
Ae * eee ee See i te ie RS I hae tac pe en os a PS) 1 so yr eee ge ee Ah es ea: sae DTS, es ae eee - i Nees So eS) © Sr um ad 25 eR 1 Sat ee : ; : : OsP 
eee Paar ot eet a 3 ae , re ee ees eee ery) tee een a a reise sy) ha aie : : Es : s =o Be Be eee ™ poe See : c 
hon re i a ee 6 pat Ey nen en A iol ss Pea er PRI iL eS eral hac : . iy ove pea eee Bond Biss = Vda < 
ee ae Bu = Soe Sea ae SECC hr eee ee ee eee <r : ae * ait at ae ee eee ; ‘ : Th 
RS a Rg 8) eee sit Cok Whe ee ae — ne pee ae pital 
: : Spey es a? Da a esleoe 3 : 2 1950, 
s . 
zy tervi 
; - va Fgh alles Bk = samp 
f hs . ¥ i aay fe igi ea ale ce at alte ak nee ee gee eee am, ue alt ante uae fess 53 j Me Ee , 
s . r eye A retin ieeriagl t= is el ga ae oe stall, Wels ies ae ee : ioe (aie ene 33 4 Be al c 
‘ sy a : As aici aad j ooee as sie : ae ei Tella eee St Pe Ae re Oe “ites ie nM 8 a i cuenta 
. tasted aU icc iT ap tase aaa a) sie ht ye eh ee aaa eae eM een nt, OTE Cate ae ee tn ee ee Dei Wa Aes Ea a i er oe ee eet Pam S 
eh ae ene rage ees sie Riot Ce nae Bs eee ee ‘Ae geas Vaan aie lh ae one er ee ee eee EA Ge alee oo tag | ee iki tae beds 
‘ nig Shik ive ee aa eae ee <a Sears ¢ a i neal] eo ee ky Oe z hey oe ae ee aur ie eer? Re eer pati € > per ECS a Pel Ree : enone. ere 
he tee eee eat Mi aS a ae a | 1 NR 2 y= ee By Sie cea So. ell Bs Seba eae tf. en Beara ee gd oe hg Ma agetins Beate ee Sr 
; ks ‘ mi mi ist . ms a as ; 
(eth Jian Nae Pamcees ie, com Steet Py ne a ae a a ea wey Lae = ai em Mela Ee ee Tae Fi es Sanco ioc ea ies el eke he ee ie ee CS ie ec BE a aig 
Be age , agi gy eee rae ee ORE ot dn ad ae a a aa OR ae ck ie 75) Pte gop rats ena ae eee eS, . ae ee Se eee, AS, 4 Sete nc ie Ware agg Beeay oye a he 
ee, Sa Shi hese cee be eS ha ee = ae ae ey awe yes RPE A! Seas ie igs pices eee 2 eae? : Del BN ke he. Bri Bae) era, ty ie aia 
DREN pe eee eee, en ee ie ais a8 1 eae ee 2% Pp ee oe ae ee ee gate ISS Vig aicegee eee * ee oS ‘i icon eo Tre : Lo eg aed er = 
Pe ene | £ eae Oh nem oo eee Rae eee eo ik is, eR ae ayes se ae Sere 
re 4 wo“=  €.ae eee a eee az ae ne OVE epee ee ah “a ns Se ee ae F 
aoe EE AoA ney te ‘ eS gee Seis oe 7 Neg Eee be ae : ; Paras ie a fo 
Bea ‘yah ln abel ol Se re eet 6 iin See GR ee Reese Mle oa ; 
3 eee ish : OO hae te Saeed Py! | rm SW eg oe ara 
a age ' is ee er rey me the : 
Rec ae eke Dl 3-27 Pie OR (ee oe 1 ee a (eS w. 
eT at ae Mai eo We ener 8g, Re aa cn ee ies phe mere ey ile eatin Rll tN a ee ee oe as 
is pe Os ato ne Q a wees ke a ae ny eee eee ee Fa eR et igs Fen) Sec eee oe ee cae n : 
eee ft oe Bd) ey ae NE Dah doe ee ee — i arch ae aor: See hae ales ; 
Oli tae gana te Nien foe See cece ee ere ee eee nE ag ante oe a , read 
_ ee ee ee. oe Re ee oo aaa Pee ee ee al Sie ead seealices Biel eho Abaya P 
otis, Le, SS oe a Ai Sri es cia | i ec, ope ME te eg ea es afr Sanity a Me trae pee oe ES ls Mie hr ae a ieepet . atin: 
oe cif ess ea ee en gl a eras a Pa alae Ae noe eae One Ro 2 hee ee ; ri 
at J giad Pane ll hea gee i wane ai oe Ay eee ae r Stee ae j ; as 
oo sige Ee tare Wenge tee Wee . Seer Si share 
:" v . ‘eee ange ats Seto : 
Peer OK, ary, : see ea ee a Oe 
; se ae eA bia aaj 1p ae Re 
estes pica: Se a iy ca ee a ey eae cece ic Sr a 
staan OY SRM on Fee = ee oN ee Cee . es 
gil ace ee ocaie oe Renee ae I Cerrar Rime fo: ees. fn dpe aes evo ~ gare ee ee Sok apie 
ee. eas ae ee ae oe Bi eased le eee ca 
0 Sera > eae ; ckrod 
tracte 
wih, eget sai 
ce Wwe ge a 
OEP ee Heme eet 
ee een SS “cn oa be Pie Lee Pe er ee 
EE ee Ie ae a SAA 0 o> RR in gh i ger nner ee Mc 2 OED PRT A 
S tie ag) me A seers 2 la oh eit, ee tit pease By 2 ee Bods a _ va NP 
i eae ae eT ar aE Bere ee? Ne ss te | Ves cag ses oe. eee eo eh eer eee eRe eg a ee a On a ay 
pile ay dh “2 aoe eet ee, eer as Tee eee ea ghee ey ee eis is Sie he 
i rol etme Se) ie ee el ty ager Rare, oe eee : pe eee Pel ie eR aig Rete oe 
ee ert Laake Seat + SS eee ee SOE Fe. : ‘ hig 
ay Eee x. 4 ee : 4 ; : d ree aon bed e! 
: 5s ; ptt ie See ee id DO Bea ORE ye gee eee ie Shere ree es a 
ee ae ae iy aes 2 et oe. seni all anne yi. (Tam ey eae ree oe et sie er ae eo 
Sas i Mie ea al ie eal cag Ore oe 7 ee Serene: Se en A TG we Sar See ea ee 
ee ee ea \ oes ae ay Sa Bi ger Peas eae SM ey 1s hn epee : 
Tiaee 7 a) eee an i sy, : i F id aes yak + - nt 
3 ee 4) oi eee et oad A Ne Poe 7 no 
mot ii a a as wee ne Seaienee all 
a ak aa alk ll 
is ai at, Creag eee ; 
ee 
ae "8 20 
he peta he eke Soman 16.3% 
J eke Ly eee ae ae 
a i Bs sath a Swe sa cena, 
rr tener tee ls ibaa cies CHICAGO 11, ILLINOIS awe 
-_ 7 : ee el ems vet. ate. 7 ane ee kd eee ee, PRE e tiie al 4 
es ee ee Ava a ar he a Ce lala Sore ene = ae ‘i Pe ictal) ce oa ea ena pennseaaate, impor’ 
Ga Le ect, a ee i ee ce een Meet gece nna ei 
Pe ieee ee a ee cha Se“ a de ee apne ae Bs? a he ey oa tee es es hoe wee was fi 
er See in 2 Ee ee: ern et ae CN Sie ea Mt ie ee eee hp sert fc 
aes eS es ana ge pe ee ee en egl Gin Siege et SS oko) emg. Ree Bers 
Serer bes iy soe a ee ee a ye ee a ee pen Sens Sa pl ti page 
= BE AC ui it ae a Panu Ses ; oan a Oe: ying ee eer he ee, ay ee rtra 
' a abe ! ses Se Sida OP Lore es Sen 2 OS at Viger EM AT re) eI 85 ci by mee igen , Ne aee Pec Meh stitutic 
aig a eee Sie ae Oc pala en ND ae apa ak +S ag pee : Sei sieore iain ys |. Sean g, oath LRM ed Sant 
ee ek ee eee he ae ee ee Cee Op eee eee ae eee | eee A Ethico 
AS erect Naas iy ole aac Tage ae EX, <9 Me ma ara FSR 7 a Eg Gt So Ver a Litton. A heen 1 tat SemNet Soares Sas eet caer yt ee ee TS eee eae ee uk ee ae bate 
MESA Ay a een a ean mmrai  S ECS 2h Oe egy La ott a es, Aes Be one oe aber Nor dae LS aaa pp gaa? 4 Aah A oes alee te surgeo 
Perera y SD hates ae eRe. ih ea pa ae te =a : Wire ae eae eae ig! Ale § epee pe ee es? re PSE ey . Nes i Ce ae eal es Be a ; = . 
A a are eee ae Me ae Pape NAY 5 5! hn apt ee Par is BRS vate ety bard, pee : citi | Bnd eee ra ae Pe ge ts Oa'2 ee eo "Masset op = Zio hi 
pierre a , yee bate IRAE eee eee ee eee See 24% ee eee BA pak Sent ta) ee er ciy Ae Noe ee en ae Sa ee I A Saeed SPAT SS Pn ie cea er. TALE Beg one filled 
eo." : : sae ps . 4 «Eh 9 ane hens aa ee as fet eee nas DS ay Seen eee ae --eea ee 4 Ce eC a RE Oi Shy RTE Digi cde ea Tae (a oatmeal ren Sac tec, a an 
a ee epg: at Seen ely, neo Pat ea Tees = Sey fF Mma Rae ce he aaa beak be canes co: a meh ee Bee Se re a aes Peretti). ee 
soa ign nas geet rh oni an ee atta eee eae ends o> aes ees ees SC. ee Te, fer se ee a ee ee al ares eee eee garner 
al ae a bait haa | ARR OFS CN * — Si ie ee re es enim ame ay Ts ak aig Rr SSSA 8 TAS er be kM ee eae palaces Bet oy. hedging nce Than Ga ee ee Be Nie ina nee at oe ie le Ae pee hese 
peal, oka Re aa Jae Biagio eae ee ome es Dime eh Pac esi oh eet |) See Pe ot alia ee oe “<a el as entee pigee ("ier LS 
soit ol ah) pag ae cag I Pa Snes oe We TR ah ode ty: 0 Ye ata aria te Mac NS 9 eect CS es TN eae ee Silanes ie Pinot i ea ee ee ; ag a ge el aR 
Weer: hae oe lee : ine Bye si RE OO) eels eR gar Bay 4 NE. eee i eee COCA men rere se od : ; athe ink a 5 a The 
att Ae 4 ee ea TEE ES oe 2 on) ay eee, ele, era oy cede eget ace Pe se Ey Gon ie ees at es a ; DAP eae tae ee siete alia 3 : ey : co ; Repeat r ee 
2 eae eS ie coe ag ea eR I et ha Me ead Sea oN ess ; ee ae PN a big s ee. Ss A eee ea 
a Bec 5 ia Wg Ni vee Pecan oes. i Mat Re oo ee 4 Ns vee ‘ mie Ss ¥ pao’ . i) Mo cco 2 i Pe a me Oe ce " Z IT Be ay es a 
eee me a areal be a oe SSR Aas a 4 ae! a UR Ee Cae ae sae ee ie tee ES) eae cet ae at tees Sea Le Be ae Pe eae er aa, onstrat 
LA A ae oe ; 48 arte eos 3 oat ae ae Pei ya oem d ye Nee eee tests) a as eon een eee ee eee See re gs . 
io Lm ee a a Fie ee ee SG. Mee 7. ties eS Te oie gy at Np ee ere ea: ee Hospit 
ee a t =e a me ‘ oy, Waianae ets ces ren ae oan en f eet: AeA te 2 ee LLY te sa TE aera ee Mac MR Re Thay Sat i = ae 
oc eae nee Sage | ipeate LPR urea RAE Ook SE a Seo eae a Bees ieee ema ie a E " 
Pe ae 1S ae eG a WORE tet See eee "Go ee ee ern r s ing out 
eer lai ‘ Me) of ads 
carried 
compa! 
and-la) 
" p ’ i ee ee ee et dele, ei gatas igs for col 
‘ i En eee er ee ee PAGES gin Mente See = de ee : 
ei a i aA ia iphepllai ea ai Nad con) are et Certi 
. Wis cairn i eee oe ee a ge eo Peli es ek ae Era gene AE oh Nees fre aac: ne ae ee ine. ee Re a 
i ey i i a ic a i a oe gl cea lg = RO TE eee PR ila, ens een phen mab cee een tageae gem, te, MEG i a ies so eS Baa aS eT eons Be 
‘i Sa a lg a iar re er ngeay a Fe pie eat i Pe ee 7 ee Es get BBE i 2 A ee ae ay 3 ae are ey aoe. SS AR outstan 
Bia a i Na i oi ae se aati ee i vigees eLAS Me, NSE SE Set ety SDSS OS ye aaa: ge a! ues pe alta ee: Pot eee) Spee coi o™ os Ried fMeMe Sn cee Ree ee 
a cig Sat ti foe aie eal x alae Sete Pee es eae ae pen ear ee oe ee A RR: Se pe eee a an ee 
ee ee (lag agua doc sipy ans may fags hee et ae ar ee 2 : fa ey hee pe dace boise?! a de i Re inate: pk eB a ae by Hos 
eet on. ck oe eg a Tht Lt we See ne Pee ee gt iia Sa sprig egies ete | Fe ae ae to eget er gone eas 
; Bea ge ae ns Nie vate ee 0 Sia Lo ee ae _ ee ee oe an es , Ov Be ween ee 
pth gales Ret SS aes One eS ess ae Ores See ta eee - ps oy 2 a Ne ee re Wee rere adie kee ie i ee Ieee, ages gute mein ys tia a or so | 
er ni t iy, Pay eas Fe tes 5 Cle hg 2 arate a PERT TR ee a Pa fo.) | ee i Se eee eS eos ge Whe cal ae loa ie : Rey ke 2 ena Gah gree ees ce eto os . 
eae ied ot Sek aoe gee ON Bn it re gece ee > ra OE Gos ae ere, Sees oe ; i io een .. ge re a en Se ee eee ee ere, feast oe A a eng he Coeyhpmen ceteris snag Sages 1 
Ed 9A ee Be en ay eee ae Ke ines a he tee pie: ti, 1¢ ee A'S oiee ae an I ink AHN ET a a On a SO aL re eee Oe ee a ese We aarti op Misty. Nee Gan 3 is tha FF igo . a5 ary oe ane ‘ 
Ri ies a a es ee Ri yo” hee ee ee Pi) a) ke: ee a os above | 
De rere this i sw ae, cores cae: Mar eee ee ee oy Ne ee pits! 5 uct Sy pair et anee ee Ne FE si aes tie RS i See Se cee Be ne vio S253) i “hig aig ie cha inte eleatiea ; 
5 pies: aad ay Gy Senin pRitgioaie Gin, Sst Cees ; ‘ = cae : en Fa © Aamir nai agp eel: oe Ie ae os abr a YY eee ie aetna oS pe Eins, paste Od es A lod Z 
Sy ane X. a ae ah mo. nts: = os PA tf uy tat Pe Ny he fl 3 i ii Be. neem vax hehe Poe oe Drone. fi ig > eile. ney Pras ns me eee aioe ch Ts siti ae a SP ih i f: 
ee ee hes ae aoe iss : pee ae — et en ae Le enna ob nag i ae PAW ig qr ears cane ane’ eis aaa ye a ae ae we a apes iene: > Be es mentio! 
Pens Ai tice mage Ue ae eee os Pea cms hs ey Ss See ee trl 0g 3k Peas cS eg ge ea Mee pp eg es ee Sa gee ph Lig e  c cd 8 J leet Oe Idee tes <8 tificate: 
s : Te ee as ae oe ee ee sane, rae ee age 3 ON Rey ees ae Mage eR ata ah TalN “s ee eam we! Se eet, ina ees of BP Pwons tet "- pane ig Ph ugee BOT et le re at : 
Barrett eee eee gene ay Wee i SND a a Sh a ee Bee anh ers cB he. pence RR SE ey Sh : : Pistia mals St RRSP 6 Sill ics act Jey Ethic 
i aig Waeae ae oes Riel ee). eae eee aer e te ae rE on et ae Sih ay a: jal ei Rene Ue ies Seca i : RS). =, gee cleat Na 
i nee sce ia Gakic Ree na te sad Biyc chu. tment ees AOE 0 Oy ane oe eee See aS : ara. Reames wie a eg «SP annie a ated Ria er ete Ose oe ciate Leh Me ee Te a two-« 
st ka ache te en me Pee ee ee omer tye ? : ae ee ees s via eS eee ~ ie Sia y ee cae he te eo ee ed iN peek ae i ee de ee : ue Bes 
en ; "e : F efi us BT A eri San ie ee sas a eae og a ie Pie 2 hy is i eesiagers ip Neg eaah Ome ny 4 ‘ 
ee aerate : : bane Che arin eet eee Rak Bh ee oe DEG Wine diene eRe A wench ey | eye ss 8 oe ce , . ete ant Sviieae : i 
Cee re Sys SL i Wey Ab NS ga ee ees a war | fie Meena) i ae ta he St Dae OE AE eg 5 z = 7 eran uh 
Bee WR PS ae ee epee ed eee ee na = . : 7a bry ‘ a! tie 9 4 ; : i ; a ses Te ON ee 
OC Tee Rage ea pee na C : Saad Resa Ri a5, «in pene ps LA ee Wate sen eet the ny te ee key Oe eee, ee oe ‘ Troy Li 
: - : “a ee a pe eee ee ee eee ae ila ae eS Ue ete Tol Ne f é oa 
; EE ee ss see ee ee es eee ee Se Gk ae Tle teas 1 ee ree ee he a) oe : = : = 
rae Sh me i Sage aia eR aaa et eee eat Nia AP Ta ee etme, roe tere am ‘ : f ; * peck ie 64.4%: |] 
i ae el Pat ee sone eS i aiaye ne ae MRD ae Pace ONE ees a ais Bie, ees ce ns aaa 7 ’ 
Jey ee Chee : ou le ; ae ae 61%: M 
2 oe 4 ae ie we ‘ Ee eee ees py eres ee hte ee aerate Pe 
: 5 : , Pape te sar ee Se a eee ee a ee Br a Cra tke al) eee 
Eo : . pur at bs 5 lice Wet Wes etree os ae a od he ; 7 aa ae Mo j fa x i eo : 
eS iy : ts 4, eee ies sae ia Se Sarna ue i te eae : : 
Joy eee ; : _ 7 re, © 2 : ia nee an Re ema ere 
. a ae ro ee) ree 1 OR nee ; ee oe er wo ope al 
. 7 3 A ne Se: Pet ion neh rag ee, Stata te Ba Ea haa Ua i ey Mem Ne ea a 
: fn et aM Sn Sees aes og ees PST na eta SSS NE a tee oe baer elas aS a Ne oe was ey eet 
e 2 ae : eee es a ee he Pca Ea Oe 0 enna eee COs te Se Nei capi alae ein tarps ee j 
& ; E a Z Z = . ee eI ag kl i a ea el a er es ey ub Sim ese Ae wre al eee Berg ds" * " c Cee ean 4 Tee 
, ee CL A nak a mee oe ee ee OMe ne ee ee ae Fh ae Ny Fd <a poctand re UNCED Metra me ura tee tec | pea ; HS Me 
2 PO EAS OE ae 1 oe home een | aa beg catia ea ee eee ee ee eee: ee re ie ae Nes Sa a “es ete aS SO ee ce ce 
a posal aa) able: eae RL Nth stra tp is eek, one ae et ie Na here oS fae Pe ail ata eS ke Scat ta ai i a Pet Paes oe i Se yogi Lose (BG =e eee Bag a eee ate 
rig A aie ieee Pe eg ge OR r= ame i ca ce co a grils Oe ae ee ee em te Sen reine or Se ee 1S ins ge oe A 
Veh etc NA RN i 8 oe, A ieee ale wai tse rae el ag Seared nen cl a ge eel igt) oe epic pemetaa eben ic ean Pe eee eh eee SiMe alge hy 2 Peete ay co Oe Ee eee 2! | ie Oe ee Bis ee td 
pte a te ne A a ee eae es = Reenter cme TA or i pee ein = ems Se Ses ee ie. std Nr ols eeaerer oe Seam eta 
De pera ee a g pe A a oe oh oe Se ae een Sie creck ae Set ea PRR eer nee ae arele as Bred) eae ES at ek ian ae pare eS ANS eee ee ae : a rh oe a zt atk Open ne 
eat Sa , Pepa bee metic meer) phe 4) boot Por Dee Wears 7 seam (ge Nice te ae yee Mo ieee tee ee We een oe) Ost Wigs hea Cake i te SiR ace cee ie eee : fae ; : : . ; ; 
aM cmc 5) oe, ae Fi, A eae ee He ee pte ain, FES ig aad ge eae a eh ae! BORE REY eee aoe cy me aca oe > es pees : ae, F 
PER Pee en aa egal A PI a oi CNS ed eer Re ee ge re, er Mere iatihlh Delt ch a 2 ee, : 7 E 4 : ©. pee eee ere eer 
oh Nay ate eae a ee ; yer Ngo Ae es ; : Cine gi " ; ae Fl ; Pa cok ay erat Be ieee lien Geen eens Bre ee ae 
ee irs 'gh Se ile ca ee os : ; tee oree = bay se tea a aS Be leas ei eat Te ee a ee tea ee aes eee eee ie eh cen he 
es ? SPS . oe Sey : : es eae =e L Rete Vi ea one ese yee ee PE pants etn eke ety he i. of eg a ea ea oa 
} =.) Pres 4 : 4 I ae fat p25 neta C6 Des Spat Cn aia gir ter.) Tee Gare i Ae re fe he ae as ioe SW mR rete can ae i ea i 
: ie ce Ee vate i a cals sie oe elt glee eas 2 a amet ied i Sa Bee Pavitt ater. patie er ee 3 eae eh wg ati ie a a ees 
Se ise B Re! STE sami es Pe eect Shion ee eo es, as a ak Pa, ee Tot ape Ang Bs es ae re sty! meas eae wees a ar aed to By PDN leas B, ake: ; aig Chia ung ten mi 
Be re Rec pean ein cee eu pee ag ps ore 5 ee ee eta Ce eee. eee) yes BR arte, a eae CORD pe ck Ge pd ie age ete 2, 2 a ele 
ee eee ae amen chee ee a eae ae hae er ae hae Sy 2 oe eta 5 yh Anau nee ay ca. Bate eta es cee fais eens eae oe ie ae i Ala pt. ae eee ae Pe at ihe : TS eigenen ve 
Ae Sh eee Sp eee dig ead pee see ee Ra Te TEN ead ona ER tens, ane nae Behe VRE CAS ip 9 Sa 2 aces Sa, ie oe ies dike fae ee ee ema a a She EN RS Ok S.C OS eee 
be pea tug ee Ken ie eel Uy emaeie orcas re or pays i hr Pe ce ee ee hese ere en vlle 3 5 > SoS Ee eat a ERY ies ep) Bias gh Bog Te NaS ae ee a a a re ig Meas rs 5 ee ae a te eae . ao Se irate 
gah Si Nigga eae a tN Gaetan Ch raat Seek un(e <5 Pe eee ie aM Wat yan ae ty ‘ , ey & ES LPT oe Par poe te 2 Slee Le pe os 
i ed me, ‘rae rts, ie i F oe > Me & » = a - ae teen eete sd at © A ao 2 = en a » Aptis SS ne ie ee i — ie ‘om ye ae o 2 Anat 7 * 
aes sag ines et eee : ae hate De ee We ee ON ge Cae 2 ae ere ec a ae Bl , et a a2 wr dese Se OR cma a a 2 aie erie NS 2 iy : 
pe yore ee Peet a ht skew tee REE cou. eee aoa ivers bso pt iat ai > enn age ie Sh en eee ERene Pe ais ae ees Poe Ba less He 
We mn a ae Ze) Wine we, Ma re tate ee oe 7 a eM Dies ams ne As fate ela 2 eevee - poe ee ie eee fe 
in ne rr PR a Ss ee, eee ue eel ae ee Se as oe eae 
bes Bic aetye igre Se bs ae Ne 7 iaeraeee % aR PeN Sg RV cies Ae ans ome cr OE. MONA Teh ae ee 
eee atl eine Str, ee elk ae Se ee fe oad. AE ea Mi: Pai ros ghVlalfroe tee oun Se ge pa aee eet ae ictiee ot he ere re Ney 
Soe ne eis Fetes lant h Care gs rai Mae Cee ee ees Fe uh tee a gee at eee Dak See er ae ers ne ae ee ue ee a SS eae 2 ieieciee aee a 
SRE Rg ee” Te ee na ps by ieee ae awa ec aat he ee ASE ths nla act cs elm oa eee ‘ ee ee se Take INE Ee a ere ht sae es ae teen a iS SL OO eat ey as oh 
Se Sa he eek hc naeel eee bere Be en RP oie ee tale ee Hs ele RT ACIP RERN aoc h oy aee o moe ere ie aera ear) age iets ita SSE eh Wee ee RR eae Trey Bae Sos eget 4 eee re 
WSIS: exact Lee Fa Te ee ek Saree ees ee Gh de etter TASS! ria ge Saag rat rene Tae se eo ra ag SC a PPO od Baile) Scar sc ea bs Lene ity Mirae dies \ F< renin ties ce aka Shs ate ee Soot at Lipa 
nef) mee eh Ae ee ee ae ae ee Ae eee | Eirias roe ae ea ei. ee ppd oe aia! a A si Meike kg Ain il ts eM tes °C eal bg sty ee Nn ae yo rin Me oN tar ge a: 
Rich, ARs 9 Aas ie Slee ea gon ee Cd urea ia ra MGIB teboie car ata 12 Bae ae, 4 rope ie thik al cara Sted ete ear eee ae een : cae et Le beta! as gt ; Peers. pate! Big 
RT a ae oe Lae dace gee Aree N accrn ee: Ley eee Pee ene en ee a te ie edie aout ieee saree ae : : fg a alae aa 2! os ob ago 4 * 
ree ee ee $e rede ese We See Pe hy ee RS hee : : Juki oe ers eh Varn dae Pena : : soni eee ; 2 ie j 
EE Gish te me ety arn Sas we gee sh so Ae coer ia a i 23 “Sp aaa Re Serpe es 
Pa a hos Pr mee eee eo F : , * fees ti ea ieee, see : eee me Fee ee Se Saye Oe iets See ee 4 SA pce reat ies ae ay 
; a7 eet ceny : Nie gees eee : ‘ ts Bk a ey ae ag sate Drea ae eee ig a 18 Ao Cp a, ROE IE c= ee a re aaa ead) OR eens Wi aes, he 
Bas > Band <avaee Rae ee ee Benen: tee ee Te a n ies. Ge MN ates = Me Pan Cs Ca EME ed eH, Oe eter fr she iM Se eerie 5 ye ak kel Soa 
ss a acta Be take See a ONO ee og gee a ee tg ae AER Ry. sors age Siena ois Soe ae ae. 
cee a dees See erga Be Pree RS ee le, he ane Renae pol seer at Cie s Se ue aD walnuts ha De Ie we ee a i ree Pe eae CaaS aay a is eu a cae 
Da 1 esi See tape aa, Sich ie il leg aba ae So as Re ree  OEN i Se ee a ey ee ee eves mers = at te 
: : y pal er ei er tae es et bt) Ute ave o- PS Lo te hee, eee eae eee ee 2 De Ae es ee ti 2 s 
4 SE: pesto Peters ean DES gee hn ee Ne SE ee ee, ae ee ; 
Pebig eee a: sae a Scilla alg Pe Sei aa ray Ne Me: oe Poe Yi : 


i a 


Advertising Age, November 13, 1950 


Cuicaco, Nov. 9—Readership of | 
publication advertising addressed 
to hospital administrators is ex- 
ceptionally high, according to re- 
sults of a study just released by 
Hospital Management. 

The study was made for the hos- 

tal publication by C. C. Chapelle 
Co. and is the first field study of 
ad readership in the hospital press 
ever made. It covered the May, 
1950, issue of Hospital Manage- 
ment, and embraced personal in- 
terviews with a _ representative 
sample of administrators of gener- 
al hospitals with more than 100 
beds in more than 40 cities 
throughout the country. 


gs For full-page or larger space, 
the average level of readership 
was 52.5% who saw each ad or 
read all or part of it. The highest 
rating for any ad in the issue was 
shared by a four-page insert for 
Hausted Mfg. Co. and a two-color 
spread for Simmons Co., each of 
which attracted 83.1% of the pub- 
lication’s readers. Close behind 
was a four-page insert for Mallin- 
ckrodt Chemical Works, which at- 
tracted 81.4% of the readers, with 
a highly technical description of 
“a new contrast medium for uro- 
| graphy.” Hausted promoted its 
wheel stretcher, while Simmons 
featured springs and adjustable 
bed ends. 

On the other hand, an insert 
run as a double-page spread by 
Onondaga Pottery Co., reproduc- 
ing a wide range of Syracuse china 
patterns in full color, attracted 
76.3% of the readers. 

An interesting example of the 
importance of product information 
was furnished by a two-page in- 
sert for Ethicon sutures. The first 
page featured a nearly full-page 
portrait of Dr. Irvin Abell, was in- 
stitutional in character and one of 
Ethicon’s series on great American 
surgeons, It got excellent reader- 
ship—61%—but the second page, 
filled with product information, 
garnered 67.8%. 


s The readership study also dem- 
onstrated the value of color in ads, 
Hospital Management says, point- 
ing out that the average readership 
of ads a page or larger which 
carried a second color was 57.2%, 
compared with 52.5% for all page- 
and-larger ads, a bonus readership 
for color of about 10%. 

Certificates for the production of 
outstanding ads have been given 
by Hospital Management to a score 
or so of advertisers whose mes- 
Sages in the May issue were well 
above average in attracting read- 
ers. In addition to those already 
mentioned, recipients of these cer- 
tificates include: 

Ethicon Suture Laboratories for 
a two-color spread on a new bac- 
tericidal soap, with a 57.6% rating; 
and the following two-color pages: 
Troy Laundry Machinery Division, 
64.4%; Mead Johnson & Co., 62.7%; 
Hotpoint, 61%; Johnson & Johnson, 
61%; Minneapolis-Honeywell Reg- 
ulator Co., 61%. 


8 Top b&w full page was that of 

Wilmot Castle Co., which secured 

71% readership. Other high scoring 
b&w pages were those of Bauer & 
Black, 67.8%; S. Blickman Inc., 
‘ 66.1%; Dundee Mills, 64.4%; Sham- 
; paine Co., 62.7%; Crane Co., 62.7%; 
Wyeth Inc., 62.7%. 

Top scorers among half-page 
advertisers were Massillon Rubber 
, Co., 61%; Cory Corp., 35.6%; Fin-| 
e nell System, 28.8%; and Atlas Pow- | 
der Co., 25.4%. 

Concluded Hospital 
ment 


Manage- 


® Interest in products used in 
hospital work is exceptionally 
Strons, and installation pictures 
or endorsement of well known 
hospit»!s helps readership, as does 


‘Hospital Management’ Makes First Study 
of Readership of Ads; Finds It High 


performance data. When product 
data is tied to a news situation, 
readership is also stepped up. 

Color and multiple-page ads in- 
creased the number of readers at- 
tracted, although not in proportion 
to cost, but impact and prestige 
factors were not measured. 

Illustrations of babies and chil- 
dren characterized a number of 
high rated ads, following a well 
known pattern in general maga- 
zine advertising. 

Position in the book seemed to 
have little effect upon readership 
by hospital administrators, four of 
the top ads having been on pages 
7, 112, 133 and 152, respectively. 
However, position in applicable 
departments, such as those specifi- 
cally addressed to nurses and dieti- 
tians, might influence readership 
among these special groups, Hos- 
pital Management said: 


DOUBLE ACTION—Along with selling their own products and services, Chevrolet 
Dealers of Southern California are 
night “Triple Theater” beamed over KECA-TV. The show has topped all Monday 
night TV ratings in that city for the past eight months. Here Art Baker, host and 
emcee on the four-hour program, is surrounded by products which California 
grows or produces more of than any other state. Campbell-Ewald, Los Angeles, 


Pabst Signs Louis Fight 


Pabst Sales Co., Chicago, for 
Pabst Blue Ribbon beer, will spon- 
sor the radio and TV broadcasts of 
the Joe Louis-Cesar Brion fight 
. from the Chicago Stadium Nov. 29, 
over CBS’ AM and TV networks, 
starting at 9 p.m. The fight is one 
in a series of Pabst-sponsored 
Wednesday night bouts. Warwick 
& Legler, New York, is the agency. 
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downtoearth TV 
film prices. 
promoting California leadership on their Monday 


is the agency. 


...like California without the 
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THE SACRAMENTO BEE 
Of all newspapers in the 
West, Media Records rank 
it 2nd in total daily adver- 
tising linage. Reaches 9 out 
of 10 families in ABC city 
zone ... half of all families 
in 19-county trading area. 


mm ¥S | 


THE / 
BILLION.” 


DOLLAR 
VALLEY | 


There's something missing from your California ad 
schedule, too — if it carries just Los Angeles and 
San Francisco papers. Because they don’t cover 


the inland part of California—the independent 
Valley market. That means you miss nearly 214 
billion of California's buying power . . . nearly 
2 billion of its retail sales.* 

But you won't miss the Valley if you schedule 
its own leading papers—the three McClatchy 
papers. Each of them—The Sacramento Bee, 


THE MODESTO BEE 


Reaches 9 out of 10 families 
in Modesto—where per capita 
retail purchases are nearly 4 
times U.S. average! Reaches 
half the families in Stanislaus 
County, 


The Modesto Bee and the Fresno Bee—is the 
unquestioned favorite in its own rich area. To- 
gether, they cover the whole Billion Dollar Valley 
as does no other newspaper combination — local 
or West Coast. 

*Sales Management's 1950 Copyrighted Survey 


THE FRESNO BEE 
Located in nation’s No. 2 
test city. Reaches 9 out of 
10 families in ABC city 
zone ... half the families 
in 4-county ABC trading 
area — where total retail 
sales top 4 billion. 
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\_ \ Catchy \\ewspapers 
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¥ National Representatives... O'MARA & ORMSBEE, INC. 
‘ ; New York + Los Angeles * Detroit * Chicago * San Francisco 
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West Coast TV Training Best Because 
of Smaller Budgets, Hilly Sanders Avers 


Los ANGELES, Nov. 7—Southern 
California entrants into television 
are better off “commercial-wise” 
than in other sections of the coun- 
try, regardless of whether they 
enter in the role of sponsor, novice 
or agency representative, Hilly 
Sanders, vice-president of radio 
and television, Dan B. Miner Co., 
told members of the Southern Cal- 
ifornia alumni chapter of Alpha 
Delta Sigma, national professional 
advertising fraternity. 

This is so because “not only do 
you have to sell a product, but you 
have a shorter budget to do it with 


to set programs before commer- 
cials, Miss ‘Sanders advised. In 
| television, commercials are not just 
| selling tools, but are part of an 


Advertising Age, November |3, 1959 


*ience than if you had the unlimited 


DIRECT SELLING 


MAIL ORDER 


ADVERTISERS 


CONSULT 


MARTIN ADVERTISING AGENCY 
15A East 40th St., New York (Est. 1923) 


and will gain more from exper-| 


budgets enjoyed in the East.” 

Contrasting radio with televi- 
sion, Miss Sanders said that in ra- 
dio a producer can start with an 
idea, but in video he must begin 
with the budget. Good ideas can 
be had for any advertiser and any 
budget, but there is no use de- 
veloping a sensational show or spot 
series if it is too expensive for the 
client. 


ms West Coast problems are par- 
ticularly concerned with local and | 
regional advertising objectives, | 
with the result that budgets are | 
smaller, Miss Sanders said. This 
imposes the need to develop tele- 
vision techniques to fit these bud- 
gets and still keep local shows on 
a competitive plane with national 
advertisers’ programs originating 
in the East, she said. 

In over-all production, it is best 


entertainment package which will 
sell more if the commercials are in 
theme with the program. 

“The more action in a television 
commercial, the better. The more 
entertainment the better, and the 
closer the commercial is integrated 
with the program, the better—and 


| all of this must fit the budget,” she 


emphasized. 

Miss Sanders said the best way 
to control a television show out- 
side your own market is to put 
everything on film. “If the film is 
to be cut into a program, cut it in 
yourself. Leave nothing to be done 
at the station except project the 
film, whenever possible.” 


Wardwell Howell Named V. P. 


Wardwell Howell, formerly with 
McKinsey & Co., management con- 
sultant, has been named vice-pres- 
ident in charge of client relations 
of Lippincott & Margulies, New 
York, industrial designer. 


“this agency has a policy, Mr. Blodgett, 


OATS 


of hitting the Michigan industrial 
markets VERY HARD!” 


There’s a lot of good sense in hitting Michigan industrial markets hard these 

days ... and Michigan newspaper list-makers are favoring the 8-paper Booth 

Michigan Market more than ever with the heaviest linage totals in Booth 

history. Booth Michigan newspapers go where the payrolls are heaviest... 
’ and they don’t come any heavier than they are in Michigan today. 


Like more specific information? Call— 


A. H. Kuch, 110 E. 42nd Street, 
New York 17, W. Y., Murray Hill 6-7232 


The John £. Lutz Co., 435 N. Michigan Ave., 
Chicago 11, Ill., Superior 7-4680 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


te) 


lhe Creative Wan Corner 


The writing of advertising is an occupation cluttered up 
with more theories than, perhaps, any other. If a copywriter 
achieves a certain-degree of success and eminence in the 
writing of mail order copy, he is inclined to generalize on 
his own experience and propound a number of theories 
which he believes are applicable to all advertising. If he 
has garnered sufficient acclaim from his colleagues for 
clever, light copy—with high rankings in the readership re- 
ports—he will, sooner or later, pass on the advice that all 
advertising, to be good, should be entertaining. And the 
poor neophyte, looking for help, will latch on to some of these 
generalizations and get nowhere. 

Somebody should propound the theory that advertising is 


little more than telling people, in the simplest, clearest, most 
believable way possible, just what a product or a service will 
do for them that isn’t being done now—or how it will do it 
better. 

This Ramco ad is an excellent example of how not to be 
clear. If you read far enough into the copy, you find that 
Ramco Re-powering is a method of engine tune-up for auto- 
mobiles. (One thing not mentioned is where to look for this 
service.) But a single glance gives one the impression that 
Ramco is either a method of saving or investing money or 
avoiding sleeplessness. 

The American Baking Assn. ad is rather a good example 
of making the promise of a benefit because that is the thing 
to do in advertising. But it must be perfectly clear to any- 
body but an advertising specialist that no woman, tired out 
from shopping, is going to butter herself a piece of bread 
for a pick-up. Chances are she’ll stir herself up a Martini 
or a footbath. 

These two ads are both pretty fair examples of writing to 
the generalization of making the promise of a benefit—and 
not stopping to realize that you’ve also got to be clear and 
believable. 


Appoints Breth Agency 


| spot welders, has placed its adver- 
Miller Electric Mfg. Co., Apple- | tising with R. C. Breth Inc., Green 
ton, Wis., manufacturer of arc and! Bay, Wis. 


EARLE LUDGIN & COMPANY 


NEEDS ANOTHER 
STAR, COPYWRITER 


Some place around here there’s someone who 
writes superlative copy. We have a job for him that is as big 
as he is, and getting bigger. Our own copy has done a won- 
derful selling job for Stopette, Thor Washers, Ozite Rug Cush- 
ion, All Purpose Rit, Shinola, Wrisley Soap, and others. We 
just need more of it... sensible, hard-hitting, original copy. 


Is this something for you to look into? 
We'll hold your reply in confidence. 


EARLE LUDGIN & COMPANY e¢ ADVERTISING 
121 West Wacker Drive, Chicago 
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Advertising In a War Economy... 


Examples of How to Merchandise 
Products Which Are in Short Supply 


The following discussion of mer- 
chandising products in short supply 
is taken from the text of a talk de- 


building his business sectionally. 
When the war came along he was 
put on allotment for sugar and 


livered to the eastern conference of| cocoa. He had a comparatively 


the American Assn. of Advertising 
Agencies by Robert F. Degen, mer- 
chandising executive, Ted Bates & 
Co., New York. 


Let us discuss the merchandising 
in a situation which we may face 
sooner perhaps than we expect— 
that is, when real shortages occur. 

We have gained some valuable 
experience in a similar situation 
from World War II. Merchandis- 
ing in a shortage period particular- 
ly is concerned with anything and 
everything which affects the dis- 
tribution and sale of products 
either favorably or unfavorably. 

Let’s start with production prob- 
lems—raw materials, containers, 
shipping cartons, transportation, 
etc. 

Here are just a few examples of 
specific problems faced by manu- 
facturers during the last war, and 
what they did about them. 


s A well-known hair tonic had 
difficulty in getting sufficient good 
alcohol. Rather than cheapen the 
product they took it off the general 
consumer market. What alcohol 
they could get under their allot- 
ment they used in their product 
and shipped it all for .use by the 
armed forces. A good move—as 
men were their chief prospects 
and what a “free sampling” job it 
did for the product. They continued 
their consumer advertising, keep- 
ing their name before the public, 
while selling only the armed forces. 
When the war ended and they 
could again sell the general public, 
they bounced right back as a lead- 
ing brand in the field. 

During the war there was a gen- 
eral shortage of tubes. Manufac- 
turers, particularly tooth paste 
manufacturers, were hard put to 
produce anywhere near sufficient 
quantities to meet the demand. A 
large pharmaceutical manufactur- 
er, having only a very small share 
of the market, was able to shift 
some of his tube allotments from 
his pharmaceutical products to his 
tooth paste. As a result, he ran his 
tooth paste sales up phenomenally 
and has strengthened his position 
in the market from there on. 


s But here is another side of this 
problem. This is the case of a lead- 
ing toilet article—the No. 1 brand. 
During the war the key ingredient 
in this product became unavailable, 
The decision was made to sub- 
stitute another ingredient and to 
Say nothing about it. This proved 
to be a disastrous mistake, as the 
substitute ingredient did not stand 
up. The result was thousands of 
dissatisfied “regular user” custom- 
ers, and merchandise was returned 
to the manufacturer by the trade 
at an appalling rate. Competitors 
moved in quickly and toppled the 
leader in short order. Despite a 
much improved product, and a 
greatly expanded advertising and 
merchandising program after the 
war, this product has never been 
able to regain its dominating posi- 
tion in the field. 

These are just a few examples of 
production problems that have a 
direct bearing on the merchandis- 
ing operation. There are probably 


small business to start with as al- 
lotments went and, naturally, his 
production was considerably re- 
duced. The product was marketed 
in two sizes (10 oz. and 1% Ib.). 
He decided to drop the large size 
entirely and put all his production 
in the smaller size. By doing this 


he could widen his distribution and | 


go national. He switched his ad- 
vertising from local section news- 
papers and radio to national maga- 
zines. He appointed brokers in 
areas where he had no distribution 
and worked out a plan for dis- 
tributing his product through 
dairies—the milk men selling the 
product along with the milk. 
Through this merchandising plan 
he was able to force grocery store 
distribution in these areas as 
women began asking for the prod- 
uct in the grocery stores, having 
been introduced to it through their 
dairy. As a result, they soon had 
national distribution. 


= Another case history: One of the 
soap companies, during the war, 


added a bath size to their leading 
brand of toilet soap. They probably 
diverted fats from some of their 
less popular brands to make this 
larger size cake. By getting dis- 
tribution of this new size quickly 
in grocery stores, they were able 
to move into first place as the 
leading selling brand in a short 
time. 

When the war ended, competi- 
tion brought out a bath size, too, 
but had to spend a huge sum of 
money to get distribution, adver- 
tise and merchandise it, while the 
other brand’s bath size had al- 
ready been established. 


= Because of shortages, and the 
difficulty of getting suitable pre- 
miums, a cigaret manufacturer 


who always gave coupons with his 
cigarets before the war decided to 
drop the coupon when the war 
came along. He sold plenty of cig- 
arets to the armed forces and 
civilians during the war. However, 
as soon as the war was over his 
sales dropped at an alarming rate. 
He went back to the coupons and 
sales reacted immediately. Today 
this brand is in a very healthy 
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many more that you know of from | 


your own experience. 


® Now let’s look at the way some 
manufacturers with products in| 


Short supply turned the situation | 


around to their advantage. 
Take the case of a chocolate | 
Syrup manufacturer who had been 


greet him with “You've 
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The Seven Sections of SRDS: 
(Monthly) Newspaper, 
Radio, Television, Consumer 
Magazine, Business Publica- 
tion: (Twice a year) A.B.C. 
hey? Newspaper ; 

nee a year) 


CONSUMER MARKETS. 


To have a prospect 


What makes a 
media Salesman smile? 


That greeting means the prospect is trying, right 


then and there, to work out the best way to adver- 


come in at just 


tise his product. He wants the salesman’s story, 
complete. 


That’s the time when the salesman can really 


the right time’’. 


go to work. He gives the prospect not only rate 
and circulation data, but the “grass roots” 


infor- 


mation, too—like, what kind of people make up 

your audience, and everything else he has that 
illuminates the suitability of your market and your 
medium for the prospect’s product. 


Service-Ads in SRDS prepare the way to more 
“right time” calls for your salesmen. 


It’s hard to imagine a buyer of media opening a 


Section of SRDS, unless he’s looking for the basic 
media and market facts he needs in deciding “which - 
are best for some immediate advertising 


ones” 
program. 


So, Service-Ads, alongside your medium’s list- 
ing in SRDS and your market’s listing in CON- 
SUMER MARKETS, supply “grass roots” infor- 


mation the buyer wants—right then and there. 


This simple, low-cost means of making good 
buying information consistently available right 
where thousands of media buyers habitually look 
for media and market data improves the chances 

that they'll call in your salesman to help them 
work out the details of fitting your medium to 


their specific needs. 


Write or call today for proof of the power and econ- 


omy of Service-Ads in SRDS and in CONSUMER 


MARKETS. 


a en 


points that 
make SRDS a 
good econom- 
ical media adver- 
tising medium 
1. SRDS does not 


just “reach” buyers. 
Buyers reach for IT. 


2. In SRDS you do not 
seek to interest buyers in 
your media information. 

Here buyers SEEK infor- 
mation about your medium. 


3. SRDS covers no counter 
display specialists, few retail 
store advertising people. 
National buyers of space and 
time are the regular users of 
SRDS — media buyers, adver- 
tising managers, account execu- 
tives—the people most concerned 
with market and media selection. 


4. In SRDS you need not divert 
promotion dollars to costly artwork, 
nor waste space on attention- 

getting devices. Buyers want useful 
information in these pages, arranged 
in simple, orderly fashion, to help 


them buy wisely, without wasting time. 


he. oom Authority, Serving the “Media Buying Function 
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position in a highly competitive 
industry. 

Octagon Soap products and 
American Family Soap products, 
on the other hand, maintained their 
coupon operation and premium 
stores all through the war in spite 
of tremendous shortages of prod- 
ucts and premiums. Today these 
brands are in a much stronger 
position than before. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door ayy, Be better known 
as DIRECT SELLING —is building 
(hy y quickly for many manu- 


It may your answer to 
dwindling volume, vanishing profits, 
soarin and cut-throat competi- 
tion. ling is fully explained 


in tMoclasting booklet—mailed FREE. 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-40, 28 E. Jackscn BI., Chicago4, Ill. 


There are any number of ex- 
amples of manufacturers who had 
to be resourceful to stay in busi- 
ness as a result of shortages. There 
is the Philadelphia Mfg. Co., for 
instance, who manufactured all 
metal figures for book-ends, etc. 
Not being able to get metal they 
made them of wood. They also 
added a line of wooden picture 
frames which were aggressively 
promoted. When the war ended 
they added a line of metal picture 
frames and resumed making metal 
figures, but they continued making 
the wooden frames and wooden 
figures. 

A typewriter company, stopped 
from making typewriters by war- 
time shortages, developed a line 
of instruction booklets on typing 
for beginners, advanced typists, 
and speed typists. They promoted 
these instruction booklets through 
the trade and developed typing 
prospects for after the war. 

This company also started to 
manufacture their own typewriter 


ribbons and carbon papers under 
their own trademark. Before the 
war these products had been 
manufactured for them. 


a A large company making bath- 
ing trunks and baby panties be- 
fore the war, developed a line of 
toys made from latex such as 
beach toys, floating toys, etc. They 
energetically promoted these items 
and established a place for them- 
selves in this field. Like other toy 
manufacturers they profited by the 
terrific increase of their market 
due to the war and postwar birth 
rate. 

From these case histories I be- 
lieve we may draw a few general 
observations to serve as a guide 
in the merchandising of products 
in short supply during an emer- 
gency period: 

1. Use good common sense in 
your planning. 

2. Be resourceful 
planning. 

3. Don’t sample, deal, or use 


in your 


premiums on an established prod- 
uct in short supply. This only cre- 
ates a demand which cannot be 
satisfied. 

4. Make allotments if necessary, 
but do it on a basis that is fair for 
all your customers. 

5. Use your salesmen as ambas- 
sadors of good will if they have 
little or nothing to sell. 

6. Cut back advertising budget 
if absolutely necessary, but don’t 
cut out your advertising altogether. 


Rodale Appoints Dinion 


Rodale Mfg. Co., Emmaus, Pa., 
has named Erwin Dinion & Co., 
New York, to direct the advertis- 
ing for its new line of Turn-Tyte 
electrical products. Direct mail and 
trade advertising will be used. 


Philco Names Jack Cherry 

Jack Cherry, general manager 
of the accessory division of Philco 
Corp., Philadelphia, has been 
named to the newly created 
of sales manager of air condition- 
ing and freezers. 


: . » a 
<< aaa ee LET A OI ek i 
. 


mm 


_Dhe Detroit Free Press 


Face Red Thrust from Manchuria 


Learn About ‘How to Get a Husband,’ Starting Tedey—Poge 17 


many 


Yanks Wi 
tan Love uf 


Big Maryie~ 


Bown Houses Low Pl ving 
Meteor Scars 


pie dy 


MARINES FIGHT IN SEOUL 


Yaok+ Win 


"OK Stiff Red-Control Bill crocs 


Se Bradley Waris Rete = 
~ Not to Set Off War 

Free Pecgpies batemd 0. Ser: 

(cereal tore tn Brave 


MARKET GUIDE FOR DETROIT 


@ What better “guide” to more sales in the Detroit market than the 
470,000 Detroit Free Press homes? What better leader, pilot and “engi- 
neer” for merchandise disposal through advertising do you need? Here 


is a market big enough, ready enough, responsive enough to deliver all 


that you need in the Detroit area to make your advertising campaign 


effective. Here is top grade contact with consumer, buyer, wholesaler, 


retailer and distributor through Detroit’s only morning newspaper. 


The Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
ooks & Finley, Inc., Notional Represe 
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Bread Movie Helps 


Boost Sales for 
Los Angeles Bakery 
Los ANGELES, Nov. 8—After 


three years of experience in the 
showing of its commercial film 
“Jungle Bread,” Van de Kamp’s 
Holland Dutch Bakers is convinced 
this type of institutional promo- 
tion pays off in measurable results, 
according to George W. Purcell, 
advertising manager. 

Results have been measured in 
two ways: “(1) by continued 
comments in our stores from cus- 
tomers new and old, who account 
for an ever growing volume of 
sales, and (2) by-the cash value 
the promotion takes on because of 
its desirability to other bakers.” 

During the three years Van de 
Kamp’s has been showing the film 
to social, civic, and community 
groups, over 360,000 persons have 
seen it, at a cost of 7¢ per person. 

The film has been shown on 
television three times, and re- 
viewed in several trade journals. 


a Every organization before which 
it is shown has a house organ or 
trade paper of some kind. In each 
of these, showings are given ad- 
vance publicity, stories, and other 
promotion designed to increase at- 
tendance at the meeting where it 
is featured. Community and neigh- 
borhood newspapers have devoted 
considerable space to announcing 
and reviewing the programs. 
The film deals with the strange 
bread making activities of a re- 
mote South American jungle tribe. 
It was filmed expressly for Van 
de Kamp’s at an initial cost of 
$15,000. The cost of putting on the 
showings comes out of the com- 
pany’s current advertising budget. 


as There is no charge for showings. 
In return for a guaranteed at- 
tendance of 75 persons the film is 
furnished, plus all equipment nec- 
essary to show it, a qualified pro- 
jectionist and speaker, and a dis- 
play of native handicraft. A ques- 
tion and answer period is held 
after the film. Door prizes also are 
provided, as are the tickets neces- 
sary to hold it. 

The average booking requires 
90 minutes travel time to and from 
the place of showing. The bakery 
representative arrives one hour in 
advance of the meeting to arrange 
the display and set up equipment. 
Program requests are accepted 
only from within the bakery’s 
trading area, although they have 
come from all parts of this coun- 
try and many foreign countries. 

There has been universal ac- 
ceptance of the film, Mr. Purcell 
said, because although the word 
bread is mentioned 42 times in 20 
minutes, Van de Kamp’s is not 
mentioned once. 


a The objective of “Jungle Bread” 
is “to describe how people the 
world over have a basic, inner 
craving for some form of bread, 
and through comparison with the 
primitive Djukas, show how easy 
it is for us, here in Los Angeles, 
to satisfy our basic desire for good 
bread.” 

Mr. Purcell explained that the 
film has taken on added cash value 
because of its success, in that 
franchise rights to adapted ver- 
sions now are being sold to bakers 
in other areas. Three Canadian 
bakeries have purchased the fran- 
chise, as has one midwestern bak- 
ery. Five other midwestern bak- 
eries and two eastern companies 
are negotiating for rights in their 
areas. 

All commercial sequences are 
adapted to the purchaser. A two- 
week training period is set up for 
their public relations personnel. 
Franchise rights are sold for a 
period of 25 years at rates based 
on population in the areas served 
by the bakers. 
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d Along the Media Path 


e A study of the Detroit market 
area, showing the distribution of 
newspapers in outlying shopping 
areas that have expanded marked- 
ly in the past decade, has been 
published by the Detroit News. 

Each of 11 such areas is pic- 
tured, and the illustrations are ac- 
companied by bar charts showing 
the coverage of the Detroit news- 
{ papers in each area. Also included 
are brief descriptions of the chief 
characteristics of the various shop- 
ping centers, such as area, popula- 
tion, number of occupied dwelling 
units, families per square mile and 
economic rating. 


e More than 93% of Household’s 
2,000,000 families grow flowers or 
vegetables, according to “Hearts, 
Flowers and Green Onions,” a new 
folder issued by Capper Publica- 


e “The Hen and the Sow Follow 
the Plow” is the title of a new 
promotion piece published by 
Hoard’s Dairyman. The publica- 
tion cites Census data on poultry 
and swine on the nation’s dairy 
farms to illustrate its contention 
that dairy farming is diversified 
farming. 


e The Seattle Post-Intelligencer 
is offering its readers a 20” “Little 
Miss Charmer” doll for each new 
90-day subscription, as part of its 
current circulation promotion pro- 
gram. 


e The Nov. 1 issue of Pathfinder 
carries a story on the three Ford 


brothers, Henry II, Benson and 


Bill, and their efforts in helping 
transform the family-dominated 
company into a modern corpora- 
tion. 


e Latest in the series of “Proof 
of the Pulling Power of the New 
York Mirror” promotion pieces is 
a letter from the Walter McCreery 
agency in Los Angeles. The agen- 
cy acclaims results obtained from 
the ad it placed for Albin Enter- 
prises’ Jiffy-Stitcher. 


e Everywoman’s will carry more 
than 30 pages of advertising from 
more than 50 advertisers in its 
initial issue in January. The mag- 
azine will be distributed through 
29 grocery chains, which have con- 
tracted for about 1,200,000 copies 
monthly, beginning Dec. 28. 


@ Station KRNT, Des Moines, at- 
tracted 6,000 listeners to a pre- 
dawn party at the KRNT Theater 
to celebrate the fourth anniver- 
sary of the 6 a.m. daily Don Bell 
dise jockey show. A series of au- 
dience participation stunts, skits, 
musical numbers, etc., held the au- 
dience for three hours, including 


CAPTURE THE 


NEGRO MARKET 


With This POWERFUL 
NATIONAL NEWSPAPER | 


Over 1,500,000 Negroes, the cream of a 
$15 billion Negro market that buys what 
you have to sell, read the new Courier 
regularly. The Courier, America's most com- 
Plete weekly newspaper, represents your 
best bet for capturing your share of this 
vast and loyal market. And, now, with an 
Addition of an 8-page, 4-color comic section 


and a 16-page magazine section, the 
Courier is even more complete, better able 
'0 carry your message into the homes of 
the vast Negro market. There's real money 
in the Negro market—be sure you get 
your shore — advertise your products in 
the new Courier. For full details write: 


INTESSTATE UNITED NEWSPAPERS 
=<5 Fifth Avenue, New York 


breaks for the station’s regular 
news broadcasts. 


e The Philadelphia Bulletin 
chalked up a new record during 
the first three quarters of 1950. 
The paper published 10,890,000 
lines of retail advertising in the 
period. 


e@ Station WANS, Anderson, S. C., 
is pleased with the attention its 
booth at the recent Anderson 
county fair received from fair- 
goers. The station broadcast news 
shows, talent programs, interview 
broadcasts and most of its regular 
local shows from its booth. 


e About 3,300 disabled veterans 
were guests at the Minneapolis 
Star and Tribune’s ninth annual 
pheasant dinner, sponsored by 


Minnesota sportsmen. Hunters 
from 125 communities bagged 
more than 3,000 birds during the 
first three days of the season and 
delivered them to four veterans’ 
hospitals for the occasion. 


e John B. White Co., Philadelphia 
Ford dealer, reports that sales dur- 
ing the two days preceding imposi- 
tion of credit controls were up 
400% over any previous weekend. 
The dealer gives a series of spot 
announcements over WIP credit 
for the spurt in business. 


e Four Worcester, Mass., radio sta- 
tions last week launched a joint 
promotion campaign to induce 
listeners to buy extra radio sets. 
The stations are plugging the slo- 
gan: “Radios, like windows, 
should brighten every room in 
your home,” via station breaks, 
spot announcements, chatter pro- 
grams and dise jockey shows. 
Immediately after Thanksgiving, 
copy will emphasize the idea of 
giving extra radios as Christmas 
gifts. 


e Station WFLN, Philadelphia FM 
station, has published part of the 
data assembled from a recent mail 
questionnaire in the November is- 
sue of its program guide. Informa- 
tion from the survey covers hours 
of listening, family composition, 
education, income, buying habits, 
ownership data and similar mate- 
rial. The study will be presented in 
detail in a series of brochures pre- 
pared by Lee Ramsdell & Co., 
agency for WFLN. 


e Convinced that almost everyone 
loves a pretty package, Redbook 
used gold paper for its December 
cover, “tied” the issue with a 
simulated blue ribbon and tagged 
it with one of the smallest cover 
girl illustrations ever used, to wish 
readers a Merry Christmas. 


e Better Homes & Gardens de- 
scribes its fall Better Homes 
Weeks promotion in the current 
issue of “Promotion Wise,” its 
four-page paper describing the 
publication’s promotion activities. 
Eleven department stores across 
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the country are cooperating with 
the magazine this fall. 


e Crowell-Collier Publishing Co. 
has issued a report based on a 
study of families reading four 
leading weekly and bi-weekly 
magazines. Data covers age of sub- 
scribers, family income, occupa- 
tions, home and appliance owner- 
ship and number of children. 


e Station WMAR-TV, Baltimore, 
has published a 16-page brochure 
covering its programming and 
progress during the past three 
years. The booklet lists the sta- 
tion’s public service awards and 
its “firsts,” and describes remote 
operations, programs, personalities 
and the market territory. 


SALES LETTER “STOPPERS” 


545 Fifth Ave. New York 17, N. Y. 


Know your beef? 


You advertising execs (with expense accts) may 
be fanciers de filets mignon, porterhouse platter 
pickers, able to say Stroganoff without stuttering... 
But, even if you gentlemen farm, what do you really 
know about beef? Strictly business, that is? 

Well just turn to SuccessFuL Farmine, for 
November! And realize how unaware you are about 
the steaks of life, and also the short ribs! And how 
smart the SF farmers are who read the book, and 
raise these beeves! And how can they miss making 
money while you sign those $$ lunch tabs? 

Did you know that... you can 
paint young trees to repel mice? 
Clipping cows licks lice? .. . Two 
litters of pigs per season get 5% 
higher prices? . . . Chickens can’t 
sweat? African violets can grow indoors? ... How 
to pick the right fork? Bolero jacket with 
mandarin collar gives pert look? 
... SF readers are hep on such 
fascinating topics! 


SFis a simply fascinating magazine about 
a fascinating business. Farmers manufacture feed 
and fodder with soil, sunshine, rain and fertilizer. 
Their assembling and finishing departments turn 
corn, legumes, and grains into beef, veal, pork, 


and poultry on the hoof; milk, eggs and vegetables, 
The finest sirloin and sparerib factories in the 
world are the farmsofSF subscribers. And noother 
industry has changed so much, or 
come so far so fast in the last thirty 
years and improved so much, as 
the farm business! 

Because the farmer also lives in the factory... 
SF is published not only to help the farm business 
man do a better job and make more money—but 
to help the farm family get more out of life. It 
serves today’s best business and home market! 


SF is read by some perfectly 
fascinating people ... (more than 
1,200,000 of them) ... who make 
perfectly fascinating dough. The 
near-million SF subscribers in the 
fifteen agricultural Heart states alone | 
have earnings easily 50% above the 
national farm average. Your advertising in the 
general media misses most of the most successful 
farmers. You have to talk business with them in 
their own business medium. 

Any SF representative (non-fascinating) will 
tell you more. Callanyoffice... Successful Farming, 
Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, Los Angeles. 
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Shows ‘Magic Key’ production, was shown at a recent 
“The Magic Key,” 16mm sound | meeting of the Philadelphia chap- 
color film depicting the develop-| ter of the American Assn. of News- 
ment of advertising and its rela-| paper Representatives, through the 
tion to mass distribution and mass! courtesy of the Scott Paper Co. 


THE LOUISVILLE TIMES 


Owners and operators of Radio Station WHAS and Television Station WHAS- TV 
337,851 DAILY + 265,610 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


Raisin’ sales costs so little! 


ECONOMY. When you’re aiming for 
mass sales, you can’t find a better 
buy than Outdoor! For panels 
reach more people, more often for 
less money. Let G.O.A. economy 
sell the mass market for you! 


General Outdoor Advertising 
Company, 515 South Loomis St., 
Chicago 7, Illinois. 


% Covers 1400 
leading cities 
and towns 


1925 Silver Anniversary Year 1950 


Housewife Backs Drett 
Against Sneers of CM 

To the Editor: It is perfectly un- 
derstandable that people writing 
as you do for a bunch of men in the 
advertising field should know very 
little about dishwashing and house 
work in general. 

We would never have the te- 
merity to set you straight—particu- 
larly since the snide remarks made 
in your “Creative Man’s Corner” 
seldom reach our customers. 

However, when someone who is 
really on the firing line, facing a 
pile of dishes three times a day, 
takes time to sit down and write 
us the way Mrs. Amft did, we 
think it only fair to let you see her 
letter. If the Creative Man ever 
has to wash dishes he may be 
grateful for the knowledge that 
with Dreft they really do wash 
themselves. 

We cannot give you permission 
to reproduce her letter since we do 
not have it ourselves. If you want 
it, you might write to her; other- 
wise it is simply for the education 
of you and the Creative Man. 

O. M. GALE, 

Associate Manager, Division of 

Public Relations, Procter & 

Gamble Co., Cincinnati. 

The letter to which Mr. Gale re- 
fers was written to “the advertis- 
ing manager of Dreft’” by Mrs. Ro- 
bert Amft of Chicago, after read- 
ing The Creative Man’s Corner in 
the Oct. 2 issue. The letter (re- 
produced with Mrs. Amft’s per- 
mission) said: 

“My husband subscribes to Ap- 
VERTISING AGE and I always read 
and enjoy The Creative Man’s Cor- 
ner, but in this instance he is all 
wet. He pooh-poohs Dreft’s claim 
as fantastic. 

“Well, as an ordinary housewife, 
I know that Dreft does wash the 
dishes by itself. In fact I thought 


This department is a reader’s forum 


I had discovered that all by myself 
and was contemplating writing to | 
you to thank you for the boon to. 
lazy gals. Never got around to it. 

“But this is too much! Creative 


Man probably hasn’t washed a load | 
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more conscientious slaves who 
would never discover that lovely 
fact, if you didn’t tell them too. 

“Pay no attention to The Crea- 
tive Man—bah—his wife probably 
does own an electric dishwasher. 

“T see Vel makes the same claim. 
Probably true, too, I don’t know. 
I always have Dreft around be- 
cause I like it for sweaters and so 
just naturally started using it for 
dishes. 

“Anyhow, I love detergents, and 
although I know your company 


still makes carloads of soap chips, 


I think only a jughead would use 
them.” 

In a letter to AA, Mrs. Amft ex- 
plained that her husband is in the 
commercial art business and added 
this interesting comment: 

“My point was, I believe in ad- 
vertising. Even if it’s flamboyant. 
Even if they shriek ‘No more rins- 
ing’ a hundred times a day ( I be- 
lieve that’s from another soap com- 
pany and P&G will hate me now) 
until sensitive souls are ready to 
froth at the mouth. Eventually it 
makes the individual wife try it, 
and usually she is delighted. 

“I’m for leisure, even if you have 
to beat people on the head with 
loud, flashy ads to make them ac- 
cept it.” 


Lackens Gives the Lowdown 
on Happy-Go-Lucky Line 

To the Editor: I have just re- 
turned from a summer (7?) sojourn 
up North and in looking over some 
accumulated copies of AA was a- 
mazed (favorite agency word) to 
learn of the controversy over the 
origin of the phrase “Be Happy— 
Go Lucky.” 

I distinctly remember tossing off 
this phrase and a couple of others 
that I thought were cute. I was 
three years old at the time and 
had formed the habit of going 
down to the corner drug store in 
Fostoria for my smokes. 

One evening, as I toddled into 
the store, I noted that Ben, the 
druggist, had a grouch on. He 


Moe 8. 


. Letters are welcome. 


of dishes in years—if ever. Did he | frowned instead of smiling at me 
try it? I’ll guarantee not. I object | as was his custom when I came in 
to his dismissal of the claim as| for my cigarets so, in the endeavor 
fantastic. Why not let the poor | to cheer him up, I opened my pack 
housewife know about the ‘poor | of Lucky Strikes and said “Be 
man’s dishwasher.’ | happy-go lucky.” 

“Being the kind of loafer who, A _ kindly looking gentleman, 
piles dishes in the pan, throws in whom I had not noticed before, 
Dreft and water and then thinks, | was standing by the cigar counter, 
‘Oh, phooey, I’m going to finish) counting a big wad of hundred 
that chapter,’ I naturally found out| dollar bills. I afterward learned 
that all the stuff really does just| that he was the then president of 
slide off. But there are plenty of| the American Tobacco Co. As I 
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made my wise crack to the drug. 
gist the kindly gentleman looked 
startled for a minute and re. 
marked to Ben, “Say, the kid’s got 
something there.” 

I tried to think of something 
smart to say, being a precocious 
youngster, but all I got out was 
“Ho-hay, gargle, gargle, mumbo 
jumbo, pft, socko, socko, jergens 
lotion-sold to American.” “Mergj. 
ful Heavens,” said the kindly gen. 
tleman, “What kind of a kid ig 
that?” I had just been studying my 
ABCs so I let him have another 
burst of infantile erudition—“LS-. 
MFT, LS-MFT-Lucky Strike 
Means Fine Tobacco” and slammed 
the door as I made my exit. 

I thought no more of the in. 
cident until years later I heard the 
mumbo jumbo of the tobacco auc- 
tioneer over the radio followed by 
LSMFT and the Happy-Go Lucky 
gag. 

And I can’t do anything about 
it now as the druggist is dead, and 
furthermore, I was a minor at the 
time and he wasn’t supposed to 
sell cigarets to me. Then, too, I 
believe in protecting the memory 
of my Fostoria friends. 

FREDERIC I. LACKENS, 
Ft. Lauderdale, Fla. 


Folder Pasted in Newspaper 


Ad Attracts Attention 

To the Editor: Enclosed is an 
issue of the San Carlos Enquirer, 
a weekly newspaper in San Carlos, 
Cal., (Pop. 15,000). Your attention 


WILLIAMS & 00 OF RED WOOR CITY 
the home wg 


* The world Premnere of Redwood a 
Rattan the st tuemiture of the Century 


* to be shown at the National Furniture Show 
in Chicago, October 23, 1950 


THIS FURNITURE NOW ON DISPLAY IN OUR STORE 
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is invited to the unique ad on 
Page 9. 

We believe this is the first time 
a newspaper and advertiser have 
joined in this type of advertising 


How to Put a 
“Bee in Their Bonnet” 


It’s easy!—when you show them how your product is better, 
tastier, easier to use, or less expensive . . . in Missouri 
Ruralist! Here’s why: Missouri Ruralist goes into 119,177 farm 
homes 24 times a year, showing farm families the latest 
developments in farming and homemaking. They know they 
can depend on the information in Missouri Ruralist .. . and 
the brands they find advertised there. Tell them about your 
product through Missouri Ruralist—and start a real buzzing in 
your sales figures. 


MISSOURI RURALIST 


Published by Capper Publications 


Editorial Office, Fayette, Mo. 
Business Office, Topeka, Kans. 
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ntation on the consumer level. 

The ad was placed on the first 

e in the second section and ran 

on the first press run. This gave 

the advertiser ample time to have 

his crew paste the folder on to the 

ad. It appeared on our total paid 
circulation of 3,000. 

The results were so good that 
Dale Woods, advertising manager 
of Williams & Co., is planning 
another similar insertion for the 
Christmas season. 

FRANK M. PEREz, 

Advertising Manager, San 

Carlos Enquirer, San Carlos, 

Cal. 

Williams & Co.’s ad, announcing 
{ a display of a new furniture line 
introduced at the Chicago furniture 
show, included a hand-pasted fold- 
er of heavy green stock describing 
the new furniture and the various 
services of the company. 

+ * * 


Upholds Revere Electric 
in Lighting Controversy 

To the Editor: We were very 
surprised to see the write-up you 
gave W. H. Long Co. through their 
agency. 

For your information we are en- 
closing a brochure prepared by us 
for our client Revere Electric Co., 
which is the originator of Pylon- 
Lites and which holds patents on 
so-called “Post Lights.” 

While we appreciate you cannot 
know everything about everything, 
yet we feel that before accepting 
an article of this kind some in- 
vestigating should be done about 
the authenticity of the statements 
contained therein. 

Revere created this type of 
lighting before the last war. Due 
to material shortages they were 
compelled to withhold manufacture 
and sale of the units. Their first in- 
stallation was at Devon and Sheri- 
dan [Chicago] approximately the 
fall of 1941. 

As soon as the war ended and 
steel and other materials necessary 
for Pylon-Lite manufacture were 
available, the product literally 
swept the country. 

To give Long the credit for in- 
troducing this type of lighting is 
a gross error. 

R. J. SKALA, 
R. J. Skala Co., Chicago. 

AA is glad to publish Mr. Skala’s 
letter to set the record straight. 
Apparently Revere was actually 
the first to introduce this type of 
light, but Long insists its fixture 
was developed independently and 
that it now produces more fixtures 
than all four competitors combined, 

To properly assess competitive 
claims in a highly competitive field 
like this seems too god-like a task 
for AA. 


‘Sweet Are the Uses’ 

To the Editor: Thought adver- 
tisers might like to know that from 
time to time housewives (and even 
their husbands) dream up practi- 
cal and possibly even more perti- 
hent uses for their products than 
the advertisers themselves recom- 
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mend. Witness this as it recently 
occurred: 

We moved into a new house on 
an extremely warm day in October. 
The movers found it necessary to 
keep the front and back doors open 
for several hours. When the chore 
was complete I glanced at the liv- 
ing room ceiling and found 
perched there a conservative thou- 
sand flies which had buzzed in 
and were making ready in a warm 
spot for the long winter ahead. 

A fly swatter was useless for 
various reasons: Blotch up with 
fly blood and fly carcasses the 
newly decorated ceilings? Hell no, 
the wife screamed. Shoo the flies 
to another room and then bang 
them all dead? You’d need the 
time of Methuselah! Fly paper? We 
didn’t have any and besides we had 
to sleep that night in the house. 
Try swatting them one by one a 
little later? Carcasses all over the 
rugs, the wife shouted. 


So, to the rescue, came husband. 
And elementary it was, too. I took 
hold of wifey’s new Gismo vacuum 
cleaner, attached the extension 
pipe and then just stood—stood 
that is, with the pipe held upright 
and let the vacuum suck in the 
flies by the half-dozen. Those poor 
suckers never knew what hit them 
and in five minutes no flies on the 
ceiling, just the vacuum bag full 
of their carcasses. No mess—no 
blood—no flies! Why, I didn’t even 
have to use the kitchen ladder to 
reach the ceiling! 

And boy, was it fun: just zoom— 
zoom—zoom—flies sucked in with- 
out knowing what hit ’em! What’s 
more, now they’re calling me Pied 
Piper. 

Note to vacuum cleaner manu- 
facturers: Nature abhors a vacuum 
but not flies! 

Sip LANDFIELD, 

Landfield & Sons Printing Co., 

Chicago. 


YOUR ADVERTISING DOLLAR 


Buys COTE In... 


LOW COST PER THOUSAND 


It costs less to reach each pros- 
pect in DIESEL PROGRESS’ blue 
ribbon circulation—because 
DIESEL PROGRESS offers a low- 
er cost per thousand than any 
other paper exclusively serving 
the diesel market. 


Write today for DIESEL PROGRESS 
Market Data and Media file 


Rex W. Wadman, Editor and Publisher 


Advertising Office: 
2 West 45th St.. New York 19, N.Y 


Editorial and Production Office: 
816 N. La Cienega Bivd., Los Angeles 46, Calif. 


ADVER-TIES! 


By Victoria 
Nes * To spark sales 
-) meetings 
¢ For dealer con- 
ventions 
¢ For special cam- 
paigns 


Design, trade-mark or ad- 
vertising message imprint- 
in one or more colors 

by EXCLUSIVE, GUAR- 

ANTEED, “COL - FAST’ 

METHOD. Ties in choice 

of solid colors. Write or 
Water. wire for prices. 
smoo 


inuriows Orders filled promptly! 


Victoria Silk Press, Inc. 
805 Lucas Ave., St. Louis 1, Mo. 


FIRST in influence! 


FIRST in circulation! 
Daily 219,442 Sunday 276,810 


FIRST in advertising! 
@@@ lowest in milline cost 
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REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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PORTLAND, OREGON 


A We Yyear : The Great Newspaper of te West 
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Information for Advertisers 


No. 3794. The Arkansas Farm Mar- 
ket. 

Facts about Arkansas and its 
diversified farm market are pre- 
sented in this new market and 
media data folder prepared by the 
Arkansas Farmer. In addition to 
numerous maps and charts show- 
ing the relative growth of farm 
produce, farm income, retail sales 
in different states, it contains fac- 
tual information relating to the 
various farm crops produced in the 
state, as well as media data on the 
publication. 


No. 3795. How to Influence Cus- 
tomers. 

This booklet “How to Win 
Friends and Influence Customers,” 
offered by Robbins Co., demon- 
strates how various types of pre- 
miums can be used to encourage 
repeat sales, introduce new prod- 
ucts and solve special sales prob- 
lems. The popular “self-liquidat- 
ing” premium is given detailed 
treatment. 


No. 3797. How to Produce Low Cost 
Business Films. 

Four important steps to follow 
for producing low-cost business 
films are outlined in this booklet 
“Proven Formulas for Low Cost 
Business Films,” offered by Tele- 
film Inc. Published as an aid for 
advertising and sales executives, it 
points out pitfalls to be avoided 
when planning use of this medium, 
as well as how an effective selling 
job can be done without incurring 
expensive and complicated opera- 
tions. 


No. 3796. Media Data on the St. 
Louillmo Market. 
This elaborate four-color bro- 
chure is offered by the St. Louis 


Globe-Democrat to show its cover- 
age and the buying power of the 
287 communities of southern IIli- 
nois and eastern Missouri which 
make up the modern St. Louis 
market. It illustrates the tendency 
of neighboring communities and 
farm families to be drawn toward 
the nearest large city offering 
greater buying facilities, cultural 
activities amd amusements. Large 
maps show the newspaper’s circu- 
lation and position in the 86 coun- 
ties comprising St. Louillmo. 


No. 3799. Value of Annual Report 
Advertising. 


The effectiveness of annual re- 
port advertising as a means for 
reaching and influencing custom- 
ers, dealers and distributors, stock- 
holders, employes, salesmen and 
the general business and financial 
community is stressed in this 36- 
page booklet published by the New 
York Times. Reproduced in the 
booklet are 76 annual reports of 
American and foreign firms which 
were published in the Times. 


No. 3802. Power Equipment Pur- 
chased by Farmers. 

How mechanization and adop- 
tion of modern production methods 
varies according to the kind of 
farming practiced, as well as by 
farm size and income, is told in 
this study offered by the Breeder’s 
Gazette. Five major types of farms, 
comprising more than 90% of all 
farms, are contrasted in ownership 
of tractors, trucks, automobiles, 
electric motors, and _ stationary 
gasoline engines. Also compared 
are averages in the value of all 
implements and machinery, farm 
acreage and income from products 
sold. 


Note: Inquiries for the items listed above will not be serviced beyond Dec. 25. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Ill. 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


NAME «oe TITLE 
COMPANY 

ADDRESS 

CITY & ZONE STATE 


the SWING i's to 


MAXWELL 
BOARDWALK 
DISPLAYS 


OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 
profitable to you: A man with certain 
highly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was earning 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at $9,000 
from a small agency, another at $11,000 
from a big agency . . . mighty fine div- 
idends from a $20 investment. Maybe: 
this will suggest something to you— 
who knows? 


THE ADVERTISING MARKET PLACE 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 


line. Add two lines for box number. 


Deadline Wednesday noon 12 days pre- 


ceding publication date. Display classified takes card rate of $11.25 per 
column inch. Regular card discounts, size and frequency, apply on display. 
nn tr RE EEO rt ROR NIN 


HELP WANTED 


REPRESENTATIVES WANTED 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion oy Management. 
*AND* 


Writers, Publicity, Public Relations, Me- 
dia, Art and Production taltent. 
THE HONES COMPANY 


14 E. Jackson Blvd. Chicago 4, Il. 


Assistant Advtg Mgr 


SALES REPRESENTATIVES 
Established motion picture producer wants 
a qualified representative in New York, 
Chicago and San Francisco to sell all 
types of motion pictures to advertising 
agencies and industrial concerns, Liberal 
commission and expense account. Write 
detailed qualifications to 

Box 3429, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


$4200 

Advtg Mgr—Petroleum exp................ $12,000 

Layout Artists Top Salaries 
SHAY AGENCY 

30 W. Washington Chicago 2, Ill. 


WANTED 

An experienced copy and layout man for 
Catalog work, preferably a man who has 
Catalog Service experience. This position 
offers a fine opportunity with a well- 
established publisher in the heavy con- 
struction field located in Chicago. Re- 
plies strictly confidential. 

Box 3459, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Copywriter—Sales Promotion.............. $6,500 
Auto Specialties Mfr. 
GEORGE WILLIAMS—PERSONNEL 
209 S State St. HA 17-2063 Chicago 4 


ARTIST-PRODUCTION MANAGER 
Want experienced artist-art director with 
flair for smart advertising illustration and 
figure work, and sound creative ideas. 
Must have well-rounded production ex- 
perience. Applicant should be 30-35. Sal- 
ary in line with ability. Permanent sit- 
uation with well-rated, recognized, ex- 
oe agency in Southeast. Write in de- 
ta 


Box 3461, ADVERTISING ion. 


200 E. Illinois St., Chicago 11 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Waba Fr-2 0115 Chicago 


Advertising manager for old established 
Southern trade paper. Good salary and at- 
tractive incentives for a real producer. 
Give complete resume of your qualifica- 
tions and experience in first letter. 

Box 3462, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Ask for ELINOR KENT 
Food Copywriter-Agcy exp. on consumer 
accts. req. 2 top agcy%............ Open 
Space Sales Mgr-Trade ppr. exp.....Open 
Public Relations-Agcy oppr. for woman. 
Beauty mfg. exp. Know trade......Open 
Expert Fashion Layout-Male or Fem..Open 
Expert Art Personnel-for agcy or studio 
Layout-rendering-revamp-letter-illus. 
MONARCH PERSONNEL 
28 E. Jackson, Chicago 4 Wab 2-9400 


POSITIONS WANTED 


Copywriter, with extraordinary record of 
success on major consumer & indust. 
ace’ts, will start for $6,500. 

Box 3460, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


SALES-MINDED AD MANAGER 
Former ad manager and art director now 
employed as agency A. E. wants oppor- 
tunity with aggressive mfr. Knows copy 
and production; also makes smart, sell- 
ing layouts; knows merchandising and 
publicity. 19 yrs. exper. covers consumer 
and industrial fields; age 38, personable. 
A real asset to any organization. 

Box 3463, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IH. 

MODERN PROMOTION-AD MAN 
Formerly own business. Seeks opportunity 
for his alert, aggressive, creative ideas that 
register. Experience in copy, sales, public 
relations, publicity, media, research. Draft 
exempt veteran, age 30. 

Box 3464, ‘ADVERTISING AGE 

1l E, 47th St., New York 17, N. Y. 


Advertising Trade Paper 

Space salesman, college graduate, force- 
ful public speaker. Brings in new busi- 
ness. Well known in the Chicago area. 
Draft exempt. 

Box 3465, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

SPACE OR LITHO SALESMAN 
Young col grad. Family man. Offset esti- 
mating and space sales exp. Moderate 
inc. req. A real go-getter. 

Box 3466, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Prod. ass’t., layout, type mark-up, off- 
set, letterpress, can type. 

Box 3467, ADVERTISING AGE 

200 E. Illinois St.,Chicago 11, Ill. 


CRISP CREATIVE LAYOUTS 
Steady or 


part-time. 
Box 3468, ADVE. RTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


PACIFIC COAST TERRITORY 
National trade magazines serving oil in- 
dustry need active advertising sales rep- 
resentative. For interview Nov. 13-16, 
send resume to John Klinger c/o Ambas- 
sador Hotel, Los Angeles, California. 


MISCELLAN! EOUS 
Photographic 


net-work. Fine Pictures 

made anywhere in United States. Color 

or B&W. Also a million stock subjects. 
FPG—219 B. 44th St., N. ¥.C ¥.c. - 37 
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Roberts Packing 
Keeps TV Show, Ups 
Other Advertising 


PHILADELPHIA, Nov. 8—Roberts 
Packing Co., producer of Roberts 
Scrapple, has completed a loca} 
test of a Sunday 15-minute tele. 
vision show directed towards chil. 
dren and will continue the show 
through the winter. 

The show, “Unk and Andy,” seen 
each Sunday from 11:15 p.m. to 
11:30 p.m. on WCAU-TV, ‘has 
proved successful, the company 
reports. An art book is offered ag 
a premium on the show. 

In addition to television, the 


————-——| company has intensified its fal] 


and winter radio and newspaper 
campaign. A total of 68 spots per 
week have been contracted for 
over Station WPEN, to be pro- 


Who would 
like to talk 
this over?? 


This man has been account 
executive on a number of the 
important accounts of big ad- 
vertisers during the past 15 
years and has been instru- 
mental in building large sales 
volume for these products. He 
knows successful, profitable 
client and agency operations 
and is especially productive 
in creating advertising-selling 
ideas that move goods. Pre- 
vious to agency work he held 
two advertising managerships. 
This man has not been avail- 
able for years and isn't sure 
now that he wants to change. 
But he would be interested in 
discussing an unusual oppor- 
tunity with a strong progres- 
sive agency. Address Box 
7751, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


grammed every half-hour between 
9 a.m. and 8 p. m. daily. 

The policy of running 100-line 
ads on the comics pages of major 
newspapers in this region also will] 
be extended through the winter. 


WTV] Increases Hours 


WTVJ, Miami TV station, has 
expanded its programming time to 
an average of 75 hours a week, 
This represents a 200% increase in 
on-the-air time over the same 
period in 1949. Present plans call 
for a further increase in December, 
— the total to 80 hours a 
wee 


Gives Direct Mail Figures 


According to figures released by 
the Direct Mail Advertising Asan 
New York, dollar volume of direct 
mail advertising used by American 
business for the first nine months 
of 1950 was $646,133,265. For Sep- 
tember, 1950, the dollar volume is 
reported to have been $73,698,345. 


Two Name Charlop-Fradkin 

Lynmar Jewels, New York, and 
Crillon Restaurant, New York, 
have appointed Charlop-Fradkin 
Advertising, New York, to handle 
their advertising. 


TOP LAYOUT ARTIST 


with ability to do some finish. Un- 
usual opportunity for right man to 


FOR 
UNHAPPY ACCOUNT 
MEN ONLY 
Up-and-coming Chicago agency 
has everything to make seasoned 
account executive happy. Compel- 
ling copy and art to simplify your 
selling job. Close cooperation at 
every level. Modern, pleasant of- 
fices. Liberal commission arrange- 
ment on your billing. We'll hold 
your reply in confidence. Refer- 

ences exchanged. 
Box 7739, ADVERTISING AGE 


fit into fast growing agency. Send 
samples and brief resumé of past 
experience. Top men only need 
apply. 

HOWARD SWINK 


Advertising Agency, Inc. 
Marion, Ohio 


Financial Interest 
In Tested New Magazine 
Available 


200 E. Illinois St., Chicago 11, Ill. 


Do You Want New York Accounts? 


Successful sales team with office at 270 
Park Avenue now active -- E a 
arts service te advertising a 

natienel firms desires all ~ dtine = 
broker or factery representatives. 


Bex 7707, ADVERTISING AGE 


1! E. 47th St., New York 17, N. Y. 


in touaes ir 


ATLANTIC CITY 


Millions See 
MAXWELL DISPLAYS 


A bi-monthly quality Chicago 
area publication with a new 
concept of advertising appeal is 
ripe for expansion. ee issues 
published to date show marked 
progress. This property repre- 
sents an opportunity for profits. 
Minimum investment for sub- 
stantial equity $15,000. Details to 
interested parties only. 
Box 7752, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


—— 


YOUR MAN-FRIDAY 
IN SOUTHERN CALIFORNIA 


fa: agency, publisher, distributor or manufac- 
r looking fer a Southern California contact 
J do well te get my eer. yreo-tanss ad 


Quite a record of accomplishment. 
, 257 South Spring, Los Angeles 12 
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appoint 
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EXECUTIVE POSITION WANTED 


Industrial Advertising Manager with 17 yeou 
experience in all phases of industrial a 
ing: Plans, Creating, Producti 

licity, Sales-Coordination, Administrative. S 
employed Pittsburgh; prefer Chicago arec. Ver 
eran, age 43. Write Box 7750, Advertising Ag® 
200 E. Illinois St., Chicago 11, III. 
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NEW LABEL—Red Top beer is sporting 

a new label (right), the creation of De- 

signer Jim Nash. The account of Red 

Top Brewing Co., Cincinnati, recently 
went to Benton & Bowles. 


Management Group 
Issues Rules for 
Boards of Directors 


New YorkK, Nov. 9—Based on a 
study of 238 companies held to be 
“excellently managed,” the Amer- 
ican Institute of Management has 
just issued 36 basic rules for 
boards of directors. 

In addition to advising how the 
board of directors should be con- 
stituted, the rules cover such mat- 
ters as compensation and recogni- 
tion of directors; responsibilities of 
individual board members; board 
meetings, and ethical considera- 
tions governing directors’ conduct 
and participation. 

From its survey findings, the In- 
stitute believes that at least two 
members of every board should be 
“outside directors,” and that of- 
ficers should be in the minority, 
if possible. The outside directors, 
according to the suggested rules, 
should be sufficient to constitute 
an audit committee and to main- 
tain contact with the company’s 
certified public accountants. They 
should also fix executives’ salaries 
and, in order to limit or control 
nepotism, should have control over 
employment of “two or more mem- 
bers of the same family at the ex- 
ecutive level.” 


# In addition, according to the 
Institute, the outside directors 
should be responsible for approv- 
ing or disapproving bonuses to ex- 
ecutives and other employes in 
advance of discussion by the full 
board. 

Too few people understand the 
functions and responsibilities of 
directors, the Institute says. It 
Suggests as.one of the guiding prin- 
ciples for boards that this wide- 
Spread ignorance should be cor- 
rected, and the mysteries sur- 
rounding directors should be dis- 
pelled. 

_ Recommending definite age lim- 
itations, the Institute says that “no 
director of a publicly-held corpo- 
ration should continue to serve 


cept under unusual circumstances. 
The majority of the directors 
should be under 60 years of age, 
ae at least some should be under 


Names Lynge Ad Manager 


Carl M. Lynge, formerly New 
York district sales manager of 
Waring Products Corp., has been 
appointed to the newly created | 
post of advertising and sales pro- | 
mo':on manager of the Stamford 
div’ <ion of Yale & Towne Mfg. Co., 
Stemford, Conn. Before joining | 
Wer ng in 1947 Mr. Lynge was ad- 
verli.ing manager of Reeves-Ely 
Laboratories, parent company of 
Wari: g Products. Lenox Reid, for- 
mer Philadelphia representative 
of ring, has succeeded Mr. | 


Lynec in New York. } 


Wilson Starts TV 
Spot Drive for 
Ideal Dog Food 


Cuicaco, Nov. 8—Wilson & Co. 
has started a series of television 
spots for Ideal dog food in 23 TV 
markets, and will use from one to 
three stations in each market for 
a 26-week period. 

The spots range in length from 
eight seconds to a minute, and are 
scheduled to appear from three to 
seven times weekly on each sta- 
tion. 

In addition to its TV spot drive, 
Wilson has “substantially en- 
larged” its other 1951 advertising 
for Ideal, with page and two-thirds 
page ads in color scheduled in 
American Family, Everywoman’s, 
Family Circle, Ladies’ Home Jour- 
nal, Life and Woman’s Day. News- 
papers and radio also will ba used, 
and 24-sheet posters are scheduled 
in 42 markets during the summer. 

Ewell & Thurber Associates here 
handles the account. | 


* Merchandising spirit of the Pasadena Star-News. 


* Builder of Enthusiasm among Retail Store per- 
sonnel. 


* Winner of the 1950 California Newspaper Adver- 
tising Managers Association First Place Trophy for 
the best merchandising service to National Adver- 
tisers by a California Newspaper of over 10,000 
circulation. 


LEMMIE DUITT has a “Tailor Made Plan” that will 
sell your product in Pasadena and the 
rich San Gabriel Valley. 


PASADENA 


STAR-NEWS 


HOW CAN YOU TELL WHEN PEOPLE INTEND TO PAINT? 


Thousands of Canadians will decide tomorrow, or next 
month, to do some painting around the house. Their 
names are on no mailing list, they can’t be singled out 
as readers of any special publication. 


However, paint manufacturers have proven to their own 
satisfaction how to reach such people as economically as 
possible! They use the Star Weekly! And the Star Weekly 
carries about six times more paint advertising dollars than the 
six leading Canadian magazines combined! 


The reasons for Star Weekly leadership? 
First, the Star Weekly gives advertisers more families than 


Paint advertisers spend over six times more dollars in the Star Weekly than in 
six leading Canadian magazines combined. 


the STAR WEEKLY 


PUBLISHED AT 80 KING STREET, WEST, TORONTO, CANADA. 


Montreal Office: University Tower 


WRITE FOR INFORMATION ON SPECIFIC CLASSIFICATIONS AND COMPLETE DETAILS OF THE STAR WEEKLY'S VOLUME MARKET: 


U.S. Representatives: Ward-Griffith Co. Inc, 


1 


any other publication in Canada. 450,000 of those families 
own their own homes. 62% of the Star Weekly readers are 
between the ages of 15 and 44. . . they represent people 
who are building up homes and families, who need things, 
who buy things. The bulk of Star Weekly families live in 
urban centres, or in up-and-coming communities where 
people like to keep up appearances. 


The definite, known factors that make the Star Weekly 
successful in selling paint and many other products are 
worth investigating for any product with national dis- 
tribution. 
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Zausner Appoints Kesslinger 


Zausner Foods Inc., Harrison, 
N. J., importer and producer of 
natural and processed cheese, has 
zppointed J. M. Kesslinger & As- 
sociates, Newark, as its agency. 


Names Rex Sales Manager 


Williamson-Dickie Mfg. Co., Fort 
Worth, manufacturer of work 
clothes, has named Rex Myers, 
merchandising manager, as general 
sales manager. 


JAMES D. WOOLF 
a 


ADVERTISING CONSULTANT 
IN THE ST. LOUIS AREA FOR 


The 
RIDGWAY CO. 


Resultful Advertising 
1901 LOCUST ST. + ST. LOUIS 


James D. Woolf Talks . . 


Salesense in Advertising 


Registered 


ideas and 


successes. 


Advertising at Its Best 

One of the nation’s most able 
and respected advertising agency 
executives said to me the other 
day that the best advertising run- 
ning today is to be seen in the wo- 
men’s magazines—Ladies’ Home 
Journal, McCall’s, Good House- 
keeping, Woman’s Home Com- 
panion, etc. 


James D. Woolf, famed copywriter and 
former vice-president of J. Walter 
Thompson Company, 
monthly series of discussions on tested 


is writing this 


basic advertising principles. 


While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


This advertising is good, he 
maintains, because it seeks to be of 
service to women. It’s in the week- 
lies and newspapers that you'll 
find the high-pressure stuff, the 
big, flamboyant “poster ads,” the 
smashing Gothic type, and the 
block-busting superlatives. Most 
outdoor posters, he says, 
themselves to be “cute.” And the 


strain | 


attitude of at least some writers of 
radio’s singing commercials seems 
to be that housewives are nitwits. 

The writers of much of the ad- 
vertising in women’s service mag- 
azines, however, go on the assump- 
tion that the average wife and 
mother, forever harassed with the 
problem of managing a household 
and rearing a family, wants help 
and understanding from adver- 
tisers. 


Solving Problems 
In Salesmanship 


To repeat what I have said in 
these columns before, every effec- 
tive selling advertisement solves— 
or helps partially to solve—a prob- 
lem for the reader. It convinces her 
that the advertised product will do 
something for her. 

In the women’s magazines you 
will find a great deal of adver- 
tising-that seeks to be of genuine 
help. Perhaps the motive is selfish, 
but nonetheless these advertisers 
are not content with blatant brag- 
gadocio or with, just as bad, vaude- 


« « selected 
by Advertising 


Agency 
S. M.'s 


Experts in 
New Test 


Survey as... 


Peoria 


in the U. S. 


75M to 


FIRST 
in 
150M Pop. 


Group and 4th in 
ALL Pop. Groups. 


JOURNAL: STAR 


PEORIA NEWSPAPERS, INC., Agent, 
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ville. They supply women with ex- 
cellent recipes, they show them 
how to cut down their food bills 
how to make tempting dishes oyt 
of leftovers, how to save steps and 
energy, how to decorate a shabby 
room for a few dollars, how to 
make over children’s clothes, ete 
This is the sort of information wo- 
men want in advertising. 

My agency friend is especially 
critical of some of the present-day 
feather-weight motor car ads. He 
rates certain campaigns almost 
zero in the matter of service infor. 
mation. He thinks automobile ad- 
vertising copy can be as informa- 
tive and helpful as the advertising 
of, say, Crisco, or Swift’ning, or 
Kraft cheese. He could be right. 


Real Problems vs. Phonies 


To be of genuine help to the 
troubled consumer, doesn’t it ap- 
pear to you that advertising should 
deal with genuine consumer prob- 
lems? It sometimes seems to me 
that much advertising tends to set 
up and knock down bogymen the 
consumer fears not at all. 

Just as an example, take cig- 
arets. Is throat irritation the mon- 
strous problem tobacco advertisers 
would have us believe? 

Camel ads, for example, tell us 
with great excitement that “Noted 
throat specialists report, after a 
total of 2,470 weekly examinations, 
not one single case of throat irri- 
tation due to smoking Camels!” 
My personal experience is that 
none of the good brands—Camels, 
Luckies, Chesterfields, Philip Mor- 
ris, Old Golds, etc.—is likely to ir- 
ritate the throat unless the smoker 
makes a pig of himself. Maybe I’m 
wrong, but I’ve got a hunch that 
today throat irritation is a “bogy- 
man problem.” 

As another example, consider 
coffee. Most current coffee ad- 
vertising whoops it up for flavor— 
“The Friendlier Flavor,” “Coffee 
You Like to Linger Over,” “Good 
to the Last Drop,” and so on. An 
‘able domestic science expert as- 
sures me that there is no longer a 
bona fide flavor problem. But 
there is a coffee problem—namely, 
its appalling cost. She suggests 
“How to Make Coffee Without 
Waste” as a service theme. 


Every Product Has 
A Service Angle 


I dwell on cigarets and coffee 
only as examples. Every product 
or business has a service angle. 
For instance, gasoline. Recently, 
I heard an automotive engineer 
say that millions of gallons of gas- 
oline are wasted every year by 
careless, inexpert motorists. I can 
think of only one oil company that 
seems to be worrying about the 
motorist’s pocketbook: General 
Petroleum Corp. advises in _ its 
copy: “If your car operates 
smoothly and without knock on 
regular Mobilgas, then by all 
means save the difference.” That 
looks like good public relations 
advertising to me. 

Very little insurance advertising, 
both national and local, strikes a 
true service note. There are rich 
possibilities here. An exception is 
Metropolitan Life’s splendid cam- 
paign promoting better health. 
There are rich possibilities, too, 
in bank advertising. Some bank 
copy of a helpful, educational na- 
ture is to be seen, but most of it 
averages low on service. 


Local Ads Weak on Service 
Local advertising in newspapers 
is, by and large, notoriously weak 
on service. One example, dryclean- 
ers and laundries. What a wonder- 
ful job a sincere advertiser could 
do in this field! Women would de- 
| vour an ad headlined this way: 
“SEVEN WAYS TO CARE FOR 
YOUR CLOTHES—AND CUT 
YOUR DRYCLEANING BILLS IN 
HALF.” Or maybe this one, which 
I saw in an Ohio newspaper: 
“DON’T PAY US JUST TO RE- 
MOVE A SPOT.” The copy gave 
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SENTRY—Wm. Schwartz & Co., Philadel- 
phia, maker of Chips and Twigs boys’ 
clothing, began distribution of this 
Christmas package on Oct. 25. Behind 
the door of the sentry box is a cello- 
phane window, and on the back of the 
box are five figures dressed in Scottish 
regimental uniforms which may be cut out 
for use as toys. The package was created 
by Leonard F. Fell & Associat 


simple directions for better home 
cleaning and urged the reader not 
to pay for professional cleaning 
unless his clothes really needed it. 

Life is pretty tough for every- 
body in these parlous times—and 
it’s going to be tougher. Advertis- 
ing, both national and local, can 
do a lot more than it is doing to be 
of real service to the public—and 
to be of real service to itself. 

My agency friend suggests that 
advertising should (1) quit trying 
to scare the public with bogymen; 
(2) offer solutions or partial solu- 
tions of bona fide consumer prob- 
lems; (3) impart information that 
will help the consumer to make in- 
telligent decisions. Happily, there 
are some signs that the vogue for 
bombast and silliness in advertis- 
ing has about run its course. 


Zenith Ad Appears in 
24 Editions of ‘Digest 


Zenith Radio Corp., Chicago, is, 
advertising its Transoceanic por- 
table shortwave radio in all 24 in- 
ternational editions of the Novem- 
ber Reader’s Digest. The ad ap- 
pears in four colors in 19 editions, 
in two colors in four editions, and 
in bew in the remaining edition. 
The Digest, estimating the edi- 
tions have a total of 26,000,000 
readers in more than 100 countries, 
said the ad was aimed at the 
largest worldwide audience ever 
reached through publication ad- 
vertising. 

The Zenith promotion is the most 
extensive use ever made of the 
Digest’s international editions in 
a single month. In 1948, Reming- 
ton Rand took space in the 18 edi- 
tions then available to mark the 
75th anniversary of the manufac- 
ture of the first practical type- 
writer. MacFarland, Aveyard & 
Co., Chicago, is the Zenith agency. 


Shaw Opens Own Agency 

Harold J. Shaw, advertising di- 
rector of the Hadley furniture 
stores in New England, has re- 
signed 1o open his own agency in 
the Paramount Theater Blidg., 
Springfield, Mass. The agency will 
serve furniture and women’s ap- 
parel stores with complete service 
for newspaper, direct mail, radio 
and TV advertising. 


Patton Rejoins Roche-Eckhoft 


George H. Patton has resigned 
as national sales promotion man- 
ager of Day & Night Corp. to re- 
join Roche-Eckhoff & Associates, 
Hollywood, as an account execu- 
ive. 


Wagenseil Appoints Thomas 
Hugo Wagenseil & Associates, 

Dayton, O., has named Dave 

phomas as director of public re- 
1ons, 


Walier Howe Resigns 

Walter J. Howe, editorial direc- 
tor of Hunting & Fishing, published 
by National Sportsman Inc., Bos- 
ton, has resigned. 


Turpentine Farmer Co-op Gives Advertising 
Credit for Saving Industry from Extinction 


JACKSONVILLE, Fia., Nov. 9— 
Twelve years ago, the future of 
the U.S. turpentine and rosin in- 
dustry looked bleak. Turpentine 
had lost out as an ingredient of 
paint and was fast losing its ac- 
ceptance as a paint thinner. 

Today, turpentine has won back 
its market and sales are up, despite 
a price’ increase of almost 400% in 
the past 15 years. 

According to Harley Langdale, 
president of the American Turpen- 
tine Farmers Assn., the change is 
a direct result of a consistent ad- 
vertising, promotion and merchan- 
dising campaign. 

The turpentine and rosin indus- 
try is one of the country’s oldest, 
dating back to earliest colonial 
days. And it long has been one of 
the most important sources of in- 
come to the naval stores belt, 
which extends through Florida, 
Georgia, Alabama, Mississippi and 


Louisiana. 

While turpentine producers had 
faced and surmounted innumerable 
crises over the years, the indus- 
try seemed destined to become ex- 
tinct 12 years ago. 


a The product at that time was 
sold almost exclusively to indus- 
trial consumers in bulk lots. Min- 
eral base and wood turpentine 
thinners had replaced gum tur- 
pentine to an important extent, 
because of their lower price. Gum 
turpentine was going begging at 
174%¢ a gallon, or about $7.30 a 
barrel. Prices were lower than 
production costs and only Com- 
modity Credit Corp. loans saved 
farmers from bankruptcy. 

The turpentine farmers’ co-op 
decided to launch an advertising 
campaign, despite opposition from 
many members who felt that, 
while advertising might move food 


|and soap, it was “impossible to 

put any customer appeal in a can 
| of turpentine, no matter how hard 
you try.” 


ws The co-op officials went ahead 
with their plans, and developed 
attractively designed bottles in or- 
der to sell the product over the 
counter. As a result of the pro- 
motion of bottled turpentine, 96% 
of all gum turpentine sold today 
is packaged in bottles. 

“We did it,” Mr. Langdale ex- 
plains, “by everlastingly telling the 
world—in good times and bad, 
when we had lots of turpentine 
and when we had little—of the 
merits of gum turpentine.” 


Stokely Signs TV Series 

Stokely-Van Camp Inc., Indian- 
apolis, has signed to sponsor a 
weekly half-hour amateur pro- 
gram, 6-6:30 p.m., beginning Nov. 
18 over KSTP-TV, Minneapolis. 
Viewers will vote on contestants 
by sending in labels from Stokely 
products. Gardner Advertising Co., 
St. Louis, is the agency. 
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Garver Joins General Foods 


Robert I. Garver, formerly ac- 
count executive at Lynn Baker 
Inc., New York, has joined the Cer- 
to division of General Foods Corp., 
New York, as associate sales and 
advertising manager. 


Clopay Promotes Jackson 
Clopay Corp., Cincinnati, maker 
of plastic window shades, draper- 
ies and curtains, has named James 
A. Jackson, formerly advertising 
manager, as sales manager. 


Transitads Promotes Allen 
Howard Allen, on the Philadel- 
phia_ sales staff of National 
Transitads Inc., New York, has 
been named assistant manager of 
the company’s eastern division. 
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@ “Your publication has proven itself through the years.’ 


, 


H. Seymour Wolcott, Vice President, Do/More Chair Co., Inc. 


@ “Readership of The Rotarian is proven by result-producing in- 
quiries.”” G. H. Morgan, President, Morgan’s, Inc. 


“Consistently better experience, based on cost-per-inquiry and 


inquiry quality.” Fred D. Wilson, Sales Manager, Operadio 


Manufacturing Co. 


Wire Recorder Corp. 


“The Rotarian produced the highest percentage of sales at the 
lowest cost per inquiry.” 


> Charles P. Peirce, President, Peirce 


“The Rotarian audience and reader interest are valuable to us.” 


Walter M. Langsdorf, Vice President, Tension Envelope Corp’n. 


ing Corporation. 


“The numerous inquiries we receive are, without exception, 
productive of results.” C 


. N. Cahill, Vice President, Gits Mold- 


“The Rotarian reaches the men and markets in which we are 


most interested.” L. C. Finnell, Vice Pres. Finnell Systems, Inc. 


“T wouldn’t think of leaving The Rotarian off the list.” L. B. 


Icely, President, Wilson Sporting Goods Co. 


@ “In measuring sales vs. 


cost, The Rotarian rates high on our 


list.” Harold W. Paul, Pres., International Bronze Tablet Co. 
@ “We have used The Rotarian since 1934.” R. H. Potter, Mgr. 


Sales Promotion, Autopoint Company. 


e “The Rotarian has brought us excellent returns.” A. J. 
Jacobson, President, Clarin Manufacturing Company. 


@ “The Rotarian has consistently been one of our low cost quality 
inquiry producers.” Walter Strain, General Sales Manager, 


Davidson Corporation. 


e “The Rotarian’s high reader interest has been proven by in- 
quiries and orders.” George B. Hunt, President, Milwaukee 


Dustless Brush Co. 


@ “We have considered The Rotarian a key advertising medium 
for four years.” T. W. Hayes, Passenger Traffic Mgr., Wabash 


Railroad Company. 


@ “The Rotarian brings us business.’ 


Manager, Vogel-Peterson Co. 


@ “Results have been consistently good for three years.” Chas. 
C. Bartlett, Treasurer, Rex-O-graph, Inc. 


@ “On the basis of consistent performance The Rotarian con- 
tinues to serve us.” O. T. Jacobsen, President, Jacobsen 


Manufacturing Co. 


@ “Careful readership is evident from results received during five 
years.” H, P. Mueller, President, L. J. Mueller Furnace Co. 

uality of readership we desire.” E. J. 

Gossett, President, Bell & Gossett Company. 


@ “We have used The Rotarian consistently for fifteen years with 
good results.” Haig S. Nahigian, President, Nahigian Bros., Inc. 


e@ “The Rotarian has the 


* R. A. Magnuson, General 


Rotarians 


| 


| 


| 


} 


4 


"s — See a 
SEE a 
1 ex- | Me EES | ; 
them a - ’ 
bills | © ‘ 
; out} 4 ‘ 
ale ‘ . 
abby} | P Wigs i 
W to ¥ , 
wo- meyer ‘ 
,s [ they y, : 
‘ially Af 4 " os 
. He Sor Se di 
 ad- wi ag 
rma- —« ae nee ot ee j Bie 
ising [ a > 
, Or . : x Fa Pn, eee : 
rt. | 4a / ! 
. . QUALITY...SPEED...ECONOMY i 
_" 
the 
bs | / 
ould 
rob- : 
/ me 
> set 
the - 
cig- a ° 
ALI ALLL ETO —_] 2 nr A : a ; 
: wt Qh ame | ee 
1 us ‘ws \ 2 a : 
oted po rome HA ¢ Om etnge —i | mA x * ee 
pls | a comrnn — saese ro ee corrornio™ ax 
ons, nn a. € cian vies wine Reconeets 33 had . 
mr noe ) . Dreranis sepaagas a2 8reo” ee 
walt : mea | \ others, AP ing Mts L, es 
that > 1 , | ——— mete 452 sec oe 
els, Dene compass 2% i aa 
for- ——— \ j : ic, 
) ir- | * : . Al Om, “i : 

. Me 7 ~— i aed 
that | lS | . ae 
REx-o- gras tere a gf oe 
By- nnerg OX, es aoe i ad ea 

oot tae * boul ‘ OF sriaiy CuPc AtiN@ Rodin. eve er 
ider ae rage | Se ee, c,.., a er, a 
ad- | PT al \w (< ) ‘socom ; “Ls Betas ons ia 
r— a oto] 3 saa 6 oa nr MtWay, , eee 
oe Nave SNES any ren 
tee , at Ria anaes 
ood | - qs > aris 
An “om 2 epee 
ra wi te bate, 
But | TELL THE STORY |__ 7s 
a es 3 ABOUT ADVERTISING IN fea ee 
out | ell * Seu, eS, aa 
wn oes :.. "> 3 
oe" pen Slee, = Paty land! tad ee Sy AM hg ° 
\ yee: « Chet eT ®) Prey, ee Ste SoS, 
ffee <a att SS Yor ae Sacre ae ee ee ciel TR ee ee i 
juct 
gle. 1 
eer js ee 
as~- 5 
: ee 
can 
hat PO 
the © ee 
ral ee 
its Fe es 
hat Pe | 
ons EE 
gig 
ng, | 
sa * 
A a . 
ith. | ee 
00, | ee TT t~—S™T 
- ee he 
‘it rf ee “— 
7) ee ee 
ee 
pT = 
: ee 
ak ee 
mt ee ee re eee ed ee a 8 a aeons 3h" a ie “0 
er- PS ? ; . 
uld ee ; | ‘ i 
le- 5 P 
: S ¢ | 
| | Posner | 
JT ») Fo gains. 
IN WOOMMUNITY ~ 
ich | 
‘ | 1 
ey | 35 East Wacker Drive, Chicago y IWinois oe ee a ae XUN 
ive | , rs ‘ os 


74 


Advertising Volume Figures for October Issues of Business Papers 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 
duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 
ard 7x10” page. 


Pages Pages Pages 

INDUSTRIAL GRouP 1950 1949 1950 1949 1950 1949 

te till aahaes oe 57 70 OF Pet «+2 0200->+s 48 46 | Food Industries ........... ‘137 *132 
American Aviation (semi- Sic isnheactesseaes 155 BP LUE PET sav ccccccveces 1§*76 §*97 

RSE a dat cesccqesd ce 31*78 *54 LF Car Journal ..... 181 152 | Food Processing ........... 74 66 
American Builder .......... 176 157 | Construction Digest ibe). #135 *120 ated ctices s xemkend *186 *180 
American City .......-...-- 116 119| Construction Methods & GAS eee cece eee eeeeee §83 68 
American Dyestuff Reporter ‘105 §154 SD ced Gedeccxe<es *125 *101 Ges ee GOD nicccoccces 1§94 §84 
American Machinist (bi-w.) 9°53 *§*351 | Construction News Monthly .. *101 *68 | Heating & Ventilating ...... 80 76 
American Printer .........- Constructioneer ...........- 1*107 *107 | Heating, Piping & Air 
Analytical Chemistry ...... Py Ge | GRRMPUEEEE ccccccccccivecs 47 33 Conditioning ...........- 140 126 
Architectural Record ....... \|(221 153 | Contractors & Engineers Ice Cream Review .......... 138 106 
- Industries (semi- Monthly (934 x 14) ...... *55 *51 | Industrial & Engineering 

bbs becer boty eesse 173 150 | Dairy Record §84 66 GEN cdecccccsccces 115 138 
Aviation BED cecccccccceves *40 *39 | Design News 150 105 | Industrial Finishing 
Aviation Week .... $1*152 4*142 | Diesel Progress (9 x 12) ... 54 43 Ss OEE. occceccceces *70 *66 
Bakers’ Helper (bi- $7157 *251 | Distribution Age ........... 54 57 | Industry & Power .......... 90 127 
Bedding .......- 88 are §106 72\ Inland Printer ...........+. 63 60 
Better Roads ° 33 30 | Drug & Cosmetic Industry... . 110 Be DEE once oe Co cessorecs 109 lll 
Brewers’ Digest . 44 36 | Electric Light & Power ..... 98 4) 06 6), Ree 18505 §520 
Brick & h Record iochend 1*45 *42 | Electrical Engineering ...... *71 *53 | Lumberman .........--0005 *117 * 

d Container? ........ §152 47 | Electrical Construction & Machine Design ............ *230 *227 

ee UTEP CUE 193 198 Maintenance ............- 117 139 | Machine & Tool Blue Book 
Bus Transportation ......... 108 105 | Electrical oy “sehibee pees 45 48 S| res 221 210 
Butane-Propane News Electrical West ........... 84 81 | Machinery .........+-+.--- 274 261 

(Ae % GYa) ones eeeeees *78 *90 | Electrical World QW.) ccocee *283 *290 | Manufacturers Record ....... *33 *37 
Butter, Cheese & Milk II sends caneee cae *241 *209 | Marine Engineering & 

Products Journal ........ 54 38 | Engineering & Mining Journal. 123 124 Shipping Review ......... 82 92 
DOGUERIEES vcenececccecese 41455 £*67 | Engineering News-Record Mass Transportation ........ 20 31 
Ceramic Industry .........- *77 *73 | Ser #319 *278 | Materials & Methods ....... 117 132 
Chemical & Engineering Excavating RT sendeces 34 37 | Mechanical Engineering ...... 101 91 

Mme ME) ccccccccvccses 166 147 | Factory Management & Mechanization ............. *90 *78 
Chemical Engineering . 1269 267 Maintenance .........+.. *242 *213 | Metal Finishing ............ 72 72 
Chemical Industries 095 96 | Fire Engineering ........... 50 35 | Metal Progress ............ 173 142 
Chemical Processing 142 136 | Fleet Owner ..........-45- 122 116 | Milk Dealer ............... 1133 105 


350.000 Young Minds 


for Your New Ideas 


Scholastic Magazines are now delivering in excess of 
850,000 copies weekly to student subscribers in more 
than 18,000 schools. This record circulation coincides 
with our 30th anniversary. In 1920 we started with a 
circulation of 3,000. 


What’s the reason for this steady growth? It’s because 
these magazines fill the need for training modern young 
people with current materials fashioned just for them. 
We help young people’to become better citizens and to 
improve their use and understanding of the English lan- 
guage. That’s a pretty important job, as you'll agree. 


We also produce publications which are interesting as 
well as helpful. Last year more than 300,000 junior and 
senior high school students evidenced their interest by 
some kind of written communication to us. 


Here is activity of an utterly unique kind among boys 
and girls from 11 to 18 years of age. This is where learn- 
ing takes place. This is where tastes are formed. This is 
where convictions are molded. This is where the adver- 
tiser can make big strides in selling both his products 
and his ideas. 


Scores of blue-ribbon advertisers are already doing it. If 
you are not among them, better take a good, close look at 
one of the biggest weekly magazine audiences in the 
United States. 


Scholastic Magazines 
7 East 12th Street, New York 3, N.Y. 
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Pages 
1950 19 | Business Paper Ad 
Mill & Factory ............ *221 *201 . 
Mining Engineering ......... 25 25 9 
ed saa Bas Linage up 2.1% Over 
IE fsdevceccess 269 248 
Modern Packaging .......... §140 150 Oct be Las -ea 
| — Tehbhe endete *129 S38 ° r t Y r 
wn Railroads .......... 51 AGO s—, 
National Petroleum News Cuic » Nov. Advertising 
vases “Bevis jay Rt 107 | volume in business papers showed 
jonai Provisioner (w.).... 4 §239 
National Safety News ........ 123 © _“aig| 22 increase for the third straight 
oit & Gas Journal (w.)..- ee 19#537. -« §#573| month, with October volume up 
perating Engineer ......... 55 
Organic Finishing .......... *8 oid 3. 1%, according © = monthly 
Pacific Builder & Engineer...  *82 | #97 | tabulation made by Industrial 
nama ~ Parade (9% x 12) 6% 4 Marketing. 
r MBTTY cccccesscecs ; 
Paper Mill News (w.)....... wgeies sg136| This was an increase of 634 
Paper Trade Jourval (w.) .... 9125 $138 pages over the 29,598 pages placeq 
‘etroieum aa 
Petroleum } ane aeeecee 74 Py in October, 1949, although only 
Petroleum Refiner .......... *144 *14g| two of the five groups reporting 
Pit & Quarry ............. “112 *99| showed a percentage increase. j 
Piant Engineering .......... 66 41 : 
Plating «...+.02.02. 020000: 52| The 254 reporting publications 
DE Siiwtadt cobeeess.. 209 200| carried 280,351 advertising pag 
Power Engineering .......... , “ 
Practical “Builder aoe R be through October, which is a 7,582- 
rinting Magazine ..... 61 60| page or 2.6% decline from the 
Product Engineeri evs 1*263 
Seotectton Haglenetap & = seme pe riod last year. 
Products Finishing (Aigxbv25 = es 
i] . : 
See Arebiecture ve) 104 $3 . oe 149 industrial papers re- 
ir Re ERE aaa *238 *216 | porting gained 801 pages in Octo- 
Quick F Food: 
‘awd... @ ber, up 4.6% from last year; seven 
Railway Age (w.) sgeceenncs 1254 210| product news publications were 
fino Palas. 50 60 | UP 4.1%, a 303-unit increase. De- 
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ectrica imeer ...... i i 
Raliens ty FOO 4 s publications, with a loss of 275 
Railway Signaling & pages, 4.3%; 26 class papers were 
MMMUNICATIONS .......666 . 
Rents & Suets 73 279 | Off 109 pages, 4.2%; and the 18 
Rock Products Perens #120 *114|e@xport publications reported a 
wage a ndustr 
Sl “ am decline of 86 pages, or 8.3%. 
Southern Lumber p~ +81 #79 Dim nga figures show prod- 
rn Lumberman ....... *155 *146 | uct news and class publications u 
South P P 
Ste a a Se .. ee 107 ay — oan, respectively, for 
I a bias 08 6 a.04 00 9| the year. Industrial papers are off 
Teleph Engi ee ; : 
llr = 9 yl 4.2% to date, trade publications 
Textil Industries . . are down 3.7%, and the export 
eee 295 si72| STOUP is off 10.5%. 
Tool ‘ = Journal (5 x 7! §112 102 
Tool Engineer .......... ve) 74 : 68 | Classification SOnTe OF CoteeER 
Traffic World iw.) ....... 1g 124 Pages = =—Pages 
eles tian #44 #23 1950 1949 
Water & Sewage Works ...... 63 68 | Industrial 18,139 17,338 
Water Works Engineering .... 43 46 | Product News *2,459 = *2,156 
Welding Engineer .......... §64 §64 | Trade 6,200 6,475 
Western Canner and Packer . . *42 #4 | Class 2,477 2,586 
Western Construction ....... *80 *81 | Export 957 1,043 
Western Industry .......... *40 #4g | *Figures are for one-ninth page “standard units.” 
. « Serre *71 *68 
Woodworking Digest 
(Vo X Ya) ....e cece *205 #190 Pages 
Oy aa *175 *188 1949 
World Petroleum .......... 41 52 | Wood Construction & Build- 
sa RS 18,139 "17,338| ine Materialist .......... 46 45 
PRODUCT NEWS GROUP ee ee ee 6,200 6,475 
Volume figures for product news informati 
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units (approximate "\)—not i - ‘i 
ae 2 teed eed A. eee 1§263 307 
Electrical Equipment ....... 339 339 American Funeral Director .. 988 = 
Industrial Equipment itews 793 742 American Hairdresser ....... 49 49 
Industrial Maintenance ...,.. 157 157 | American Restaurant ....... $92 $24 
New Equipment Digest ...... 538 528 Banking (7 x 10-3/16) .... 53 62 
Plastics World ............. $280 135 | Chain Store Age— 
Product Design & ae et ~ a 
EE 095.6 saevesse an i Witte mons’. ° 
Transportation Supply News .. a 3 ae World 39 45 
Total 1/9 page units... 7 ie |) —) a a 
TRADE GROUP peewee nn oe chugeas 4 73 
Air Conditioning & Refrigera- ell hela He} 
tion News (w.) (11/2 x16) 58 —§#70| Hotel WorldcReview tw.) os ” 
American Artisan .......... 103 106 (9% x “) sani sie, 5g 
American Druggist ......... 124 116 Industri | Marketing ........ 10 att} 
haasieen tamtermen @ = yy 7 — ee eeeees 110 112 
Building Products adios) emeietion ta ge 
Goctentine (iu) ..... #162 °142 | ssociation (w.) .. ‘§*308 °*341 
Automotive Digest .......... 98 94 Medical Hi gallantly = ~ 
Boot & Shoe Recorder (4a x 6%) 
ae, ae 8*267  §*327| Modern Be - Shop ....... 4 4 
Building Supply News ...... 126 136 | Modern Medicy Seay = * 
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Administration Edition Netiege ire “Pea adeeb rn 7% 
Combinations .......... *29 *31 | Oral Hygi A -S/IE x 7-3/1 io 4 
Druggist Editions .......... 79 78 | Rest le ee oe pe 
General Merchandise— Scholastic c “y «spade + * 
‘ cot rity Store Editions .. §126 §130 | School kN i tee a2 res ™ 
rocery Editions .......... i 
Department Store Economist . . 1% 1% oan . a om ad “ 
Domestic Engineering ...... 156 156 (3! ime” 
Electrical Dealer .......... 53 62 wate Ne Ela a = 
Electrical Merchandising Econ ow ta Wome 
sane “1380 *177 -- yo lgh bailed 2. 
Electrical Wholesaling ....... (#83 *79 MT RGti es? Robb ecavec’ 2,477 2,586 
Farm Equipment Retailing ee 64 §93 
“— — News : EXPORT GROUP 
| 33a *153 * i ; 
Florists’ Review (w.) ....... 1993975438 wey 
Fueloil & Oil Heat ......... 99 pe. | EES sad 3 
Geyer's Topics ............ 126 -133| “two editions) 
Gies Diet .............. 29 | PR, ... eros a2 6S 
Hardware Age (bi-w.) ....... '§*338 §*388 —Z a Snuee 
Hatchery & Feed .......... 38 | PB» » . 
Hosiery & Underwear Review. 101 yp ogy ~ pepe pa a 
Hosiery Industry Weekly ..... '55 61) & Hos ital eeeokhteaaay 14 Fy 
Hosiery Merchandising ...... 29 33) Emb fell 4 ” (quarter gery - ¥ 
Implement & Tractor (bi-w.) . **144  2#174| pbotellador (quarterly) = $ 
Implement Record ......... 54 56 Hacienda tt ) editions) .... 4 P+ 
Industrial Distribution... ... SS. witiao° " 
Jeweler’s Circular-Keystone.. 182 _215| /mgenievia Internacional 
Leather & Shoes (w.) ...... 19°135 "$9128 | teats Ieteremsiongd a « 
Lingerie Merchandising ..... 48 2 ——_ Pm 
Liquor Store & Dispenser... 73 =. Sree 2 4 
UD ccsses¥stceiaey ss... = wie: m4 : 
ee oe 119 126 Petroleo Interamericano ..... 48 63 
Motor Service Oe Se ioe sa * 
NJ_ (National Jeweler ame Sane 
(Wo. 896) «02-02... — Wieanume 8 
National *pottler: Gazette ... 104 115| spanish ural Hygiene . 
Office Appliances .......... 191 196 wih 5/16 de yor 31 31 
Photographic Trade News... 60 rn ABH + él 54 
Plumbing & Heating Business . 102 94 Fue +s ree —rae 
Plumbing & Heating Journal . 16 54 MED nehedcctdadedexous 957 1,043 
Plumbing & Heating Whole- §Includes a special issue 
SE Se xetdnts Cv enavice 35 28 | *Includes classified advertising 
Poultry Supply Dealer ....... *33 *31 | ‘Estimated 
Progressive Grocer (444 x 744) 178 166 | ‘Two issues 
Sheet Metal Worker ........ *64 *65 | ’Three issues 
Southern Automotive Journal . 118 115 | ‘Four issues 
Southern Hardware ........ 111 108 | *Five issues 
Sporting Goods Dealer ..... 148 157 | *Building—formerly Architectural Forum. 
SS Sarre 78 58 | "Boxboard Container—formerly Shears. 
Super Market Merchandising .. 138 133 | 17 x 10 units, sold as pages. 
Variety Merchandiser |||Does not include advertising in special Western 
Pree se 78 93 ' Section. 
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Advertising Age, November 13, 1950 


aA * 


ial AM half-hour “Welcome 


PARTY FOR GROUCHO—When NBC br 


a r 


Groucho Marx” program, it followed up with a party on his birthday. Celebrators 

included Sidney Strotz, who resigned not long ago as vice-president in charge of 

NBC’s western division; Nate Tufts, Batten, Barton, Durstine & Osborn; Dorothy 

Nye, of producer John Guedel’s staff; the honor guest; and A. H. Landridge, regional 
manager of DeSoto, Marx's sponsor on both AM and TV. 


Keiding Paper Co. Credits 25% Boost 
in Ad Budget with Upping Sales 69% 


MILWAUKEE, Nov. 8—Keiding 
Paper Co. here has reported a 
69% increase in sales this year 
over last, and credits it entirely to 
a 25% increase in its advertising 
budget. 

The company, which manufac- 
tures molded paper products— 
floral containers; minnow buckets, 
toy train tunnels, etc.—said that 
it had experienced a steady down- 
ward trend in sales for 25 months, 
until January this year when it 
upped its ad budget 25% and 
named Morrison Advertising 
Agency here to handle its account. 

The 1950 campaign started with 
ads in January issues of sports, 
hardware, florist and toy publica- 
tions. By March the sales trend 
had completely reversed and 
started climbing at an increasing 
rate, according to M. W. Bohl- 
mann, Keiding sales manager. 


s “By the end of our fiscal year, 
June 30,” Mr. Bohlmann said, 
“sales had increased more than 
16% over the previous year, with 
the weekly trend sharply upward 
toward the latter part of the fourth 
quarter. Since July 1 the increase 
has been even more pronounced, 
and in the week ending Aug. 13 


sales stood 69% higher than a year 
ago.” ° 

On one product alone—heart- 
shaped floral vases—which pre- 
viously were one of the most dif- 
ficult items to sell, Mr. Bohlmann 
said that a single pre-Valentine 
Day ad “nearly swamped us with 
orders, with one call alone result- 
ing in the sale of 200 dozen vases.” 

“No new form of sales promo- 
tion was used in the entire cam- 
paign,” he added. “The full sales 
increase was due to space and'‘di- 
rect mail advertising.” 

Mr. Bohlmann attributed a por- 
tion of the increase to war-induced 
scare buying, but said that the 
sales picture was “a happy one,” 
and that in the sporting goods line 
alone the number of jobbers han- 
dling Keiding products had jumped 
from 12 to 114. 


Downs Joins General Exhibits 
Charles W. Downs, formerly 
head of the convention and exhibit 
section of General Electric Co.’s 
lamp department, Cleveland, has 
joined General Exhibits & Displays 
Inc., Chicago, as an account execu- 
tive. He is succeeded at GE by 
Ira S. Meckly, who was formerly 
assigned to the GE “More Power 


‘to America” train. 


HELPS YOU MAKE 


tion men in every major industry. 


otherwise reached. 
* 


HOW INDUSTRIAL EQUIPMENT NEWS 


A SMALL BUDGET GO FAR... 


If your advertising budget for next year is going to cramp your 
style, then we have good news for you: Industrial Equipment News 
carries your message with great impact to the engineers and produc- 


A BIG BUDGET GO FARTHER... 


On the other hand, if your advertising budget for next year is 
large enough to cover the special fields in which you are interested, 
here's an idea well worth considering: Industrial Equipment News 
can support and supplement your industrial advertising and spread 
your product story to all potential markets in the industries not 


Either way, it costs as little as $125 per unit (one-ninth page) 
to keep your product, or several of your products, before 61,347 
operating, engineering and production men at the very time they 
are looking for product information. 

For more facts and figures, send for the new IEN Plan 


INDUSTRIAL EQUIPMENT NEWS 
CCA 


Good for Selling . . . because . . . Used for Buying 
THOMAS PUBLISHING COMPANY, 461 Eighth Avenue, New York 1, N.Y. 


* 


Photo Composition 
Unit to Be Placed 
on Display in ‘51 


PHILADELPHIA, Nov. 8—The first 
complete photographic type com- 
position unit in the nation will be 
placed on view here for the ad- 
vertising, publishing and printing 
industries by Typographic Serv- 
ice Inc. after the first of the year. 

The new unit, now being in- 
stalled, will include Intertype’s 
Fotosetter for body type and 
American Type Founder’s Hadego 
for display composition. To com- 
plete the unit, i'ypographic is in- 
stalling a Bruening Whiteprinter 
for proofing so that proofs can be 
corrected via a special machine 
for making film corrections. 

This is believed to be the first 
such unit in the country that will 
set complete type without the use 
of metal. 

Fotosetters set type from 4 to 
36-point. The Hadego sets display 
type up to 115-point. The photo- 


graphing is accomplished from a 
48-point matrice which corre-| 
sponds to Ludlow typesetting. In 
Hadego, however, only one font is 
necessary—48-point lettering on a 
plastic base. 

Both machines operate photo- 
graphically in the same operation 
and with the same controls, A 
photographic positive or negative 
is the end product. 

Typographic is one of the larg- 
est typographic houses in the 
nation and is one of the chief type 
sources for the advertising indus- 
try in this region. 

Samuel A. Dalton, president of 
the Philadelphia company, said 
he feels that at this time photogra- 
phic composition is more appli- 
cable to offset printing. 


Signs TV Animal Show 

Pig’n Whistle Restaurants, Los 
Angeles, has signed to sponsor a 
new half-hour show, “Pig’n 
Whistle Animal Fair,” over KNBH, 
Los Angeles. Each week, children 
owning unusual pets will appear 
on the program. Ad Associates, Los 
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Holds Sign Design Contest 


National Electric Sign Assn., 224 
S. Michigan Ave., Chicago, is of- 
fering ten cash prizes totaling $1,- 
000 to winners of its fifth annual 
electric sign design competition. 
Prizes will be given for the best 
electric sign designed for a specific 
industrial plant. Contest closing 
date is Dec. 31, and awards will be 
announced Feb. 5, at the associa- 
tion’s annual convention in New 
York. 


Fockler Joins Clements 


Harry C. Fockler, formerly in 
charge of advertising and sales 
promotion for the Chicago branch 
of United States Rubber Co., has 
joined the merchandising and sales 
promotion staff of Clements Co., 
Philadelphia agency. 


Angeles, is the agency. 


From your artwork— 


RABBIT COLOR PRINTS 


*"Iney're fast, they're cheap, they multiply.” 
For sales promotion, presentations, dis- 
plays, etc. Full color facsimilies from your 
colored layouts, proofs, paintings—or Ko 
dachromes. Ten duplicates minimum order. 
16"'x20"' largest. Dye transfer process. 
Thomas B. Noble Associates 


270 Park Avenue, N.Y.C. 17, MUrrey Hill 8-0091 
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NASHVILLE 


If your sales curve is showing signs of anemia, what it needs 


to bring it back to a healthy growth is a concentrated diet of 
the sales-rich Central South. And to deliver that Central South 
on a platter, just call on the region’s number one sales 
maker — WSM. A talent staff of over 200 people, production 


CLEAR CHANNEL 
50,000 WATTS 


IRVING WAUGH 
Commercial Manager 
EDWARD PETRY & CO. 


Pp 


facilities capable of turning out 17 network shows weekly 
(WSM’s current score) and 50,000 watts are combined in WSM 
to make an extraordinarily effective advertising medium... 
Want proof? Ask Irving Waugh or any Petry Man. 
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Joins Trucker’'s Service 


Leoda Steinheimer has resigned 
from Marjorie Wilten Advertising, 
St. Louis, to join Trucker’s Serv- 
ice Inc., Birmingham, Ala., as ad- 
vertising manager. Sales and ad- 
vertising offices of the company 
are in the Railway Exchange Bldg., 
St. Louis. 


Appoints Grossteld Agency 


Purity Mills Inc., Dixon, 
maker of Popeye popcorn and 
other food products, has appointed 
| Edw. A. Grossfeld & Staff, Chicago, 
|as its agency. Newspapers and 
television will be used in Chicago 
and several other midwestern 
markets. 


SOMETHING EVERY SALES MANAGER 


SHOULD KNOW-- 


A Station Is Known by the 
Audience It KEEPS! 


A long time ago, 


got the audience. 
ship was established that remains 
loyal and unbroken. 
show that, and they also show 
that KRNT continues to add to its 
immense family of listeners. 


Any advertiser who insists upon 
a successful radio campaign in 
the rich, ripe and ready CENTRAL 


IOWA market MUST 


to get the job done. 


To substantiate that fact, KRNT 
has scores of success stories 
or--take a look at the latest 
C. E. Hooper Audience Index, Des 
Moines, city zone, for May-thru- 


September, 1950. 
KRNT 


IN EVERY TIME PERIOD! 


And...THAT'S Something Every 
Sales Manager Should Know! 


mt ge a 


DES MOINES — THE REGISTER AND TRIBUNE STATION | 
REPRESENTED BY THE KATZ ACENCY : 


The station with the fabulous personalities and the astronomical Hoopers 


KRNT, CES MOINES, 
A close friend- 


The Hoopers 


call on KRNT 


You'll see-- 
LEADS 


Gor The Gournh 


EAU CLAIRE, WISCONSIN 
* Leads All Oiher Wisconsin Ciries In 


Economic and Industrial Growlh 
*1950 Report of the Ninth Federal Reserve District. 
Aud For The Fournh Straight Year 


EAU CLAIRE, WISCONSIN 
* Peads Au Other Wisconsin Ciries Inu 
Per Capita Industrial Pay 


* July 1950 Report of the Wisconsin Industrial Commission 


The EAU CLAIRE LEADER 


(Morning) 
and 
The DAILY TELEGRAM 


(Evening) 


tu1., | 


| 
| *Indicates first listing in this column. 
| Nov. 13-14. American Public Relations 

Assn. annual convention, Hotel Willard, 
Washington, D. C. 

Nov. 16. National Business Publica- 
tions, annual meeting, Waldorf-Astoria 
Hotel, New York. 

Nov. 20-21. Central regional meeting, 
National Newspaper Promotion Assn., 
Indianapolis. 

Dec. 27-29. American Marketing Assn., 
winter conference, Congress Hotel, Chi- 
cago. ; 

Jan. 19-20, 1951. Southwestern Assn. 
of Advertising Agencies, Baker Hotel, 
Dallas. 

Jan. 22-23, 1951. Assn. of Railroad Ad- 
vertising Managers, St. Petersburg, Fla. 

Jan. 22-24, 1951. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 

*Feb. 12-13, 1951. Inland Daily Press 
Assn., midwinter meeting, Congress Ho- 
tel, Chicago. 

Feb. 16-17, 1951. Pennsylvania News- 
paper Publishers’ Assn., display adver- 
tising conference, Penn Harris Hotel, Har- 
risburg. 

April 29-May 2, 1951. National News- 
paper Promotion Assn., annual conven- 
tion, Wardman Park Hotel, Washington, 
B.C 


June 17-21, 1951. Advertising Assn. of 
the West, annual convention, Cosmopoli- 
tan Hotel, Denver. 

June 24-28, 1951. Assn. of Newspaper 
Classified Advertising Managers, 31st an- 
nual convention, Mount Royal Hotel, 
Montreal, Can. 

Nov. 26-29, 1951. Financial Public Re- 
lations Assn., annual convention, Holly- 
wood Beach Hotel, Hollywood, Fla. 


BotA Publishes Revised 
Booklet Listing Services 


A new 24-page edition of the 
frequently revised booklet, “Serv- 
ices Available to Advertisers and 
Advertising Agencies,” has been 
published by the Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn. Keynote of the 
booklet is “To Help Make Your 
owns Dollar More Produc- 
ive.” 

Harold S. Barnes, bureau direc- 
tor, announced, concurrent with 
publication of the booklet, that 
there has been a 12-fold growth 
ae research personnel since 


DeMott New SKF President 


Richard H. DeMott, vice-presi- 
dent in charge of sales of SKF In- 
dustries Inc., Philadelphia, manu- 
facturer of ball and roller bear- 
ings and transmission appliances, 
has been named president. He suc- 
ceeds William L. Batt, who has 
resigned to become chief of the 
Economic Cooperation Administra- 
tion in England. 


Imco Starts Christmas Push 


Imco Mfg. Corp., New York, is 
using 3-column newspaper ads in 
key cities in its Christmas promo- 
tion for Solo Firebird automatic 
cigaret and pipe lighters. Dealer 
aids include point of sale displays 


att 


i ee 
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STAR-NEWS PLANT—Some 500 advertisers turned out to inspect the new Indianapolis 

Star-News plant and the special exhibits in the public lobby during a preview show. 

ing of the remodeled plant Oct. 23. Ten specially trained Patricia Stevens models 

served as hostesses during the open house for advertisers and throughout the re- 

mainder of the week when thousands of Hoosiers viewed the remodeled $2,200,000 
plant. 


PHILADELPHIA, Nov. 7—Christ- 
mas advertising for Continental 
Distilling Corp., Kinsey Distilling 
Corp. and W. A. Haller Corp., sub- 
sidiaries of Publicker Industries 
Inc., will climax an expanded 
newspaper and magazine cam- 
paign for November and Decem- 
ber, the companies’ heaviest con- 
centration of advertising since the 
war. 

The popular-price straight bour- 
bons, Old Hickory, County Fair 
and Charter Oak, which have been 
a leading factor in the trend back 
to straights, will receive a major 
portion of the promotion. Two 


Kinsey, also are included in the 
magazine promotion, which con- 
sists almost entirely of full-color 
pages. 

During November and Decem- 
ber, 44 of these insertions will run 
in The American Weekly, Collier’s, 
Cosmopolitan, Ebony, Esquire, For- 
tune, Life, Look, Newsweek, Red- 
book and Time, plus a number of 
outdoor magazines. 


mw The newspaper drive in Novem- 
ber, followed by the December 
holiday campaign, will use large- 
space ads, including full pages in 
b&w and color, in 531 papers in 
441 cities. Rittenhouse and Cone- 
stoga, straight ryes, and Old 
Classic, a blend of straight 
whiskies, will share the bourbon 
brands’ budget to a smaller degree. 
Al Paul Lefton, New York, is 


and 100-line newspaper mats. 


the Old Hickory agency; Lefton 


Continental, Kinsey and Haller Whiskies 
Start Expanded Christmas Promotions 


of Philadelphia is agency for 
Charter Oak and Philadelphia; J. 
D. Tarcher Co. is the agency for 
Kinsey; Monroe Greenthal handles 
the Haller brands; McKee & Al- 
bright, Philadelphia, handles Rit- 
tenhouse, and Cecil & Presbrey, 
New York, handles Old Classic. 


Rowland Heads Gardner Sales; 
Levins Named NY Manager 
George M. Rowland Jr., vice- 
president and general manager of 
Gardner Displays of New York 
Inc., has been elected vice-presi- 


dent in charge of sales of the par- 
ent concern, Gardner Display Co. 


popular blends, Philadelphia and| Pittsburgh. Mr. Rowland will su- 
| pervise sales forces in the New 


York, Pittsburgh, Chicago and De- 
troit branches, and will have of- 
fices in Pittsburgh and New York, 

William J. Levins Jr., in the 
Gardner sales department, has 
been appointed manager of the 
New York office, succeeding Mr. 
Rowland. 


Starts Paul Gorham Co. 


Paul L. Gorham, general man- 
ager of Illinois Daily Newspaper 
Markets, Springfield, has resigned 
to establish Paul Gorham Co. 
Springfield, for consumer analysis, 
community analysis and store re- 
search, advertising counsel and 
other programs. 


Has 30,508 TV Sets 


The estimated number of tele- 
vision sets in the area covered by 
WFMY-TV, Greensboro, N. C., is 
30,508, according to distributors’ 
figures compiled by the station. 


advertised in Kansas Farmer! 


on homemaking hints, recipes and 


in Kansas Farmer. 


KANSAS FARMER 


Give 98% coverage in the Eau Claire City Zone plus concentrated 
coverage in the rural area radiating 50 miles from Eau Ciqire. 


SHANNON and ASSOCIATES NATIONAL REPRESENTATIVES | 


Published by Capper Publications, 
largest agricultural press in the world. 
Editorial and Business Office, 


Topeka, Kansas 


KANSANS ARE 
BRAND MINDED! 


... and we mean your brand, when it’s 
Here’s 
why: Kansans keep abreast of farm and 
home news with Kansas Farmer, because 
it deals with Kansas problems exclusively. 
They rely on Kansas Farmer for infor- 
mation on farming and ranching—even 


news! For this reason, Kansas Farmer 
determines many of their brand prefer- 
ences. Put your brand on their list 
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All-Year Club 
Stresses New 
Attractions 


Los ANGELES, Nov. 8—Believing 
its product has “improved” dur- 
ing recent years, the All-Year 
Club of Southern California will 
this year follow the theme “What’s 
NEW In Southern California,” in 
its national magazine campaign 
which starts with a full-color page 
in the November Holiday. 

Full and half pages in color 
follow, with National Geographic 
and The Saturday Evening Post 
getting similar schedules. Life and 
Time will carry a half-page b&w 
schedule. As in the past, this cam- 
paign will promote the climate in 
all four seasons, to do an over- 
all selling job. 

In adding the “new” theme to 
the previously strictly climate ap- 
peal, the tourist agency is acting 
on replies received in surveys 
among tourists. Up to now, Los 
Angeles has been promoted as “un- 
usual.” However, it was learned 
tourists like Los Angeles as a 
“big” city. 

They’ve read about traffic and 
want to see the freeways. They 
ask about Southern California’s 
huge supermarkets and _ stores. 
Thus, city attractions will be 
stressed as “new,” as will other 
man-made attractions of the area’s 
ocean, deserts and mountains. 


s Two other campaigns are also 
planned and waiting approval of 
Los Angeles County, which foots 
the bills for the tourist organiza- 
tion’s $300,000 media budget. A 
business campaign will run in a 
list including Business Week, Chi- 
cago Journal of Commerce, U. S. 
News & World Report and Wall 
Street Journal. Appeal is to ex- 
ecutives, urging them to combine 
vacations with business trips to 
Southern California. Introduced 
two years ago, this pitch is felt 
to be extremely successful. 

Specific promotion of each of 
the four seasons just before they 
begin will be done through news- 
papers as in previous years. News- 
papers used are mostly in the Mid- 
west, with some eastern papers 
included. Always an_ extensive 
year-round campaign, the list has 
been expanded this year. 

Travel hasn’t yet been hurt by 
the war situation, and in fact has 
seemingly improved, say All-Year 
officials. However, it is anticipated 
increased taxes will make it neces- 
sary to do hard selling because 
travel is usually done on surplus 
dollars in the budget. 

Foote, Cone & Belding, Los An- 
geles, is the agency. 


Merchant Resigns to Head 
Pilsbury Publishers Inc. 


Lawrence H. Merchant, manager 
of the school textbook division of 
Prentice-Hall Inc., has resigned to 
become president of the newly 
formed Pilsbury Publishers Inc., 
New York. He will continue to 
serve Prentice as a consultant. 

Associated with Mr. Merchant is 
Hiram N. Rasely, executive vice- 
president of Burdett College, Bos- 
ton, who is treasurer of the new 
company. He will continue his as- 
sociation with Burdett. Pilsbury 
plans to publish a series of pack- 
age courses for school and adult 
use. 


Kodak Names John Flory 


John Flory, formerly president 
of Flory Films Inc., New York, 
has been appointed adviser on 
non-theatrical films for Eastman 
Kodak Co., Roghester, succeed- 
ing the late Kenneth R. Edwards. 
The informational films division of 
Kodak’s advertising department al- 
So will be under Mr. Flory’s gen- 
eral supervision. Edward B. Hall 
Jr. continues as active manager of 


Alfred Auerbach Expands, 
Appoints Three Executives 
Alfred Auerbach Associates, 
New York, expanding its styling, 
merchandising, art and copy, and 
packaging and display facilities, 
has appointed three new execu-| 
tives. 

They are: John Brice, formerly | 
with the design staff of Joseph B. 
Platt, as head of the packaging) 
and display department; Martin 
Schrader, formerly with the sales 
promotion department of Esquire, 
and William Sheraton, former head 
of Sheraton Advertising, as ac- 
count supervisors. 


Kaiser-Frazer Names Houston 
Henry A. Houston, formerly 
with Young & Rubicam, J. Walter 
Thompson Co. and Kenyon & Eck- 
hardt, has been appointed assistant 
advertising manager of Kaiser- 
Frazer Corp., Willow Run, Mich. 


Now ‘Milk News Weekly’ 
California Milk News, Los An-|} 

geles, has changed its name to|f 

Milk News Weekly, and its cir-| 


covering the 11 western states. 


INDUSTRIAL MARKET DATA BOOK : 


200 EAST, RLINOIS ST., CHICAGO 11 TV EAST 47TH ST., NEW 


Now —Kimberly-Clark brings you 


Premium Papers at 
‘Economy’ Prices! 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For Kim- 
berly-Clark’s four new fully-coated 
Levelcoat* papers with new fiber, 
new formula, give you premium qual- 
ity press performance and reproduc- 
tion—at the cost of ordinary paper! 

You'll see new whiteness and 
brightness, feel new smoothness, in 
all four Levelcoat papers. In make- 
ready, on large or small presses, 


HERE'S YOUR BEST SUPER SALESMAN — NEW LEVELCOAT— READY FOR SUPERCALENDERING! 


you'll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved— 
with less waste—on new Levelcoat. 

So regardless of your paper re- 
quirements — for long runs or short 
runs, for advertising pieces, mag- 
azines or house organs—look to 
Levelcoat for printability at its best. 


He barks!~ After leaving the automatic barker, 
logs are further stripped by the hand barker. 
Extra steps in the careful preparation of other 
raw materials, too, help assure this new premi- 
um quality. It’s the finest paper in Levelcoat 
history—whiter, smoother, stronger, more versa- 
tile than you ever before believed possible. 


Proof of the paper is in the pulp! After fur- 
ther refining, and the addition of LongLac 
sulphate fibers, this fluid pulp goes to the paper 
machines. The result then, will be a bright new 
premium paper that prints with exciting needle- 
sharpness . . . gives you brilliant true-to-life repro- 
duction that snaps, sings, sparkles ! 


Ever try to pass 79 final exams? Levelcoat 
does, or it never leaves the mill! Many tests are 
made on precision instruments; others with the 
skilled hands of highly-trained personnel. These 
people are proud of new Levelcoat—proud enough 
to make sure it gives you the press performance 
and reproduction of higher-priced paper! 


New HIFECT* — with sulphate-cooked 
fibers added, permanence, foldability, di- 
mensional stability make Hifect ideal for 
covers or any fine letterpress printing. 


New LITHOFECT*-—for finest offset 
printing. Provides a moisture -and -pick-re- 
sistant coating. Offers outstanding foldabil- 


the division. 


ity. Renders colors without loss of density. 


Before choosing any printing paper — Look at Kimberly-Clark coated papers 


New TRUFECT*-—whiter, smoother, folds 
even better than before. Trufect, for letter- 
press, offers faster ink setting time, greater 
press dependability, finer reproduction. 


New MULTIFECT*—an economy sheet 
for volume printing. Now Multifect has added 
strength, better foldability, greater uniform- 
ity ream-on-ream than ever before. 


KIMBERLY-CLARK 


CORPORATION 


NEENAH, WISCONSIN 


°v. mw. REG. U.S. PAT. OFF. 


— —_———— eT ui 
a ’ 
‘ 
inoustAlt - Z a 
gaanerie eT E Se: 
et jal ee » - 
gil) rads 3 ZG 
| = = 
| qereer dare POI of | Za = 
wands! oe =o" sia an 
: . wer en aD Z n : 
me \ cabs anne -@ Z i | 
ee \ 
| en 
eee, we 
oo eal 
Sastod \e en este \ eames 4 2 a 7 “ _ : 
; ma \tS es Sorry)  MapurTIN /? 
wa |e (INDUSTRIAL MARKETING'S 1951 Pama 
show. = soe © A 
<i - re 
0,000 Cul I i id sional, | re tN eS ; | 
—— _ errr gn a 
— 2 
is ape = - ‘ ns eas : : 
fi » Eee ; € 7 
a aoe Q i 
ia; J. bs Ea ar —_ é < aii 2 
A. a . Aw ae: 
ndles uf a i as eee be: 
: Al- : A , Se ee 
j eee 7 or ra 1 : ‘ 
ae ie ‘ Ww , ‘f son: Pepi ‘ca 
rey, vy ee a Na Be, ee. 
sic, # hie Ss tk a 
‘ 
ales; ; 
er 
vice- 
er of eae 
York ee es 
resi- pepe 
il ae a 
Co, lo 
| su- ¥ “ . Se 
New : ae Bots oa ae ‘ 2 hb em ae mee ier ; PS eae As ye | rie 
De- 7 a Me ts ~~! i¢ | " . | Pog 
» of- i 5 ae ae a > ey Befee = e : atte a ane } 3 Silla cee 6 ee 
‘ork. aie § —- sl fs i oe * aa a : at 
che eee , me; Gp : i Se eden we 
has are , ee. ‘ “ : ae 
the i : . KS om s = ae ey . ‘ t. ¢ > $e ’ : : 4 “s =F (axel a pee ; _ 
” “le DQ at I ee ee 
Sree te tes ae i, ae 
‘ s t Me nea ok axe yt, .% a z gt 7 ie ee, 
a 3 eS ed seedy eS a % ees 
3 7% « »* A Yad Og # * Pa 
1an- ~ gs oe enaee? at een 
aper “a i ic: , a _ Ae et * S rs -: ‘2 ae 
zned ~~ vag aK ft 
Co., : ( S230 a > 
ysis, | : .* * 
re- ee 
and | a ": 
~_ os 4 
by ~~ . [re 
» & — . ‘ AS Eee oo soe ieee 
‘ors’ ae 2 — : iN 5 ae, 
x sess Sie — 38 #4 “We 4 - “ — on 
Pp in ‘ ® eee GP ie, 
5 Ya R a a 
Ke) . a ee “a Pas 
‘) : 
¢, 
%, 
4 
, 
% 
Of BSc 
3 | nae 
4 | a Teo 
, | = : 
4, 
4 
* hh UY nn = 
; 
a 
4 q 
4 
: | Po 
) 7 
+ 
k J é 
‘ FS 
, ee \=\ siete 
Be ° 
| ee ie a a XUM 
5 
. hia 5 aa 
: ———E7~ ae 


aver’ ist 
78 Advertising Age, November 13, 1959 . 
Names Richard S. Hart , and merchandising coordinator for — fleve 
Richard S. Hart, formerly with = > ee & gt Fon E-Z — 
Hosiery & Underwear Review and_| Inc., New Yorx, children’s under- 
Look, has been named advertising| wear manufacturer. The Eye and Ear Depar tment d ] 
| an 
4 Cont 
PACKER RE ADERS ARE BUYERS At eight o’clock on Saturday evening, Oct. 28, over the facil- 3 ( a 
saaedl | ities of CBS-TV, one Jack Benny made his television debut. ew , 
= AND THEIR VOLUME is tie Along, presumably, with several millions of other people, the = ae 
this reviewer saw the show—from start to finish. If you like = 
Benny, as quite a few people do, you probably liked his show. |} PrOBreS®. 
If you were looking, however, for a noticeable step forward Mr. ta 
in the TV art, you were probably disappointed. 7 nav : 
The show was little more than a Benny radio program trans- sid @ 
ferred to TV—with 15 minutes added to it to cause it to drag || ms 
even more than it might have in the customary 30 minutes. 7 
As an actor, Benny is strictly a left-hand-in-the-pocket, |§# “If wa 
Thirst knows no season fhe gesticulate-with-the-right-hand thespian. Mary Livingston = B. 
, never put in her appearance, although Jack did refer to her ness), 
ai bad 
nen spe ws 4 om mana ea once. There were some extended gags—such as the parrot who iy concu! 
plete. odverti . i te worked the same trick on Benny that he had previously worked concurren 
the Art Directors Club of Chicago's an- on Rochester. But, by and large, the only chuckles in the show vertising 
nual competition. Ad was prepared by were the usual references to Benny’s penuriousness. wom Up, 
D’Arcy Advertising Co., St. Louis. Lucky Strike picks up the check on this one, and fortunately nose o- 
; gets in several renditions of “Be Happy—Go Lucky,” one of The t 
Ann ] Chi the best singing commercials since Pepsi-Cola and Chiquita sulting - 
ua 1cago Banana. If Benny, however, is going to be on only every eight no just : 
weeks, he’s going to have a little difficulty holding his audience ising ou 
~ f unless his material improves enormously. “Adver 
rf Directors pestle 
tion by 
Foote Cone & Belding; Frank Johnson;; ton and George Allen. Bauman-Greene top mana 
Howard Mueller. Merit awards, Mar-/| Studios; American Dairy Association; of a 
War S 0 to 4] quette Cement Mfg. Co.; George H. Hart- | Campbell-Mithun Inc.; John Stronsky; A, wn 
man Co.; Alfred Festen; Fred Steffen. | George Miller. The s} 
Des Moi Register; Buchen Co.; Bob| Awards for best editorial photography— J cations, 
—~ _ | O'Reilly, artist. b&w and color—were made to the fol- 
THE PACK FR (\. mag . pe The Art Di General Subject Matter—color: Medal | lowing publications, art directors and contr 2 
rectors Club of icago announced | award, Abbott Laboratories International | artists; Medal award, Ebony, LeRoy Win. | heir heé 
weekly newspaper of ‘> ’ the award winners in its 18th an-|Co.; no agency; Robert D. Tucker;| bush; Sharland. Two Merit awards to | closet,” h 
h bs * nual advertising and editorial ex-| Dwight Smith and Adolf Dehn. Merit | Popular Photography, Herman Bollin, art 
the giant Fresh Fruit r ® hibit last night, with medal awards, Collins, Miller & Hutchings Inc.; | director; Roy Pinney and L. Willinger, Mr. Ci 
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(Continued from Page 1) 
pusiness over the years has been 
the part it has played in promot- 
ing an expanding and competitive 
progress.” 

Mr. Collins also criticized the 
“percentage phobia” from which he 
said advertising has suffered so 


jong. 


s “If we want to work in the di- 
rection of instability (and weak- 
ness), no better way exists than 
by concurrently pumping up and 
concurrently puncturing the ad- 
yertising budget as sales volumes 
wom up, or as they may take a 
nose dive,” he warned. 

“The limited war economy re- 
sulting from the Asiatic conflict is 
no justification for cutting adver- 
tising outlay,” he said. 

“Advertising budgets are in con- 
siderable danger of sharp reduc- 


: 


tion by the impetuous action of 
top managements as a result of the 
turn of affairs in Korea. 

“The spectres of shortages, allo- 
cations, priorities and direct price 
controls are once more sticking 
their heads out of the skeleton 
coset,” he continued. 


a Mr. Collins said it was “silly” 
for some top managements to 
question the need for maintaining 
advertising budgets because they 
think their product lines will be 
subjected to priorities or alloca- 
tions. 

“The function of advertising is 
as much to keep people wanting a 
product line as it is to make them 
want it in the first place,” he said. 
“If war work must cut down on 
the availability of particular goods 
for civilian markets, it is still im- 
portant to keep people wanting 
those particular goods while they 
can’t get them—right up to the 
moment when they can. 

“We are talking about a neces- 
sary military production that will 
take not more than 15% to 20% of 
our gross national product, if that.” 


s Dean Collins insisted that civil- 
ian supply still will go forward 
and top managements producing a 
product not likely to be restricted 
by any military demand for raw 
materials or finished goods must 
still compete. 

“Should total war come again, 
A-bomb or no, H-bomb or no, bac- 
terial war or no, that total war will 
be won in the end by industrial 
tapacity and productivity,” Dean 
Collins said. 

America’s superiority depends 
upon keeping an unclosed gap be- 
tween our own industrial poten- 
tial and a lesser potential of our 
enemy, he continued. By creating 
desire, by promoting expansion, 
advertising will help us avoid mil- 
itary and economic extinction. 
“Advertising must continue to 
Play its part in the sound growth 
of a truly dynamic and competitive 
economy in America,” he declared. 
It is top management that is 
largely responsible for “upside 
down” budgeting, for fostering the 
“pestilent notion” that advertising 
is the result rather than the cause 
of sales, he charged. 


® Also speaking at the clinic, 
Reilly Bird, advertising manager 
of J. L. Hudson Co., Detroit, said 
retail advertisers are keenly aware 
of the need, for relating perform- 
ance to their advertising. 

“There’s a lot of money in- 
volved,” Mr. Bird said. “It is a 
Problem which has to be ap- 
proached with much caution. It is 
hot difficult to get the facts, but it 
18 Sometimes difficult to know what 
facts you need. Then it is difficult 
to correctly interpret them.” 

It is important in any valid re- 
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fleveland Adclub Awards Plaques 
and Analyzes Seven Best Campaigns 


search, he said, to find the truth 
and not just an answer. 

“If we can learn more about 
what we do and what it produces, 
then it is safe to assume we can 


improve what we do,” he said, | 
adding: 

“The Cleveland Advertising 
Club has a very sound approach | 
to a problem that has been with us 


since the beginning of advertising. | ~ 


The more the advertising awards 
performance project points to 
sound approach to advertising in 
general, the greater the contribu- 
tion toward all problems of sales 
and distribution.” 


@ An analysis of each of the seven 
ad performance winners: 

1. Detroit Steel Products Co.: 
This was a business paper program 
for its product, Fenestra Building 
Panels. 

Objective—To show new low- 
cost methods of installing floors, 
walls and ceilings in industrial, in- 
stitutional and residential build- 
ings—and to develop inquiries be- 
fore buildings reached the speci- 
fication stage. 

Campaign—An eight-month 
program, consisting of four pages 
in each of three architectural, two 
contractor and three consumer 
magazines. Each carried a coupon 
which offered “information on Fen- 
estra building panels” and pro- 
vided space to check for an engi- 
neering representative to call. 

Results—1,189 inquiries received 
in the period June through Octo- 
ber, 1949. Sales 270% better than 
same period 1948. 

Agency—Fuller & Smith & Ross 
Inc. 


a 2. Society for Savings: This 
program was the one responsible 
for the successful celebration of 
the Society’s 100th Anniversary. 

Objective—To tell the story of 
the society to as many people as 
possible in the greater Cleveland 
area and to perpetuate its tradi- 
tion of usefulness with both young 
and old. 

Campaign: 

1. Newspaper advertising — 913 
insertions of 12,205 column inches 
in three Cleveland dailies and 30 
other papers. 

2. Radio program ‘Rudolph 
Ringwall Presents” and spot an- 
nouncements. 

3. Car Cards—interior and ex- 
terior cards on Cleveland busses 
and street cars. 

4. Publicity—packages of copy 
and photos to 209 magazines, pa- 
pers and radio stations. 

5. Book matches—250,000 books. 

6. Book —“The First Hundred 
Years,” 15,480 copies distributed. 

7. Harland Hatcher’s “The West- 
ern Reserve”—special edition of 
13,300 copies. 

8. Balloons and candy—handed 
to 15,000 children. 

9. Society for Savings “Savings 
Song” — 10,000 unbreakable rec- 
ords. 

10. Plastic currency clips bear- 
ing bank’s seal—8,500 presented. 


ws Results: 

1. 2,258 new savings accounts 
opened during 3 days of celebra- 
tion. 

2. More than 60,000 visitors. 

3. More than 800 of Cleveland’s 
civic, industrial and banking lead- 
ers, plus financial and business 
leaders from other major cities, 
attended a pre-centennial celebra- 
tion. 

4. Hundreds of congratulatory 
letters, pages of publicity in news- 
papers, articles in 14 magazines 
and an unmeasured volume of pub- 


lic recognition and increased good 
will. 
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COOLIDGE WILL WIN VOTE COOLIDGE 


GOOD IDEA—Shortly after Vincent R. Impellitteri, in New York's mayoralty cam- 

paign, used this “Dollar Donor” theme, it bobbed up—in almost identical copy 

—as part of Coolidge’s campaign in Massachusetts. Col. William H. Rankin de- 

vised the donor idea for Impellitteri, having previously used it for the cancer 
drive. Rankin insists newspapers are the best political medium. 


Agency—Griswold-Eshleman Co. 


w 3. Kaynee Co.: This was the 
company’s 1949 newspaper pro- 
gram for dealers on boy’s apparel 
—shirts, shorts, trousers, pajam- 
as, swim trunks, etc. 
Objective—To increase the use 
of Kaynee mats by retailers, re- 
taining brand identification. 
Campaign — consisted of two 
complete portfolios of dealer ad- 
vertising mailed to all customers 
in spring and fall of 1949. 
Results — During 1949, 15,243 
mats were ordered by mail by 
well over 3,000 of the 5,000 stores 
on mailing list. Nearly 100% in- 
crease over best previous perform- 
ance. Many of the even larger 
stores used mats intact. Attribute 
this to the light “deparment store” 
treatment of copy and illustration 
and practical format employed. 
Agency—Lang, Fisher & Stas- 
hower Inc. 


ws 4. Harris-Seybold Co.: This was 
a six-month program of trade pa- 
per and direct mail advertising of 
a new paper-cutting machine. 

Objective— To introduce the 
newly-designed Z-action cutting 
method and to obtain inquiries as 
sales leads. 

Campaign—Four pages each in 
nine trade publications and three 
direct mailings, consisting of sales 
letters and broadsides, each of 
which enclosed a business reply 
card. 

Results—First set of letters— 
3.7% response. 

Then trade publication ads. 

Second set of letters—4.4% re- 
sponse. 

Sales to prospects uncovered by 
campaign totaled nearly 50 times 
campaign cost. 

Agency—Fuller & Smith & Ross 
Inc. 


a 5. Basic Refractories Inc.: This 
was a one-month radio program 
on agricultural ground limestone, 
a by-product of this company’s 
main business of supplying re- 
fractories to the steel industry. 
Objective—To get farmers to 
order lime in an off-season period 
and level a fall sales peak. 
Campaign — Sponsorship of an 
early morning news broadcast over 
Wooster (Ohio) Station WWST, 
every day during July, 1949, with 
one and a half minutes devoted 
to commercial announcements. 
Results—July, 1949, lime sales 
for Wayne County showed a 56% 
increase over July, 1948, compared 
to 27% increase for Ohio as a 
whole. Sales for Wayne for Au- 
gust were 24% ahead of 1948, com- 
pared to 12% increase for entire 
state. 
Agency—Griswold-Eshleman Co. 


a 6. National Tool Co.: This was 
a combination campaign of indus- 
trial magazine and direct mail ad- 


vertising on a new optical meas- 
uring instrument called a Pocket 
Comparator. 

Objective—To introduce the 
Pocket Comparator to the metal 
working industry and obtain in- 
quiries and orders for it. 

Campaign — Insertions during 
two months in 12 industrial maga- 
zines and one direct mailing to a 
list of 8,000 engineers in metal 
working plants. Key addresses 
were used in ads and in a publicity 
release. 

Results—3,405 traceable inquir- 
ies and 2,500 unit sales of a $36 
product. Cost per inquiry was $2.20 
and cost per unit sales $2.75. 

Agency—Carr Liggett Advertis- 
ing Inc. 


e 7. American Greeting Publishers 
Inc. : This was a full year’s trade 
paper program on greeting cards. 

Objective—To stimulate inquir- 
ies from dealer-prospects for sales- 
men to follow up and sell as new 
accounts. 

Campaign—A 12-month pro- 
gram in 13 trade publications—12 
pages in the key magazine, six 
pages each in four papers and one 
each in eight others. Theme, “It’s 
the Sellout Line for ’49.” 

Results—Inquiries averaged 199 
per month—an all time high (com- 
pared to 186 per month for 1948 
and 161 for 1947). Total for year 
2,388. New outlets opened, 2,149, 
better than 90%, in spite of the 
fact that one-third of all drug 
stores were already carrying Amer- 
ican greeting cards. 

Agency—Fuller & Smith & Ross 
Inc. 


GEORGE V. KELLY 


New York, Nov. 10—George V. 
Kelly, 57, national sales director 
of the Philbin & Coine Advertising 
Agency, died yesterday at his home 
in Asbury Park, N. J. He had been 
associated with the agency for the 
past six years, the latter two as 
national sales director. Before that 
he was a salesman with Car Cards 
Inc. 


ABRAHAM CATLIN 

New York, Nov. 10—Abraham 
E. Catlin, 75, for the past 33 years 
manager of the United States Gov- 
ernment Advertiser, a weekly 
magazine published in Washing- 
ton and listing government bids 
for heavy materials, died yester- 
day at his home here. 


JACOB HENRY COOK 

OrLANDO, Fia., Nov. 10—Jacob 
Henry Cook, 81, advertising man- 
ager of the New York Tribune at 
the turn of the century, died at a 
hospital here yesterday. 

He headed the advertising de- 
partment of the old Tribune for 14 
years. Upon the founding of the 
Christian Science Monitor in 1908, 
Mr. Cook became its first New 
York advertising representative. 


Six More Mills 
Raise Newsprint 
Prices $6 a Ton 


New York, Nov. 9—Three more 
U. S. and three additional Cana- 
dian mills boosted their prices on 
newsprint during the week. 

In Canada, Mersey Paper Co., 
which a week ago (AA, Nov. 6) 


{| announced it would maintain its 
—— || contract price at $100 a ton for 
‘| the remainder of this year, an- 


nounced this week a price advance 
of $6 a ton, effective Jan. 1, 1951. 
Its rated production capacity is 
115,000 tons annually. Ontario- 
Minnesota Pulp & Paper Co. also 
upped its price $6 a ton, effective 
Nov. 1. Its rated capacity is 150,- 
600 tons annually. Pacific Mills 
raised its price $6 a ton, effective 
Nov. 6. Its rated capacity is 86,000 
tons a year. 


# In the U. S., Crown Zellerbach 
Corp., with a rated annual capa- 
city of 173,000 tons, second largest 


‘in this country, raised its price 


$6 a ton, effective Nov. 6; South- 
land Paper Mills, with the third 
largest U. S. production of 120,000 
tons, announced a $6 a ton in- 
crease, effective Dec. 1; and Pub- 
lishers Paper Co., with a rated 
capacity of 75,000 tons, raised its 
price $6 a ton, effective Nov. 6. 

This brings virtually all of the 
U. S. newsprint producers except 
Great Northern Paper Co., largest 
U. S. producer, with a capacity of 
341,000 tons, and the St. Croix 
Paper Co., with a production of 
80,600 tons, into the column of 
mills that have raised prices on 
newsprint during the past month. 


# In Canada, all the large pro- 
ducers have upped their prices $6 
a ton, with the notable exception 
of the Powell River Co., which at 
this writing still is maintaining the 
$10 a ton advance made Oct. 12. 

Activity in the local market was 
less this past week than it has 
been in nearly a month. The elec- 
tion day holiday may have been 
one of the reasons, in addition to 
the fact that most buyers able to do 
so seem to have covered their re- 
quirements. No new sales*were re- 
ported’ in the so-called black mar- 
ket. The last quotation, a week 
ago, was $185 a ton, f. o. b. mill. 

Another price increase of the 
week.of interest to newspaper 
publishers was the announcement 
of higher prices on news inks by 
the International Printing Ink di- 
vision of Interchemical Corp. 

The ink manufacturer refused 
to reveal the amount of the in- 
crease, because it affects contract 
prices, pound prices and drum 
prices differently. However, it has 
mailed letters to all customers 
advising them of the new prices 
on .quantities they buy. 


Metro to Technical Service 


C. A. Metro, formerly in the ad- 
vertising and sales promotion de- 
partment of Cervi’s Rocky Moun- 
tain Journal, Denver, has joined 
the public and industrial relations 
staff of Technical Service Co., 
Denver, industrial, structural and 
civil engineering public relations. 


‘Album’ Moves to ABC 


Effective Nov. 26, Sterling Drug 
Co.’s “Album of Familiar Music,” 
an NBC fixture for 19 years, will 
switch to American Broadcasting 
Co. It will be heard in the same 
Sunday night time spot. Dancer- 
Fitzgerald-Sample is the agency. 


Joins Needham & Grohmann 


William R. Seth, formerly with 
O’Brien & Dorrance (now Dor- 
rance-Waddell), has joined Need- 
ham & Grohmann, New York, as 
an manatee and account execu- 

ve. 
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DRINK MAGATINE 


NATIONAL SOFT 


THE 


y> CIRCULATION 
4 READERSHIP 
sx SERVICE 


The AMERICAN BOTTLER reaches 5,929 beverage bottling in- 
dustry subscribers each month (ABC figures). Thus, The AMERI- 
CAN BOTTLER offers greater economy in advertising, takes 
your message to those who buy—Plant Owners, Corporate 
Executives, Managers, Superintendents, Foremen and other key 
plant personnel. 


The American Bottler 


HAS THE HIGHEST ABC CIRCULATION; 
Highest total net paid; Total beverage bottling plants; 
Highest grand total! 


The National Soft Drink Magazine 
Editorial Offices — 316 Peachtree Street, eg 


NN. Michigan 
* Superior 7-6092 ela Cok d2 7298 Taylor 0888 


... in the rich 


*800-MILLION 
AKRON MARKET 


ONE FOR ALL—Akron’s ONLY daily and 
Sunday newspaper is the ONE newspaper to 
reach ALL potential buyers in the rich, free- 
spénding Akron Market. 


ALL FOR ONE—A Beacon Journal advertising 
schedule is ALL you need to do a thorough 
seHing job of the entire Akron Market. And 
best of all, you can do this selling job at ONE 
LOW COST. 


AKRON BEACON JOURNAL 


John S. Knight. Publisher 
rae by STORY. BROOKS AND FINLEY 


20th Century-Fox Exec Lists Movie 
Promotion Problems, Industry Trends 


Ho.titywoop, Nov. 7—Movie ad- 
vertising, formerly handled at the 
local level by exhibitors, in recent 
years has become the direct re- 
sponsibility of the motion picture 
studios, Gabe Yorke, advertising 
manager of 20th Century-Fox, told 
the Hollywood Advertising Club 
yesterday. 

This shift came about, he said, 
when block booking of pictures—at 
a set price—was eliminated. Under 
block booking, the exhibitor 
realized all profits after he had 
paid for a picture. As a result, 
local circuits had aggressive, pro- 
motionally minded advertising de- 
partments that could “sell” pic- 
tures. They knew their local mar- 
kets. 

Now, with individual bookings, 
rentals run about 35% of the gross, 
and go up as the gross goes up. 
This makes the studio a partner 
even after the exhibitor has the 
picture. As a result, circuits have 
broken up their advertising de- 
partments and lean heavily on the 
studios for promotion. 


s In the past, first-run theaters 
would spend from 8% to 10% of 
their gross for advertising. Today 
the average is about 24% %. Studios, 
which previously figured on an 
average of 3% for advertising, 
now spend from 8% to 10%. 

Among the recent trends in 
movie industry promotion which 
Mr. Yorke mentioned is the change 
in cooperative advertising arrange- 
ments. Formerly, the studio and 
the exhibitor matched expenses 
dollar for dollar. Then it moved 
to $1 for the exhibitor and $2 for 
the studio. These days, some ex- 
hibitors tell the studios: “You’re 
getting 35% of the gross so you do 
it all,” and, in many cases, the 
studio is doing just that. 

The industry today is “sick,” 
Mr. Yorke said, and while it has 
been sick before, it has never faced 
so many conflicting problems. “We 
don’t know where our public is,” 
he observed. “Sometimes we get 
our finger on it, then lose it.” He 
noted that this makes it more than 
a little difficult to plan advertis- 
ing. 


s Exhibitors, who should know, 
can’t agree among themselves 
where the trouble lies, he asserted. 
Some want longer pictures, some 
shorter, depending on whether 
they favor single or double fea- 
tures. 

There have been those who felt 
that instalment buying was cut- 


ting into the box officé, he said. 
Yet the most recent drop at the 
box office coincided with the im- 
position of credit curbs recently. 
As for competition from other 
recreation industries, he pointed 
out that attendance has been de- 
clining at all sports events. 

Although TV has been named as 
“the big bugaboo,” Mr. Yorke said 
business in TV areas is not off any 
more than it is in non-TV areas. 
Reduced admissions haven’t helped 
when tried on a trial basis. 

In analyzing the reasons for the 
“sickness,” Mr. Yorke leaned 
toward the theory that the public 
now is shopping, since good pic- 
tures do good business in the same 
areas where poor pictures are do- 
ing poor business. 


ws Sex in movie advertising has 
lost its appeal, he said. “How can 
you jar a public which reads and 
discusses, even on the radio, such 
a subject as the Kinsey Report?” 

Movie advertising has been 
robbed of stars too, he contended. 
During the ’30s, there were ten 
top names and at least 20 others 
that had a known box office value. 
Today, he said, it would be hard 
to name five such stars. 

With these facts in mind, Mr. 
Yorke asserted ad themes must 
change to subject matter. And 
movies now must cover a variety 
of themes, be suited to adult 
tastes, and contain less claptrap. 


ws Adding to the difficulty in pre- 
dicting the acceptance of a pic- 
ture, he said, is the fact that pub- 
lic taste has become “segmented.” 
In former years, a picture that 
went well in Los Angeles would 
go well anywhere. This is no 
longer true. As an example, he 
told of a current picture—which 
he did not identify—that has had 
an exceptional response up and 
down both the Eastern Seaboard 
and the West Coast, but simply 
has not gained any acceptance 
anywhere else. 

At 20th Century-Fox, he con- 
tinued, executives keep searching 
for the box office key. Currently, 
saturation campaigns in local mar- 
kets are paying dividends. A heavy 
ad campaign is backed up by per- 
sonal appearances of stars and the 
picture is released simultaneously 
throughout the market. This has 
proved to be a very successful 
promotion technique and _ will 
remain so until it gets too expen- 
sive, he declared. 


ws Newspapers remain the num-| 
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ILLUSTRATOR—ADmatic 


Projector 
Chicago, has developed this new porta 
ble, automatic display unit called AD. 


Co., 


master, which holds 6 to 18 8x10” 

photographs or other color or b&w il 

lustrative material of that size. A start 

and stop switch permits holding any 

message as long as desired for emphasis 
or discussion. 


ber one medium, because they are 
“here and now.” Expenditures for 
trailers (previews) have been 
upped 300%. Radio now is used on 
a very heavy saturation basis. The 
day before, and the day a picture 
is released, as many as 100 spots a 
day are used on all available sta- 
tions. Now in the planning stage 
is a similar plan for posters. 

National advertising in fan and 
slick magazines also is being in- 
creased. The studio’s top current 
release, “All About Eve,” has a 
$500,000 budget in national mag- 
azines. 

Commenting on Mr. Yorke’s re- 
marks, M. H. Newman of Colum- 
bia Pictures, chairman of the 
meeting, said his studio has found 
television very effective. To pro- 
mote “711 Ocean Drive,” which 
he described as just a run-of-the- 
mill cops and robbers picture, all | 
seven Los Angeles television sta- 
tions were. used, with some small 
newspaper space. The campaign 
cost $14,000, but it paid. 


Appoints Moore & Beckham 

Chart-Pak Inc., Stamford, Conn., 
manufacturer of kits and supplies 
for preparing and maintaining 
charts, has named Moore & Beck- 
ham, Greenwich, Conn., to handle 
its advertising. 


Day Joins Albert Frank 
Robert W. Day, formerly radio 
and television director for Lynn 
Baker Inc. and John Hancock Mu- 
tual Life Insurance Co., has joined 
Albert Frank-Guenther Law, New 
York, in a similar capacity. 


Names Franklin & Gladney 

Franklin & Gladney, New York, 
has been appointed to handle the 
television promotions for Mawson 
|De Many Furs, Philadelphia, re- 
‘tail fur concern. 


buy. How? 
Farmer! 


Farmer, people listen . . . 
and BUY! 


world. 


Topeka, Kansas 


GO 10 TOWN with 
the KANSAS FARMER 


Ride along with him—and remind him 
of your brand name when he starts to 
By advertising in Kansas 
People read Kansas Farmer 
for the latest information on farming 
methods, ranching — homemaking! 
cause Kansas Farmer sticks exclusively 
to things that Kansans want to know 
about. Yes, when you advertise in Kansas 
believe ... 


KANSAS FARMER 


Published by Capper Publications, 
largest agricultural press in the 


Editorial and Business Office, 


aie. 


manufac’ 
aration, | 
while ri 
yoted to 
faces. 


a The b 
“families 
is show! 
well as 
type, to 
weight. 
listed in 
to make 
compare 
choose t 
desired © 
are: Ron 
Serif, R 
and misc 
As a 
contains 
illustrate 
available 
lector al 
ruler fo 
type. 
The be 
to the . 
a oO. 2. | 
is priced 


CARNE 
ISSUES 

PITTsB 
Types al 
the title 
by Stan! 
sistant h 
printing 
Institute 
producti 
commerc 

Design 
the book 
specimer 
faces av 
for use 
advertise 
explan: 


P: 


80 “ay 3 : 
x ee Se eet —_ 
2 a ee oe eee : Pa 
i éhic} Pe as a 
-. 4 Y “4 | ba aia RE. tae é %, 
s 7) Bottler | | en 
J ie ne : || eg i 
e ale ae : | Adverti: 
= p | _— ts 
-~ f sed # Saar la. a 2 ™il 
. & a ee oneiinaiad _ om : Ww 
: , Bei | > “ ) | Publi 
4  —— | -— “a | a 4 é T y pe 
ae wee P 
ig ——e eee | LEAN } waukec 
sar hadaot os 7 Be Seg ead ba 
ie Sees E ; | a Baer » 148-page 
a, sea pets aes — Sh ee 7 a“ ‘ ae Faces an 
Fe iar i once oor : | Be , om : 4 for Crea 
Pig oo rr . a tech Fe 
. t ; 5 vic 
is) — to be ust 
a § |} developn 
3 ‘ <: newspap' 
" ¥ The be 
‘ pages cor 
. type—its 
a 
eG 
- | 
ig 
ae 
7 a 
ao 
M8 
Es # 
ie i. | ‘e) . 
or ah fj Fy lA Ci aS 
(BR ceccutive am — oO 
wold ¢ am ate 
oa ‘De 3 sit 26, Mie Snr Se Sees 
eat i epee Pe is 
fe cid Rartowe ia 
t . Michigon on. A 
pas Poe id 
age sieieiestunestetetat 
nis Sours ceca: : 
2 =-CsC oe 
Hy = ' 
a BHUEHUEGEy ne - ~=—S)hreesesS 
, a, 4 _._.isé«y:«ri—Cis— 
es - st | 
oe ee e 
ave es aga cititt ; ee 
sists peers SEE meeesiiiiiiisiiers pe 
a HEHE AEH Bs cceeereenee eri ee 
bis Sa  % eee ah ee 
a i ae ee | 
a z +t Sieesiiisis Esa aeiaaei't 
ss See ; SURE RRR 
- a ——S —ét 
a i asseeeaaa eat 
oa a 3 
* fee | — 
ee HEE ee 
e Feet 
ce EEE ; BA 
ve Se # RR KIRK ws DOOD 
ai tees a SN AM ORD OTR 
Ns Gee if BOR Giese SC SO age 
cn Reece: 3383 + ‘i *rt +o. 
Ss ees HE tire ee S| : Ce: PRRQOG 
a pS HIE ROOM a aes o eo) ee POX RN BOOU 
fence ceeen ee gists < OOK ae * ERE OEE 
Soe. He Os : ae ORI ORO 
_ eS HEE Oy OCOOW Egan Coy HACK SOY Oey 
Sa Rete eer a ; thet 2 se EHS 
- Rea HEE one ‘ i aan OOO ’ 
me tee Batted RORY nats n eeeEG. Bat 
oe See HEE ARR pea, i ae e 
a ia a HISEEIE etait "egies “ . : eee 
ae Rena so HEE ON eer og ‘ 
ac PES SEES RI oes : ‘ 
oe sae THERES ROKK , eee a f : 
rei ct pone wees PEIN SY ROOT ae ae 
ae Rareeneenee cen HeiHihs: KYOU F 3 x 
£3 Se ‘at| Bassett RR ee er Ke 
ars Soe Be! SSSR OY aie 4 
= Se \ at I a) JSSEEEEE ARKIN fee my 
: Ree Sane 4 has ‘ HEHE: ) ROM A aaa he On 
os Sa ate ’ a = HERES: XY OG Be Fay . AY 
ae Sennen SI PHD THHINHEEEI Oe ea as 0 
be ESE eee ft 7 4 \t HBEEESEE ‘ ae a % 
ea Se xa al a od TI PEBEEREEEE rae, OO 
oe a val aspecnson:, “= Peccosnae ree KY) 
ah eb fd a ? Pee MY Me) 
arn Aa o . HEE: BOY 
Ne . , srisigegis: Siissiisis: “6% 
Bock 1 ‘ BSH PETES at 
se | HEHEHE HEHE A aK) 
=" PHHEE RO : Bx 
ae thas . 4 
oe fs: poet, a ey 
a Fone aH oe e yee 
ae some SO OOK 
. aes OOO" BOOK 
ae i eete® ROU 
eid Og BOY 
OOP>G OY 4, 
ite OS yy: 
: " O50 ee 
i hae ee, ? D COHEN 
matt Parl ips 
eh See es % “ot KAY ¢ 
oS OOD 6! 
ey | elt OAR 7 
se | ae Mis Jac 
eae Usj BERR | 
ee Sr Biota 3 ¢ 
re ee — them” aes € 
: : pth sai ee Ee eae i e Ss P RI , 
oe itera an a as 
: - pete tet ‘ : . > 
: a eae Cn RRR ‘ Ss Pe : ae, 
ek SRR ROY cx * See: Mattk 
od LA oe. x Oo RAIA “Use f DOA OOO 
ar ee = : SORE ar BRK 
‘ : PRR RK WR BOOK Mm KK Ha . 
: é SO? RS RXR ae e BRA tell MAC 
: : SO CRRA RRA. ee BOO SO Pi 
‘ oy S OY RO KAO - : ae %, *e Xe ‘es, Ow a tish 
: OOOO ee 
7 . As ROOD ae Se: ', Dic ts 
" re Px) OY ey 
i‘ ; BOKAC nie, 


ssc Fo 
a 


1980 Adverticing Age, November 13, 1950 


i] 
“£ 
“8 

1 


: 


; 


Milw aukee Journal’ 
Publishes Book on 


Type and Production 


MILWAUKEE, Nov. 9—The Mil- 
waukee Journal has published a 
148-page book entitled “Type 
Faces and Production Techniques 
for Creating Effective Advertise- 
ments,” which it describes as “not 
a techyical treatise, but a volume 
to be used primarily for effective 
development of all phases of b&w 
newspaper advertising.” 

The book is laid out so that all 
pages containing information about 
type—its origins, style trends, 
manufacture, measurement, prep- 
aration, etc.—are left-hand pages, 
while right-hand pages are de- 
yoted to illustrating display type 
faces. ; 


a The book lists 57 different type 
“families” and a complete alphabet 
is shown on each type page, as 
well as other sizes of the same 
type, to show relative size and 
weight. The display faces are 
listed in related groups, in order 
to make it more convenient to 
compare similar type faces and 
choose those which will give the 
desired effect. Groups illustrated 
are: Roman, Modern Roman, Sans 
Serif, Reproduction, and Cursive 
and miscellaneous. 

As a separate insert the book 
contains a Type Selector, which 
illustrates the various body types 
available at the Journal. The se- 
lector also has a character count 
ruler for both regular and elite 
type. 

The book is a companion volume 
to the Journal’s “Production of 
R. O. P. Color,” (AA, May 15) and 
is priced at $1.50. 


CARNEGIE PRESS 
ISSUES TYPE BOOK 


PITTSBURGH, Nov. 9—“Printing 
Types and How to Use Them” is 


by Stanley C. Hlasta, former as- 
sistant head of the department of 
printing management at Carnegie 
Institute of Technology and now 
production manager of a large 
commercial printing company. 
Designed as a reference work, 
the book contains descriptions and 
specimens of 126 different type 
faces available here and abroad 
for use in books, magazines and 
advertisements. It also contains 
explanations of distinguishing 


the title of a new 300-page book | 


evidently didn’t investig the 


SCRAMBLED NAMES—These folk, members of the research panel at the eastern 
annual conference of the American Assn. of Advertising Agencies in New York, 
ting plan. They are, left to right: Herta Herzog, 


McCann-Erickson; Sherwood Dodge, vice-president, media and research, Foote, 

Cone & Belding (chairman); Hans Zeisel, research director, Tea Bureau; Richard 

Holbrook, Batten, Barton, Durstine & Osborn; and Alfred Politz, president, Alfred 
Politz Research Inc. 


MERCHANDISING—Delegates to the eastern annual conference of the American 

Assn. of Advertising Agencies listen to Lawrence Valenstein, president of Grey 

Advertising and chairman of the merchandising session. Other panel members are: 

Paul J. Cupp, eastern general manager, American Stores Co.; John E. O’Brien, 

director of grocery merchandising, Ruthrauff & Ryan; Harry S. Sylk, president, Sun 

Ray Drug Co.; and Robert F. Degen, account and merchandising executive, Ted 
Bates & Co. 


characteristics, character counts, 
and other details to aid in the 
selection and use of type. 

In “Printing Types” Mr. Hlasta 
answers such questions as: What 
is the appearance of each type 


used?; Where can it be secured and 
what is available? 

For the beginner, there is an in- 
troductory section containing defi- 
nitions and other elementary in- 
formation of value for a complete 
understanding of the text. 

The book is printed by the Car- 
negie Press and distributed through 
Rutgers University Press. Price: 
$7.50. 


Revolvator Shifts Account 
Revolvator Co., North Bergen, 

N. J., manufacturer of materials 

handling equipment, has appointed 


its agency. The account formerly 
was serviced by Philip Ritter Co., 
New York. 


face?; How should type be set, and | 
what kind of paper should be 


Michel-Cather Inc., New York, as | 


Most Manufacturers 
Optimistic in Face 
of ‘War’ Production 


NEw YorK, Nov. 8—Over-all 
business in 1951 will be better 
than in 1950, despite the present 
Korean situation and the scheduled 
rearmament program, 55% of 
respondents to a survey by Mill & 
Factory believe. 

About 280 of the 1,000 companies 
covered in the survey answered 
questions submitted by the pub- 
lication. The report shows that 
81% of the respondents expect to 
do some government work in 1951, 
and 56% of that number will do 
it as prime contractors. 


aw Some of the: normal civilian 
goods production will have to be 
curtailed in 1951, 77% of the 
respondents report. The majority 
of those expect the chief reason 
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Dis !ay-Well, New York City, 


a 


Hanick Display Service, Philadelphia, Pa. 
Pittsburgh Display Service, Pittsburgh, Pa. 


N. Y. 


PROFESSIONAL WINDOW DISPLAY 
IS THE ANSWER 


NIELSEN finds: 
“Display increases sales 41%; non-display 
decreases sales 24%.” 


ADVERTISING AGE reports: 

When displays are sent directly from Ad- 
vertiser to Retailer, only “10% or less” are 
used. (Sept. 26, 1950) 


EXPERTS agree: 

“To build sales... 

“To hold your audience... 

“To guarantee use of your display: 


“USE ONLY PROFESSIONAL AND 
EXPERIENCED TALENT!” 


CONSULT YOUR NEAREST WINDOW DISPLAY COMPANY 
Matthews Display Service, Washington, D.C. Margolis Window Display Co., Baltimore, Md. 
S. Frederick Sansone Co., New Haven, Conn. 
Rileigh Window Display Service, Kingston, Pa. 
New Jersey Display Service, Newark. N. J. 


(Nielsen Drug Index) 


will be because their plants will 
be used for government work. 
Scarcity of materials and com- 
ponents is cited by 47% as a major 
reason. 

Stabilization of prices and wages 
should be effected now by the 
President through his use of his 
control powers, 62% of the re- 
spondents believe. 


Martin and Lewis Appear 
on ‘Colgate Comedy Hour’ 
The Eye & Ear Department of 
ADVERTISING AGE got its eyes and 
ears twisted in the Nov. 6 issue, 
when it identified Dean Martin 
and Jerry Lewis with the NBC-TV 
“Show of Shows,” televised on 
Saturdays. 
As all TV viewers know, includ- 
ing the writer of the Eye and Ear 
Department, Dean Martin and 
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Jerry Lewis are seen every four 
weeks on the “Colgate Comedy 
Hour,” televised over the NBC-TV 
network on Sundays. 


Hiram Walker Ups Demorest 


John A. Demorest has been pro- 
moted to assistant general sales 
manager of Hiram Walker Inc., 
Detroit. He will have charge of 
marketing Hiram Walker products 
in the 17 monopoly states. He had 
been monopoly states sales mana- 
ger. 


WANT MORE MAIL ORDERS? 


Let me write your letters, ads, campaigns, 
power-worded for RESULTS! Many years serv- 
ing glients throughout America. Submit your 
mail-selling problem for suggestions. No charge, 
no obligation. 


ERNEST F. GARDNER 


60 East 54th St. (F) 
Kansas City 2, Mo. 


To a 


businessman 


with a driver’s license 


and no Cadillac 


(This is not a Cosmopolitan contest ad) 


Once upon a time there was an Ilowan* who 
knew very well the answer to an old riddle. 
There was no doubt about it: The chick came 
first with him because he owned a fertile hatch- 
ery. (Everything is fertile in lowa. The aver- 
age lowa acre grosses between $4.50 and $5 
cash per month. Acre for acre it’s the best in 


the U. S.) 


Since the going price for chicks is around 
$150 per M, and his hatchery hatched chicks 
by the M’s, this lowan had a lot of eggs in one 


basket. 


There’s a Musical Clock on WMT wound by 
a guy named “Howdy” Roberts. He got to 
brooding about the chicks and hatched a fowl 


commercial. 


For chicken-feed ($43.30 per 


\4-hour on a 52-time basis) he egged on 


WMT’s listeners. 


They scrambled to their 


phones (more farms in lowa have telephones 
than in any other state) and ordered 23,000 
chicks after a single 14-hour program. 


The Iowan bought a new Cadillac. 


Ask the Katz Agency man to show you how 
WMT puts you in the driver’s seat in Eastern 


Iowa. 


CEDAR 
RAPIDS 


WMT 


5000 WATTS 


600 KC 


DAY AND NIGHT 


BASIC COLUMBIA NETWORK 


*We've always wanted to run an ad that said “Name 


on request” just to see if anyone would request it. On 


the other hand, if nobody did 
(though why they should is 
arcane) the agency might look 


me 6=_ bad. Why take chances? His 


<= name is Mr. Vance McCray. 
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Cleanser 
in St. Paul 


The family use of powdered 
scouring cleanser in the St. 
Paul Market is nearly univer- 
sal with buyers comprising 


98% of total families. 


But variations in preference 
among the competing brands 
over the past four years tells a 
remarkable story. 


Let’s look at the trend pic- 
ture for the five leading brands: 


1950 1949 19481947 
Brand A..27% 14% 18% *%% 
Brand B.. 23% 26% 27% 35% 
Brand C.. 16% 20% 21% 26% 
Brand D.. 15% 19% 11% 4% 
Brand E..11% 11% 14% 15% 
*Less than 1%. 


On a family preference basis 
over these four years, Brand A 
climbed 27 percentage points. 
Brand B lost 12, Brand C lost 
10, Brand D gained 11, and 
Brand E lost 4. 


Brand preference variations 
of this magnitude in such a 
short period of time are un- 
usual for such a_ high-usage 
product classification, but be- 
hind the facts lie the market- 
ing forces which cause such 
shifts. 


What is the preference trend 
of your product in the St. Paul 
Market? 


Scouring Cleanser is only 
one of the 150 classifications 
studied in the 1950 Consumer 
Analysis of the St. Paul Mar- 
ket. These classifications cover 
brand preference for foods, 
soaps, toiletries, beverages, 
home appliances and general 
consumer buying habits. If 
you are looking for pertinent 
information concerning your 
product in the St. Paul Market, 
send for this research report 
today. Write General Adver- 
tising Department, St. Paul 
Dispatch-Pioneer Press, St. 
Paul 1, Minnesota, or Ridder- 
Johns Inc., with offices in New 
York, Chicago, Detroit and 
Minneapolis. 


Higher Taxes, Increased Controls 
Are on the Books, Despite Election 


(Continued from Page 1) 
Okla.), agriculture committee, de- 
feated in primaries; Millard Tyd- 
ings, (D., Md.), military affairs, 
and Elbert Thomas (D., Utah), 
labor. New agriculture chairman 
will be Allen Ellender (D., La.). 
Labor goes to one of the Senate’s 
most active New Dealers—James 
Murray (D., Mont.). 


s Though Democrats lost about 30 
House seats, the leadership was 
undamaged, and a fair majority 
remains. Republican congressional 
committee members proudly report 
that the only GOP House loss was 
a Texas seat, won in a by-election. 
Other GOP leaders—McCormack 
(Mass.), Halleck (Ind.), Brown 
(O.), turned in thumping major- 
ities. The GOP lost only one sena- 
tor—Donnell (Mo.). Democrats 
lost five. 

Results were generally in line 
with off-year elections of 1946, 
1942 and 1938 when the Republi- 
cans scored sufficiently heavily to 
result in a legislative stand-off. 

Some observers think it an ap- 
propriate time for President Tru- 
man to lift one from Franklin D. 
Roosevelt’s book. 

Faced with a hostile Congress, 
President Roosevelt announced 
that the New Deal was on the 
shelf for the duration. Or, as he 
put it: “I have discharged Dr. New 
Deal, and called in Dr. Win-the- 
War.” 


Names William Staples 

William R. Staples, formerly 
West Coast representative for the 
alloy tube division of Carpenter 
Steel Co., Union, N. J., has been 
named assistant to the sales man- 
ager. He is succeeded on the West 
Coast by Paul E. Kelly. 


Joins ‘Record Stockman’ 

Nora Ward, formerly in charge 
of advertising for Wilkerson Valve 
Inc., has joined the advertising 
staff of Record Stockman, Denver, 
as head of the direct mail de- 
partment. 


Oregon Bill Beaten; 


Proposed Lobbying 
Changes Unlikely 


WASHINGTON, Nov. 8—Advertis- 
ing benefited in at least two ways 
by the election results Tuesday. 

In Oregon, voters turned down 
a measure sponsored by drys 
which would have made it “un- 
lawful to sell, offer for sale, the 
solicitation of orders for, or the 
delivery for use of, any brand of 
alcoholic beverage which is ad- 
vertised within the state of Oregon 
by ‘promotive advertising.’ ” 

As the Advertising Federation 
of America recently advised mem- 
bers, Oregon is a monopoly state 
which already has rigid restric- 
tions prohibiting most “promo- 
tive” advertising of liquor in Ore- 
gon media; the proposal would 
have prevented any such advertis- 
ing from coming into Oregon in 
any way. 


s The other election benefit, many 
admen feel, is the probable _ dis- 
couragement which the national 
returns will have on efforts to ex- 
tend lobbying restrictions to cover 
so-called institutional advertising 
intended to influence public opin- 
ion and thereby legislative action. 
- A special House committee 
studying lobbying reported just 
before the election that it planned 
to recommend changes in the lob- 


bying law to insure full disclosures | 
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down the amount of institutional 
advertising, and would thereby in- 
terfere with freedom of speech. 

Although Rep. Buchanan was re- 
elected Tuesday, the likelihood of 
the committee’s majority report 
leading to the proposed restrictions 
diminished as the number of Re- 
publicans elected to Congress in- 
creased. 


Gilbert Opens Branch Office 


Gilbert Youth Research, New 
York, has opened a branch office 
in Miami to service five southern 
accounts. George Goldberg, for-| 
merly director of research, has'| 
been named vice-president in 
charge of the New York office. | 
With him will be Diantha Morgan, | 
director of publicity and easerea 
relations. 


Clearcoup Sues Swift, P&éG 
over Coupon Redemptions 
Clearcoup Corp., Minneapo 

has filed suits against Procter § 
Gamble Co. and Swift & Co. 
force payment (of $60.19 ang 
$28.13, respectively) on merchan. 
dise coupons accepted by grocers 
from customers. Clearcoup, which 
redeems coupons for retailers, asks 
that the defendants be enjoineg 
from refusing to honor similar coy. 
pons in the future, and to have it. 
self declared as a proper coupon 
redemption agency. 


Belmont Appoints Tower 


Belmont Radio Corp., Chicago, 
manufacturer of Raytheon televi. 
sion sets, has appointed Tower 
Publicity Inc., Chicago, as its pub- 
lic relations counsel. 


of expenditures to influence pub- | 
lic opinion on legislative matters 


(AA, Nov. 6). 

This committee’s majority group, 
headed by Rep. Frank Buchanan 
(D., Pa.), said hundreds of mil- 
lions of dollars are spent on such | 
advertising annually. The ex-| 
penditures should be made a 
matter of record, it was said. 


ws Admen have expressed fear that 
such a law would tend to cut 
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A full page all their own every morning with a lead food story 
by Alice Partridge 365 days of the year—outstanding features 
written by and for women—fine coverage of society and 
women’s affairs. Those are just a few of the reasons why the 
Courier Express is the best liked and best read newspaper 


among the housewives of the 8 


lt Gets Results 
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Western New York Counties. 
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EXPRESS 
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(ADVERTISEMENT) 


Edelweiss 


You've heard it before and you'll hear it again 
... ‘There's no substitute for experience."" An 
ever-increasing group of film users is learning 
that thirty-seven years of Atlas know-how is an 
important factor in the production of top quality 
motion pictures, sound slidefilms, and TV com- 
mercials. With complete creative, photographic, 
recording, and laboratory facilities under one 
roof, we are equipped to handle any job, large 
or small, with speed and efficiency. Your inquiry 
is invited. 


(ar lm Coeporition 


1111 South Bivd., Oak Park, Illinois 


Established 1913 


228 N. LaSalle St., Chicago 
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HEAD NY OFFICE—Elwood Whitney (second from right) has been elected execu- 
tive vice-president in the New York office of Foote, Cone & Belding, working with 
William E. Berchtold, executive v.p. since 1946 (center) on account management. 
Frank Delano (right) has been appointed executive assistant to the president. At 
left is M. P. Franceschi, who continues as vice-president and general manager of the 
New York office, as well as president of Foote, Cone & Belding International. Don 
Belding (standing, center), president of FC&B, supervices the office. 


Weekly Newspaper Publishers Study 
$100,000 Annual Promotion Program 


(Continued from Page 1) 
contributions, the program may be 
started early next year. Un- 
doubtedly, however, it will be some 
time before the annual budget ap- 
proaches the $100,000 goal. 

The committee report acknowl- 
edged the fact that weekly news- 
papers now get a minor share of 
national advertising expenditures, 
and said that “knowledge of the 
community press is very limited. 
Publishers do not know what they 
should know of their own business. 
Advertisers do not know what they 
should know of the commercial 
possibilities.” 

Research, the report continued, 
should seek answers to such ques- 
tions as: “How much of the popu- 
lation of the nation is served by 
the community press? What is the 
circulation and coverage of the 
community newspapers? What are 
the advantages of readership and 
coverage of the community news- 
papers?” 


s Norman H. Strouse, vice-presi- 
dent and general manager of J. 
Walter Thompson Co., Detroit, 
told the weekly newspaper pub- 
lishers that they cannot expect to 
increase their volume of national 
advertising without exerting ef- 
fort. 

“You must first have a product 
which is salable—salable against 
competition,” he asserted. “And 
you must achieve a sales ability 
comparable to that of the major 
national advertising media—maga- 
zines, outdoor, radio and televi- 
sion. 

“On these points, I must tell you 
at once that your product in 
modern day competition is an un- 
wieldy one, difficult to evaluate, 
difficult to buy and very frustrat- 
ing in its service. I must also ex- 
press a personal opinion that it is 
not being sold at the same ag- 
gressive competitive level with 
other national media.” 

Specifically, Mr. Strouse listed 
the following difficulties encoun- 
tered by agencies which attempt 
to use the small town papers: 

1. There is a lack of available 
data on the markets which the pa- 
pers serve. “In 21 years of agency 
work,” he said, “I have never yet 
Seen a presentation on the small 
town market as a whole, except 
one presented by the representa- 
tive of Pathfinder.” 


= 2 Rates are changed between 
the annual editions of the stand- 
ard directories of small town news- 
papers, resulting in “almost end- 
less. confusion, both within our 
media departments and within our 
clients’ accounting departments.” 


3. Circulation figures are unre- 
liable. “You cannot blame space 
buyers for suspecting that many 
circulation figures are literally 
picked out of the air when they 
find as many different figures as 
there are sources,” said Mr. 
Strouse. 

4. Weekly newspaper publish- 
ers are lax at following instruc- 
tions which they receive from an 
agency. Linage is increased or de- 
creased; ads are inserted in issues 
other than those specified; two ads 
on the same product sometimes ap- 
pear in the same issue, and tear 
sheets frequently arrive late or not 
at all. 


s If small town papers wish to in- 
crease their share of national ad- 
vertising, he continued, publishers 
should: 

1. Recognize that each paper is 
by part of the whole medium and 
that the whole medium must go 
forward as a unit before individual 
papers can enjoy the benefits. 

2. Forward-looking publishers 
should cut themselves loose from 
their inefficient contemporaries 
and sell their publications as a 
unit. 

3. Maintain a standard of prac- 
tices which would include ABC 
circulation, a _ scientifically-de- 
signed rate structure and business- 
like methods in selling the mar- 
ket. 

4. Retain a national marketing 
authority to study and carefully 
define the small town market and 
its value to national manufactur- 
ers. 

5. Prepare a presentation based 
on the survey. 

6. Analyze national accounts to 
determine which ones represent 
really sound prospects for the 
small town field and tell the story 
to top management in agencies 
and manufacturers’ organizations, 
using a “task force” of top-notch 
publisher-salesmen to make the 
presentation. 


m Albert E. Pacini, account ex- 
ecutive of Melamed-Hobbs Adver- 
tising Agency, Minneapolis, chas- 
tised the weekly publishers for not 
merchandising their services, i.e., 
for not furnishing such essentials 
as route lists, distribution checks 
and retailer tie-ins. 


CBS Appoints Harding 


Alfred J. Harding has been 
named an account executive with 
the CBS television network sales 
department, effective Nov. 20. He 
was formerly an account executive 
on the New York television sales 
staff of Radio Sales, radio and 
— stations’ representative, 

BS. 


Last Minute News Flashes 


Compton Adds Goetz, Hubinger As Clients 


New YorK, Nov. 10—Compton Advertising has added two names 
to its client list—Hubinger Co., maker of Quick elastic starch, and 
M. K. Goetz Brewing Co., maker of Country Club beer. Grant Ad- 
vertising has handled Hubinger’s account, and Potts-Turnbull Ad- 
vertising Co. was the previous agency for Goetz. 


Texcel Tape Gets Special Christmas Push 


New York, Nov. 10—Industrial Tape Corp., maker of Texcel cello- 
phane tape, breaks a Christmas campaign Nov. 30 with four-color full- 
pages in 11 Sunday supplements, followed by 1,000-line ads in dailies 
in the same number of cities. Food, drug and stationery trade papers 
will also be used. Theme is a combination of use around the house and 
Christmas wrapping. Kenyon & Eckhardt is the agency. 


Weimer Appointed to Succeed Marsteller 


PITTSBURGH, Nov. 10—William F. Weimer, advertising manager of 
Pittsburgh Equitable Meter Division of Rockwell Mfg. Co., has been 
appointed director of advertising of Rockwell. He succeeds William 
Marsteller, who will open offices in Chicago as a marketing and ad- 
vertising consultant (see Page 26). 


Luxuray Running Copy for Dove Skin, Campus 

New York, Nov. 10—Luxuray Varynit Mills begins a stepped-up 
promotion for Dove Skin undies with a b&w page in Ladies’ Home 
Journal in December, and for Campus panties via a four-color page 
in Seventeen in December. Gussow, Hyman is the agency. 


Barre Granite to Hays; Other Late News 


e Hays Advertising Agency, Burlington, Vt., has been appointed to 
handle the Barre Granite Assn. account. H. B. Humphrey Co., Boston, 
will continue as the agency until January. 


e J. Harvey Howells, formerly advertising manager for Standard 
Brands and an account executive with Ted Bates & Co., has been named 
advertising manager of the Jelke Good Luck Products division of 
Lever Bros. Co., New York. 


e Edwin W. Ebel, previously general sales manager of the Gaines 
Division, General Foods, has been appointed director of sales and 
advertising for the Post Cereals division. 


e Harry R. Burton will resign Nov. 15 as Pacific Northwest manager 
of McCann-Erickson, Portland, to join Batten, Barton, Durstine & 
Osborn in San Francisco as an account manager. Willard E. Wilson, 
account executive with McCann, succeeds Mr. Burton. 


e The television industry is in for another round of rate increases. 
Time costs reportedly will be hiked about 35% by NBC on Jan. 1. 
The basic hourly rate on WNBT, New York, for example, will jump 
to $3,200 from the present $2,500. 


e G. C. Murphy Co., operator of 249 variety stores, is conducting 
a test in Washington to determine the value of TV advertising. It is 
using one-minute and five-minute programs, featuring items of mer- 
chandise at special prices, over all four Washington TV stations. Court- 
land D. Ferguson Inc., Washington, is handling. 


Television Makers Budget $2,000,000 
for All-Out ‘Child Appeal’ Drive 


New York, Nov. 10—People 
with something to sell in this coun- 
try have long been using the kids 
to get at the parents. The televi- 
sion set manufacturers are the lat- 
est to employ this method of get- 


television for their morale as they 
need sunshine and fresh air for 
their health. 


= Similar family dramas are en-’ 


ting Pop to spend his money. 

Identifying themselves to the 
public only as American television 
dealers and manufacturers, this 
group this week started a satura- 
tion campaign in newspapers and 
radio with the “child appeal” as 
its major theme. 


= Typical of the announcements 
now being heard on 250 radio sta- 
tions: 

Mother: 
ny? 

Father: What’s the matter, son 
... have any trouble? 

Boy: Naw. I don’t know what 
the gang’s talking about any more. 
They all got television sets... 
and... 

Father: Once and for all...I’m 
not going to... 

Mother: Please, Bill. Not now. 
The boy... 

Announcer: This goes on in 
millions of homes day after day. 
Dr. Angelo Patri, noted child be- 
haviorist, said: 

Patri: It is practically impossi- 
ble for boys and girls to hold their 
own if television is not available. 
If parents brought television to 
them there would be no conflict 
between the haves and the have 
nots. The children would stay 
home. Their friends would drop in 
occasionally and everybody would 
be happier. Children need home 


Home so soon, John- 


acted with educators and juvenile 
court authorities, who are quoted 
by name, endorsing television as 
an “educational necessity” and as 
“necessary” to children as “bread 
and butter.” Short spots empha- 
size the Christmas angle with a 
two-line song: 

“I want a television Christmas, 

A world of magic all my own.” 

Full-page and 1,000-line ads in 
more than 1,000 newspapers also 
emphasize the importance of TV to 
children and feature some of the 
talent which videoless families are 
missing. 

Approximately $2,000,000 has 
been budgeted for this pre-holi- 
day campaign, which is being di- 
rected by Ruthrauff & Ryan. Man- 
ufacturers contributing to the 
drive have not been identified, but 
the agency said “virtually all” are 
participating. When questioned 
more closely, a spokesman indi- 
cated DuMont is not included. 


= Dealers’ kits, which are ex- 
pected to be ready for distribution 
Nov. 13, will list the companies 
paying the bill for the industry 
drive. Although the frank purpose 
of this expenditure is to boost 
b&w television set sales at a time 
when color TV is getting front- 
page publicity, the ads to date 
have made no mention of the color 
controversy. Nor will they, ac- 
cording to Ruthrauff & Ryan. 


‘Better Living’ 
Bows April 26 
in Supermarkets 


New York, Nov. 6—Better Liv- 
ing, a 5¢ monthly which will be 
sold exclusively through units op- 
erated by members of the Super 
Market Institute, will make its 
debut with the May, 1951, issue. 
First day of sale will be April 26. 

Initial net paid circulation will 
be 1,500,000, based on the average 
net paid delivery for the May 
through December issues next 
year. Details of the new consumer 
magazine, which is backed by the 
McCall Corp., were announced 
jointly by Edward W. Miller, pub- 
lisher, and Claude Edwards, pres- 
ident of the Super Market In- 
stitute. 


= Better Living’s staff includes: 

John E. Smith, executive vice- 
president. Mr. Smith was former- 
ly vice-president of McCall Corp. 
and advertising director of Mc- 
Call’s. 

Roy Wright, vice-president and 
advertising director. He was pre- 
viously with This Week Magazine 
for five years as food and drug 
store specialist and also with Mc- 
Call’s, Ladies’ Home Journal and 
Better Homes & Gardens. 

Alvan B. Sommerfield, in charge 
of promotional activities. Mr. 
Sommerfield was formerly promo- 
tion manager of Collier’s for ten 
years. 

Christine Holbrook, editor-in- 
chief. She has been with Better 
Homes & Gardens for more than 
20 years. 

Esther Kimmel, food and equip- 
ment editor. Miss Kimmel was for- 
merly director of home economics 
for Macfadden Publications and 
director of the New York Herald 
Tribune’s home institute. 

Hildegarde Fillmore, fashion 
and beauty editor. She was for- 
merly style and beauty editor of 
McCall’s. 

Tracy Samuels, managing editor. 
Miss Samuels was formerly editor 
of Two to Siz. 


Sealtest Testing 
Milk Concentrate 


WILMINGTON, DEL., Nov. 9— 
Sealtest concentrated milk is being 
tested through the Clover Dairy 
Co. here, and will be tested further 
in two Ohio cities after Jan. 1. It 
is being sold at the regular grade 
A milk price in stores and on home 
delivery. 

The tests are a prelude to a na- 
tionwide campaign for the newly 
developed food product. 

The Sealtest product is described 
as whole, fresh milk—with merely 
the water removed. National Dairy 
says its versatility will appeal to 
the housewife. She may mix one 
part concentrate with two parts 
water and get homogenized, vita- 
min D, grade A milk. Equal parts 
will produce cereal cream, while 
the concentrate in full strength 
can be whipped or used in place of 
heavy cream. 


a For the producer and distrib- 
utor, the concentrate cuts trans- 
portation costs, making it possible 
to triple the 6,000 gallons of reg- 
ular milk usually hauled in a milk 
tank car. 

No special handling is required, 
according to National Dairy. When 
the milk concentrate is mixed. and 
stored in the home refrigerator, it 
will keep for about nine days 
without loss of flavor. National 
Dairy says regular milk begins to 
lose its flavor after the seventh 
day. 

N. W. Ayer & Son, New York, 
is handling the campaign. 
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Study Finds Travel, Shopping Habits 
of Rural, Urban Families Are Similar 


PHILADELPHIA, Nov. 8—Manu-| Philadelphia marketing and man- 
facturers are confronted with as| agement counsel. 
well informed and active a mar- In the October issue of the or- 
ket in selling to rural families as| ganization’s house _ publication, 
in selling to urban families, ac-| “Cost & Profit Outlook,” Alderson 
cording to Alderson & Sessions,| & Sessions cites data from the re- 


Do you know what 


SAN DIEGO 


spends on furniture-household-radio ? 
1950 S$. M. Survey of Buying Power data 


Louisville, Ky..... $27,076,000 
Toledo, Ohio........ 17,568,000 


Rochester, N. Y... $21,864,000 
Columbus, Ohio... 28,821,000 
Buffalo, N. Y......... 32,062,000 Des Moines, la..... 22,259,000 
Portland, Ore....... 26,619,000 Providence, R.I.... 22,637,000 


SAN DIEGO, Calif. ... $25,794,000 


You can see by these facts that San Diegans 
“live right” ...in comfortable, well furnish- 
ed homes... that they are both receptive and 
responsive to the right advertising on house- 
hold needs... placed in the right newspapers. 


Your top schedule belongs in the San Diego 
Union and Evening Tribune, where just one 


Ask the 


West- “buy” covers this concentrated, isolated 

corner of the United States. San Diego 
Holliday is 125 miles south of Los Angeles, 
man 33 miles greater than the distance 


from New York to Philadelphia. 


Parade magazine and the greatest Sunday Comics 
in the country build Sunday reader interest and circulation. 


UNION and EVENING. TRIBUNE 


Morning, Evening and Sunday | 
Ate California's New Major Merkel. 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO.., Inc. 


New York « Detroit + Chicago + Denver Seattie+ Portlands San Francisco*Los Angeles 
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ARE YOU COUNTING LIVE BUYERS OR TONS OF PAPER? 


When selecting the home 
goods publication to do 
the biggest selling job for 
you in ‘51, examine 
circulation statements 
carefully ... don't be . 
misled by total distribu- 
tion figures. The fact is 
that your ad in REVIEW 
reaches more furniture 
and home furnishings 
store buyers (8,046) 
than in any other publica- 
tion in the field. So... 
if it's buyers you want, 
REVIEW is your No. 1 
medium. 
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Write for your copy of report on independent survey ‘Executive 
Reading Habits in the Home Goods Industry.” 


Published by MATIOMAL RETAIL FURNITURE 
ASSOCIATION * 666 Lake Shore Drive * Chicago 11 


|cent Traffic Audit Bureau study 
| in Cedar Rapids, Ia., to support its 
contention that the behavior of 
urban and rural families is similar 
with respect to daily travel and 
shopping habits. 

Travel diaries covering a 30- 
day period were obtained from 1% 
of the families in Cedar Rapids 
and in Linn County, surrounding 
the city. Each member of the 
selected families, ten years of age 
and over, kept a separate diary. 

In cooperation with V. H. Pelz, 
executive director of the TAB, 
Alderson & Sessions has analyzed 
the purposes of daily trips away 
from home by urban and rural resi- 
dents, and includes its findings in 
the current issue of the house pub- 
lication. 


ws In a 30-day period, members of 
the average urban family made 
149.1 trips away from home, while 
members of the . average rural 
family made 131.1 such trips. The 
detailed breakdown lists trips 
made to work, for shopping, for 
social purposes, to school, for 
recreational objectives, for services 
and for other reasons, as follows 
(return trips to home are not 
listed) : 
TRIPS DURING 30-DAY penton 


verage Average 

urban rural 
family family 
Se ee ee 36.5 32.3 
EE odiucndinn wasabi 60,00 33.9 31.4 
DEE coG dace tind oats sees 16.9 16.8 
| a eee 13.9 12.5 
Be Oe 11.7 9.8 
SS re 10.2 9.2 
Rr Pee 26.0 19.1 
een cdentenraetestkes 149.1 1311 


Rural families recorded an un- 
usually large number of trips to 
work, Alderson & Sessions be- 
lieves, partly because only a por- 


tion of the rural population lives 
on farms and partly because farm | 
families frequently contain in- 
dividual members who are em-| 
ployed elsewhere. 

The trips in the miscellaneous 
group include trips to church, to) 
eating and drinking places, etc. 


sw Of particular interest to mar- 
keting executives are the total 
number of trips made for shopping 
purposes during a month. As 
shown in the following table, 
| urban and rural families make ap- 
| proximately the same total num- 
ber of trips to shop, although the 
distribution of trips to the differ- | 
ent types of stores varies signifi- | 
cantly: 


SHOPPING TRIPS DURING 30-DAY PERIOD 
Average Average 


urban rural | 

family family | 

CD 6. s¢cumebenese ne 13.5 16.0 
Department stores ........... 4.7 2.0 
3) Jivctedeheaoks 4.3 12 
CE ME cdicnensescss 2.1 13 
DEE 800s cbcececseses 2.0 2.6 
EY Bons betds des 50 4s 0 1.0 11 
Building and hardware ...... 0.9 12 
BAA eee 5.4 6.0 
ME oka ces ddaawe sidsos 33.9 31.4 
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ta stockholders 
heck in the business to create mur jobs, 


modere American brand of teamwork. 


ulders—to secve the public bemer. 
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AMD MANT OTHER FINE FROOUCTS 


NOTES ON ARTIST—General Mills is running this page ad in three magazines next 
week. “Grandma” Moses and her painting provide the text for the message. 


General Mills Runs Ad on ‘Grandma’ Moses 


MINNEAPOLIs, Nov. 10—General 
Mills next week will run the 
latest advertisement in its series 
supporting the Advertising Coun- 
cil’s campaign to increase public 
understanding of the U. S. eco- 
nomic system. 

Headlined “The 90 Thanksgiv- 
ings of Grandma Moses,” the color 
page, featuring a reproduction of 
the famed American painter’s 
“Catching the Thanksgiving Tur- 
key,” will appear in The Saturday 
Evening Post Nov. 18, and in This 


Week Magazine and The American 
Weekly Nov. 19. The ad was pre- 
pared by Batten, Barton, Durstine 
& Osborn in Minneapolis. 

While General Mills has run 
several institutional ads embody- 
ing economic education in simple 
terms, this will be the first time 
an advertiser has offered free 
copies of “The Miracle of Amer- 
ica,” key piece in the Advertising 
Council’s economic system cam- 
paign, in institutional or product 
copy in national publications. 


Even though rural and urban 
families do not visit the various 
types of stores to the same extent, 
Alderson & Sessions concludes that 
both types of families are exposed 
to about the same range of stores 
during the month. Thus consumer 
goods marketers are confronted 
with as well informed a market in 
selling to rural families as they 
are in selling to urban families. 


Samuel Bennett Resigns 

Samuel H. Bennett, vice-presi- 
dent in charge of sales for Midland 
Broadcasting Co., Kansas City, 
Mo., has resigned. 


Nordberg Names Grace A. M. 

Nordberg Mfg. Co., Milwaukee, 
diesel and steam engines, com- 
pressors, hoists and basic proces- 
sing machinery, has named J. D. 
Grace, manager of the advertising 
and sales development department, 
as advertising manager. Mr. Grace 
us Delbert Kay, who has re- 
ired. 


Joins Instructional Arts 

Dean Coffin, who for 16 years 
has been with the Jam Handy 
Organization, has been named 
vice-president in charge of pro- 
duction planning for Instructional 
Arts Inc., Detroit. 
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rural Missouri market. 


MISSOURI RURALIST 


Published by Capper Publications 
Editorial Office, Fayette, Mo. 
Business Office, Topeka, Kans. 


They're All Wrong About 
the MISSOURI MULE! 


He’s not stubborn at all—he’s just waiting to 
be shown! In fact, that’s the whole secret to 
market — and why Missouri 
Ruralist sticks to factual articles on farming 
and homemaking. Show Missourians how your 
product is better or easier to use—by adver- 
tising in Missouri Ruralist, the key to the 
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Plans 600-Theater 
Christmas Party 


to Boost Hadacol 


LAFAYETTE, LA., Nov. 9—Sena- 
tor Dudley LeBlanc is at it again. 
Th. time, to promote sales of Le- 
Blanc Corp.’s mineral and vitamin 
for muia, Hadacol, he plans to stage 
“the world’s greatest Christmas 
pariy” in more than 600 theaters 
in the South and Southwest, on 
Saturday morning, Dec. 23. 

The company has contracted 
with United Artists Corp., New 
York, for showings of Hopalong 
Cassidy films in all the theaters. 
In addition, there will be cartoon 
stars from local radio stations, one 
Santa Claus per show and gifts 
for attending children, whose ad- 
mission will be one Hadacol box 
top. 


s The Senator will appear in a 
film short to explain how children 
can get Hadacol on credit from 
their drug stores to sell to their 
friends and neighbors, but retain 
the box tops for themselves for 
premiums. 

Supplementing the program will 
be radio spots on 600 stations, cash 
prizes for stations doing the best 
merchandising jobs and 150,000 
point of sale pieces. 

Paramount Advertising Agency, 
Lafayette, is the agency. 


Armour Appoints Four 
Armour & Co., Chicago, has an- 

nounced the following new ap- 

pointments. T. R. Englehardt has 


been named manager of the hotel 
and institution sales department, | 
succeeding H. E. Stepp, who has 
been appointed staff assistant to 
W. S. Shafer, vice-president. F. J. | 
Bender has been made assistant | 
manager of the hotel and institu-| 
tion sales department. Carl R.) 
Broede has been appointed sales 
promotion manager of the dairy 
and poultry and margarine divi- | 
sion. 


PROGRESS REPORT—Pacific Coast agency members of the National Outdoor Ad- 
vertising Bureau heard a progress report from these officers of the NOAB at 
luncheon meetings in Los Angeles and San Francisco. Left to right are John Johns, 
vice-president of Batten, Barton, Durstine & Osborn and secretary-treasurer of NOAB; 
Henry M. Stevens, vice-president, J. Walter Thompson Co. and chairman of NOAB‘s 
executive committee; Joe Dawson, retired agency head and a former chairman, of- 
ficers and operating committee, NOAB; and John M. Paver, president and general 
manager of the bureau. 


Mars Buys Three AM 
Half-Hour Programs, 
One 15-Minute Show 


Cuicaco, Nov. 8—Mars Inc. has 
signed with American Broadcast- 
ing Co. to sponsor four evening 
AM radio shows, totaling one and 
three-quarter hours of time week- 
ly, beginning Dec. 31. 

The evening network time pur- 
chase, one of the largest in years, 
is particularly significant in view 
of the general reluctance among 
advertisers in recent months to 
take on additional radio commit- 
ments. 

Included in the deal with Mars 
are the 8:30-8:45 p.m. (EST) seg- 
ment of the Sunday “Stop the 
Music” show; the 8-8: 30 p.m, Mon- 
day night “Inner Sanctum” pro- 
gram; “Can You Top This,” which 
will move to the 8-8:30 p.m. Tues- 
day night spot, and “Bob Barkley, 
American Agent,” which will be 


“, . « because they’ 


What They Want 


re readers of The Buffalo Evening 


News'(practically everybody around here is) and they've 
been reading the national grocery advertisements in 
their favorite newspaper. 


In 1949—national advertisers in the grocery field placed 
a grand total of 1,113,175 agate lines of advertising in 
the Buffalo Evening News—representing more than 451 
pages ...and they received RESULTS! 


SELL the: News readers and you sell 


THE WHOLE BUFFALO MARKET 
1,402,973 Consumers 


’UFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


KELLY-SMITH CO. 


National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 


heard from 8 to 8:30 p.m., Wednes- 
days. 


 Trimount Clothing Co. (Clipper- 
craft clothes), which now sponsors 
the 8:30-8:45 p.m. portion of “Stop 
the Music,” will wind up its spon- 
sorship of the show Nov. 26, a 
month before Mars takes over. 

Mars has not disclosed which of 
its products will be promoted on 
the four programs, but it is likely 
that Milky Way bars, Mars bars, 
Forever Yours, Snickers, Cocoa- 
nut bars and Three Musketeers 
will be featured. 

The company currently spon- 


85 


sors three quarter-hour segments | staff's Fables” on the ABC radio 
of “Howdy Doody” on the NBC! net five days a week from 5:55 to 
video web—Monday, Wednesday | 6 p.m. 
and Friday—and also airs “Fal- | Leo Burnett Co. is the agency. 


THE VALLEY Times 
SAN yentianne VALLEY 


Announces the Appointment of 


DOYLE ~ HAN 


As its National Advertising Representatives 


OFFICES 


LOS ANGELES SAN FRANCISCO 
2978 Wilshire Bivd. 444 Market Street 
DUnkirk 8-4942 SUtter 1.4766 
: NEW YORK BOSTON 
‘ 250 Park Ave. 80 Boylston Street 
: Plaza 5-8383 HAncock 1524 
“ 
a 
: CHICAGO 
at 307 North Michigan Avenve 
. STate 2-8150 
2 4 


Effective Dec. 1, 1950 


You can mix OIL and WATER 


Modern chemistry has cancelled 


the old saying that you can’t mix oil and water by developing emulsions. Similarly, the idea 


that you can’t combine competitive selling and cooperative service has been disproved 


by the thirty members of the Chicago Photoengravers Association. They work closely 


together to train young photoengraving craftsmen and to maintain quality standards 


and fair trade practices. At the same time, they compete for sales. Proof of the practical value 


of this operating policy is that the over 1000 photoengraving craftsmen they employ 


produce the majority of fine photoengravings made in Chicago. 


AD-PLATE ENGRAVING CO. © AMERICAN COLORTYPE CO. ¢ BLOMGREN BROS. & CO. ¢ BONCRAFT CORP. © CENTRAL TYPESETTING & 
ELECTROTYPING CO. © COLLINS, MILLER & HUTCHINGS, INC. © R. R. DONNELLEY & SONS CO. © DOT ENGRAVERS. INC. e THE FAITHORN 


CORP. ¢ FOOTE, CONE & BELDING © GLOBE ENGRAVING & ELECTROTYPE CO. © ILLINOIS PHOTO-ENGRAVING CO. © JAHN & OLLIER 
ENGRAVING CO. © LAKE SHORE PHOTO-ENGRAVING CO. e LIBERTY PHOTO ENGRAVING CO. ¢ MAGILL-WEINSHEIMER CO. ¢ MANZ CORP. 
McGRATH ENGRAVING CORP. e THOS F. McGRATH & ASSOCIATES @ NATIONAL ENGRAVING CO.« NORTHWESTERN PHOTO ENGRAVING CO. 
PREMIER ENGRAVING CO. © PROCESS COLOR PLATE CO. © RELIABLE ETCHCRAFT CORP. © REVERE PHOTO ENGRAVING CO. 


ROGERS ENGRAVING CO. ¢ STANDARD PHOTO ENGRAVING CO. © STEARNS & CO. © SUPERIOR ENGRAVING CO. © WALLACE-MILLER CO, 


FOR FAITHFUL, 


FORCEFUL 


CHICAGO PHOTOENGRAVERS ASSOCIATION 
BOARD OF TRADE BUILDING * CHICAGO 


REPRODUCTION... . USE LETTERPRESS 
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Based on today’s selling conditions 


at the critical retail level 


The Chicago Tribune 


SELLING at the retail level today is 
creating new, difficult conditions 
for the manufacturer. With little 
personal selling in the stores and 
an accelerated trend towards self- 
service, retailers are not interested 
in stocking brands their customers 
are not interested in buying. 

The critical stage of selling has 
moved out of the store and into 
the home. 

To meet the situation the Chi- 
cago Tribune has developed a 
sound procedure that can build an 
impressive consumer franchise for 
your brand. 

It can give you an important 
share of day-to-day buying by con- 
sumers, relatively undisturbed by 


competition, that breaks through 


the apathy or resistance of re- 
tailers. Because the plan meets the 
retailers’ cost-heightened need for 
greater store volume and faster 
turnover, it gets their support in 
larger inventories and better store 
display. 

Based on retail selling, the plan 
works at the retail level. It is inte- 
grated with consumer habits and 
retail thinking. It gives you the 
benefit of the retailers’ own pro- 
motion. It gets more efficiency 
from your own sales staff. 

Proved in Chicago, the plan also 
can be employed in other markets. 
It works in the big unit field as 
well as in packaged goods lines. 
Because it is effective in building 


a measurable consumer franchise, 


Consumer-Franchise Plan! 


it gives significant value to any 
dealer-franchise plan you may 
have. 

Here is the kind of a program 
that makes sense to executives 
who bear the responsibility of get- 
ting immediate sales and those 
concerned with long-term consid- 
erations of continued company 
growth and earnings. 

If you want high annual volume 
and a greater share of the business 
out, you will want to get the details 
of this consumer-franchise plan. 

A Tribune salesman will be glad 
to tell you how you can use it in 
your operations to get more sales 
and a stronger market position. 
Ask him to call. Do it now while 
the matter is fresh in your mind. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


Chicago Tribune representatives: A. W. Dreier, 1333 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 E. 42nd St., New York City 17; 
W. E. Bates, Penobscot Bidg., Detroit 26; Fitzpetrick & Chamberlin, 155 Montgomery St., San Francisco 4; 


also 1127 Wilshire Blvd., Los Angeles 17 
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